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Abstract

The increase in environmental consciousness has had helped a profound effect on
consumerbehavior with the green product market expanding at a remarkable rate.This study
mainly focussing on the perception and satisfaction of green products in the digital era. It
also aims at examine the significant relationship between perception and satisfaction of the
consumers regarding green product consumption pattern during the digital era in Kottayam
District. Stratified sampling method was followed to collect]100 samples. Primary data were
used to collect the data through a structured questionnaire. Mean ranking, regression
techniques were used to analyse the data .The respondent were preferred good for health as
their highest perception about the green producis where as the highest satisfied variable is

“eco friendly. The study shows that there is a significant moderate relationship between
perception and satisfaction towards green product consumption during the digital era. The
study ended with a scope of further research on this area.

Key words: Green Products, Consumer perception, Satisfaction

INTRODUCTION :

AmericanMarketingAssociationmadethefirstworkon Ecologicalmarketing® in 1975. The
proceeding of this workshop resulted on one of the first book on green marketing entitled
‘Ecological Marketing’. The changein production process of company which result in the
production of eco-friendly products are called greenmarketing. Today’s scenario of continuous
change in lifestyles and demands of consumers has raised the concern of the organisationto tap
the market with new strategy.
Environmentalconcernisanewmantratodaytoshowcasetheircontributionfor environmental
awareness and corporate accountability towards real improvement in environmental
degradation caused by various factors. The demand for green products has been shown to be
uneven across different market segment. The current economic climate has reinforced the need
to plan or long-term sustainability of organisation as well as naturalresources. Society becomes
more concemed about natural environment when ill effects of environmental degradation are
experienced by the society. One of the reasons for this degradation is the problems that arise
out of mass production, mass
consumptionandmassmarketingofenvironmentallyirresponsibleproducts.As a result, bafme-ss
houses have begun to modify their behaviourin an attempt to address these kinds of ‘new
concerns of thesociety.

LITERATURE REVIEW . . i
Vijay SampatraoPhalke (2016) has made a study on green marketing of-mcqpswnet:n:dn
rc!ationtnsemiu:bancmmas.ﬂeexplorcdthatgloballythepaoplembe_cmmm
more concerned about eco-friendliness. The marketers should oh:ve “gang bmd msli

green marketing with its consumers. The key characteristics of suc ing ser urban
emmimaumymbmmmympmanddmmwwmmmﬂas
available to urban consumers : Frae A ;
Olimpia, N. (2015) has studied the green marketing techniques used by gn_-gpfmmmal
Orwimom;mdcommksinknmaﬁhhmmm. environmental
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To know the consumer perception towards green products.

To examine the consumer satisfaction level with respect to greenproducts.
Ho: There is no relationship between perception and the satisfaction regards to green products
in digital era

METHODOLOGY OF THE STUDY
The present study is carried out in the respondents of Kottayam District. Stratified Sampling

was adopted to collect the data. A structured questionnaire is designed and send

collect 105 samples and after validation 100 samples were taken for analysis. Mea

and regression methods were used in analyzing the daa.
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Useful for everyone 100 [4.0900 .80522 5
Status symbol 100 {3.9400 80177 6
Affordable 100 |3.8700 92829 7
Readily Available 100 {3.6500 92524 8
[Valid N (listwise) 100

(Source: Collected through questionnaire)
Interpretation

Based on the mean ranking, it reveals that the green product with good for health was given
446, then eco-friendly (4.45), Better than conventional product (4.44), Not Contaminated (4.21),
Useful for everyone (4.09), Status symbol (3.94), Affordable (3.87) and Readily available was give
as last rank (3.65)

SATISFACTION ABOUT GREEN PRODUCTS
TABLE 1.2
DESCRIPTIVE STATISTICS FOR SATISFACTION ABOUT GREEN PRODUCTS

psbaciin Viaxisbles N |Mean [Std. Deviation|Mean Rank
Eco Friendly 100 (4.4000 .77850 1
Quality 100 (43100 |.66203 2
Free from Chemicals 100 |[4.2700 .78951 3
Brand Preference 100 [4.0700 |.76877 4
Packaging 100 |4.0200 |.80378 5
Price 100 {4.0000 |.84087 6
Availability 100 |{3.8300 [.92174 7
Valid N (listwise) 100
(Source: Collected through questionnaire)
Interpretation

Based on the mean rank green product with Eco Friendly (4.40)was given first rank (3.77)and
follows Quality (4.31), Free from Chemicals(4.27), Brand Preference( 4.07), Packaging
(4.02), Price(4.00), and Availability (3.83) was given the last rank.
CORELATION BETWEEN PERCEPTION AND SATISFACTION REGARDS TO GREEN
PRODUCTS
TABLE 1.3
DESCRIPTIVE STATISTICS FOR OVERALL PERCEPTION AND SATISFACTION

Mean | Std. Deviation [N
Perception about Green Products 4.1407 |.52680 100
Satisfaction regarding Green Products |4.1291 |[.51163 100
TESTING OF HYPOTHESIS

Ho: There is no relationship between perception and the satisfaction regards to green products
in digital era
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TABLE 1.4
MODEL SUMMERY FOR PERCEPTION AND SATISFACTION
Model Summary
Adjusted R |[Std. Error of
i ’ b i Square the Estimate
I 580°  |.337 330 41883

a. Predictors: (Constant), Perception on Green Product

Interpretation value is .580 which reveals that there is a Moderag

The above table shows that, R |
relationship between independent variable Perception towards the dependent vap; able

Satisfaction on green products. R? shows the .337 degree of variation in the dependen

variables.

TABLE 1.5
MODEL SUMMERY FOR PERCEPTION AND SATISFACTION
ANOVA®
Model Sum of | Df Mean F Sig.
Squares Square 3
Regression |8.724 1 8.724 49.730 [.000°
Residual 17.191 98 J75
Total 25.915 99

a. Dependent Variable: satisfaction
b. Predictors: (Constant), Perception on Green Product

Interpretation
This table indicates that the regression model predicts the relationship with the dependent

variable significantly well. Hence, the null hypothesis is rejected. There is a moderate
relationship between Perception and satisfaction regarding green products by consumers in the

digital era. -

CONCLUSION
In the digital era, the significance of green products is increasing. To keep our health

and also to protect our mother earth, it is necessary to take remedial steps to go green. It is
evident from this study that people have perception of green products and are moderately
satisfied in its consumption. The study reveals that customers having more perception on the
variable good for health and satisfaction towards the variable eco-friendly.

FUTURE SCOPE
' The Present Study didn’t focus on the special category of the green products such as
food items, clothing, carry bags, drink bottles an so on. If the study includes the specific
categories of the green product may have significant effect on their satisfaction. Also the
study is confined with 100 respondents of Kottayam Districts. The study ends with the future
scope of measuring consumer satisfaction based on the initiatives taken by green marketers
policies by the government, effectiveness of awareness programmes by the green producers.

BIBLIOGRAPHY
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Abstract

Political marketing has a wide scope in the coming era. It is a blend of marketing with political
science. This paper aims to examine which political behaviour creates brand imq : amoc )
voters and to measure how political behavior related with political marketing for wfnnin :;g
election by the political leaders. This study is conducted in Kottayam District. Cluster samgl' j
method was adopted to collect the samples from the voters. 208 number of samples ’:vmg
collected through questionnaire. Data analysis is done through SPSS in which cirrelatj;e
lechnique is used for lesting the hypothesis to measure the relationship beMeen politic:l
marketing and behaviour variables of the political candidate. Mean ranking method also used
f_Or ascertaining the most influential behaviour variables of the candidate leads to build the
image among the voters. The study concluded that there is a positive moderate relation between
b?hwiow variables of the candidate and the political marketing as a brand to achieve the
f’mk majority. It also found that the social behaviour variables of the candidate is more
influences the voters to vote for a particular candidate in the election.

Key words: political marketing, political behaviour, economic behaviour,

behgvi Personality
aiour, cultural behaviour, social behaviour
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Introduction \

litical scenario, it is evident that candidates are competing eac}, Other
PIECNIERD mcad' ly or indirectly. gained by People’s votes. Thy the ey
i sitions, directly = . ey
'h""'::ﬂ"’"‘dp‘f ble images among the minds of the voters will be the chajey, S
uilding desira

Qinn tas
v i . i :k fi
candidates, To attain the maximum vote shares the candidates have 1o IMplemen, s

strategies. Various management and psycholc?gical policies are invo;ve.d.lhat lead gny mi”ﬂ:;
this process to achieve this goal and to win the popu.lar vofe.. olitica _marketing Is th:
application of marketing principles and proce'dures in political car_npmgns by aio,
individuals and organizations. Similar to marketing the product by_ b"f'“ess- the politician\
have to market themselves to win. The procedure of political marketing involyeg the anal\s|:
development, execution, and management of strategic marketing @pai@s by Candid;[e;
political parties, government sand interest groups that seek to ascerta in public Opinion, 3d\'anc;
their own ideologies, win elections, and pass legislation in response to the needs and wap, of
selected people and groups in society. Many inferences can be drawn between co
political marketing. In political marketing, two parties are forming a provider (
the voter (customer).

Mmerg;y)| ang
politician) and

Statement of the Problem

During the last decade a number of scholars have argu
professionalized, and that political marketing has
paradigm. There is no much evidence to prove that pol

ed that political campaigning has become
become the new dominant Campaign !
itical marketing plays the crucial roje n

majority?

Scope and Significance of the study

groups, polls, citizen consultationg

ving ting
‘ il » Teceiving info d marketins
communications such 4y larget mark ; ihel feedback etc an j

; . f
eting, direct mail, direcy dialogue. The employment?

or 5.60

Impact Fact
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arties to define voters' preferences, make more informed and responsive
P 100" . ons, osition themselves and shape their image accordingly. The political
gl 4O re scope in the future as it follows the marketing principles such as
A product as political ideology and goals. Buying as voting and vote

m‘,{ctins the customer .
m will act as a market place and the political activity is called

vider ﬂnatiol'l' political syste

. iV . e : )
obl“‘“' amine which political variable creates brand image among voters
0 g " )
" 7o know the relationship between political variables and the Political marketing as a

; bmnd mm-keting.

pothesis o .
P HO: There is no significant relationship between Political behavior variables of the

politician and the political marketing

MethodologY

Kottayam district. There are seven legislative Assembly in
oor, Kottayam. Pala, Kaduthuruthy, Vaikom, Puthuppalli

ly is treated as cluster. To adopt cluster sampling method
collection method was

The present study is conducted in
Kottayam District such as Ettuman

and Piravam. Each legislative Assemb
bly was chosen as cluster unit. Primary data

Kottayam legislative Assem
questionnaire is given to each respondent to

followed to collect 208 samples. A structured
cllect their views regarding political marketing in Kerala perspective.

Tools for analysis

ram. Correlation technique used to measure

The data were analysed using SPS Statistical prog
tical marketing. Mean ranking was used to

fhe relationship between political behavior and poli
ientify the most influential political behavior leads to vote.

Theoretical framework

| Politicq) marketing:

omote themselves and their
d at gaining public support.

niques and strategies don’t
tween

Poliy;
p::;;:il?t:rketing is the process by which political cfand'idates' pr
48 bugine voters through masterly-crafted commumcatnor‘xs aime
ly 1o y0:5;n arketer, you may think that political marketing tech o
+ but while the entity being marketed is different, there are many paratie s be

Iilica[
Marketing and the marketing of goods and services.

Ll

lgg
tor 5.60

le,
he Iimpact Fac

L cae—————
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Tog
IMP[_E

.60
Impact Factor 3 i
\}'ﬁv‘l

Both business marketers and political marketers use media outlets to i, form,
the attitudes and behaviours of potential candidates and voters. The Primary
difference between business marketing and political marketing is that the |

rem:
mind, g y,

and mOS[ llnpo &

auer jg Useq Ty

i o T3
rship choices “].u?
In

awareness and inform members of the public about critical issues and leade
their community. state, and country.

The present study focuses on the following political behavior of the candidates.

Economic behaviour: It is directly involved with financial condition and people’s econ
=
power. Mic

Political behaviour: A political party can onl
of scheduling and decision on the nominati
Therefore, this indirect political effect of op
the political situation, which arose from pol
and policy of reform and restructuring will d

y gain and maintain public Support whep g tim,
on, it maintains its relationship with ghe pub“e

) C.
inions and beliefs of people with direct regyy

itical slogans and titles based on the rela:iomhip
irectly affect public opinion

Personality behaviour- Personality includes identifiable patterns of thinking, emotion. ang
behaviour that make up the style of the person’s personal interaction with social and material
environment. Character and personality factors are very important for people.

Analysis and Interpretation

Table No: I-Showing descriptive Statistics of demographic factors

Frequency Percent
48.1
51.9

100

Scanned with CamScanner
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18-30

87 41.8
31-42 64 30.8
43-54 25 12
Above 54
k" 32 15.4
Total 208 100
/ School level 16 7.7
Diploma
17 8.2

alification Graduates o

nal QU — | 50 24
Ed"‘atio Post Graduate

125 60.1

— ] 601

Total 208 100
R_\_\__.____‘_

. Govt employee 28 13.5

\—\___

Private Sector employee 81 38.9

Public Sector employee 19 9.1

pecupational Status Business 27 13
Others 53 25.5

Total 208 100

Yes 9 43
_ Ino 173 83.2

influence by others n voting | @ e 26 12.5
_ [Total _ 208 100

(Source: Frimary data)

Interpretation
> Majority belongs to Female (51.9%)
> Age between 18 to 30 shows 41.8 %
» Majority belongs to Post Graduate (60.1%)
> 38.9% belongs to Private sector employees
> 83.2% are not influenced by others in voting

Table No: 1. Showing Descriptive statistics of Behaviour variables taken for study

k =

Descriptive Statistics

N Mean Sud.

Deviation
T ——

. "“l"?lc Behaviour variables (3.5260)

A erlising of the candidate regarding the aims of increasing the 78752

. 208| 3.7740
E:]esnc Toduction i
. - " 02486
“mic g a0s and financial welfare affect my vote a lot. 2081 3.5529 1.02

lslipage

h

Impact Factor 5.60
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Advertising declining commodity prices and reduction of inflation

and improving economie distribution

I'inancial pledges and increased pay or benefits by the candidate

rg!_l,l]\gj “my attention and affect my vote

. : 4
Campaign promises to reduce the pressure afTect my voting for 208| 3.4712 \7
Political Behaviour Variables (3.6356) L2y
Advertising for changes in discriminatory rules make me sure to 108] 378 [
vote for the candidate , I (7885 83606
— — — =
Activities of political and social groups and public and private 208 3.60 —
institutions supporting the candida B3 8689,
Slogan of political relations with other countries has an effect on my T
208 | 3.4808
vote. 14
Advertising slogans of political and expression freedom influence 208 3.552 T
my vote 1o the candidates 2520 9413
—

Advertising political justice and getting public positions by capable 208
cople influence my vote.

Cultural Behaviour Variables (3.6707)

I'he use of cultural and advertising groups aimed at acculturation
LIT‘ccls my vole to a particular candidate

Advertising, cultural history and intended policies formulated by the
candidate has affects my vote

Cultural activities of the groups supporting the candidate affect my

208| 3.8365| g9y

208] 3.6442| g7y

208| 3.49
vote =P .72896

Advertising and cultural-based events for suitable use of resources

R 208 | 3.7067 68493
affect my vote.

Personality Behaviour variables (3. 7356)

Advertising in responsibility and doing previous duties of the
candidate afTects my vote

f\dvcm'smg an.d expresm‘ng. the agility and activity (dynamic, 208 | 3.6538 $1966
innovative, active and willing to serve.

Power of speech, and performing duties with seriousness and

208 | 3.8990 77047

208 | 3.6202 97553

erseverance and advertising on it ]
Prog.rams am‘j advertisement in the field simplicity and quiet life of 208/ 3.7692 04517
candidate affect my vote —
Social Behaviour variable (3.8065) e

Advertisement in the field of social and people-oriented programs
affect my vote to a candidate.

208| 3.9567 80641

Social attitudes and social foundations of the candidate affect my 208! 3.8317 70578
vole. . __]/
152 |Page Impact Factor 5.60

.
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o Primary data) i ' dd
e P 208
111 Shows the deseriptiy

ple Noi! Ptive stati, "

™ Intiey o Politieat Behaviour v

I S Our Varlabley
[ ““Nr Deseriptive Statistiey

L |- Moy TR

. » Behaviour == Std. Doy

lvﬂ‘“““li‘»l—f*s"f’**m-—- S 8260 Deviation Mean Rank
@!ll/it‘!!' Behaviour o ‘,(,‘,“b 58004 -
(ultural Behaviour 208 L6707 70941 .
psonality Behaviour | 208 17386 60069 .
M@havinm 20w “"’*“R ()M 09620 3

valid N (listwise) L_mg\ e O3 164 |
(Source: Primary data) ol

Interpretation:

3 0 HETY
ImnT the afm\ e mblc: 1t is clear that the most political behavior variable of political leader or
andidate is his social behavior (3.8065) and followed b '

¥ Personality behavior (3.7336)
Cultural behavior (3.6707), Political behavior (3.6356) and economic behavior (3.5200) ‘

Based on the mean ranking Social behavior variable of the candidate is influencing more

mong the voters to give his response to a particular candidate and economic behavior variable
sgiven as last rank,

T "

able No: 1V - showing the correlation between political marketing and the behaviour
Vari

Mliables

— , ~ Correlations S -
Political | Soctal | Personality [ Cultral | Political | Eeonomie
— | Marketing [ Behaviour Behaviour | Behaviour | Behaviour | Behaviour
P‘ N » ] - & LAl
Politicg) \mmm l o1t R00" 81" 761 S04
Mo Loomelation o
heting |Siy (2.1ailed) oo oooh WL ‘(,(,;‘ 208
A - ” "
——IN 208 o8] 208] 208 =OS[

] ——
'(‘0 ' i o~ \ =
(Soy \"el“"&!l_lé;iigmhcam at the 0.01 level (2-tailed). ———

m . 1
P Timary data)

l53|+~ mpact Factor 5.60

n[“.

—————
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E/LEADER PLAYS AS A G To
IS POLITICAL CANDID; T/ OTERS WHICH IN TURN ACHIEVE THE SIMpy 0L To »
AN IMAGE AMONG TH. WH M4 JORI N

?
Interpretation
HO: There is no significant relationship between Political behavior Variableg Of the

pOli[‘ 1
and the political marketing 'Cigy

As the significant value is less than 0.01 the null hypothesis is rejected. Hence there is )
moderate level of correlation between political behavior var 1ables of the Politicig, anslu\/e
political marketing as a brand for building an image among the voters to attain simple mg the

Oﬁty
Conclusion

The study is conducted to draw a conclusion about how the marketing concept s blengeg i
political strategies of a politician to win the majority in Kerala Perspective, |, the
scenario, the political marketing is one of the emerging concepts in the field of politics, The
modern marketing tools are also used by the candidates to reach the voters to influence i
thereby getting the votes. The study concluded that the social behaviour of the Candiy,
influences more among the voters in giving their votes. It is also measured that theye is g

Currep

for the concept.
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ABSTRACT o
Sustainable development as the process of development that met the needs of the present gefne.r e
without compromising the ability of future generations. The study aims fo measure the re c;)ﬂzns . ‘l);;
between economic variables such as economic knowingness, economic attitude and economic be Zw
towards economic sustainability. The study was carried on among the respondents of Changanacherry
thod and data collected through

taluk. 100 samples were taken by adopting simple random sampling me ,
a questionnaire. The regression analysis was done to measure the relationship between variables and
building the economic sustainability model. The study contributes that there is high degree of
relationship between economic knowingness, economic attitude and economic behavior towards
economic development which helps to build the economic sustainability model.

Keywords: economic knowingness, economic attitude, economic behavior and economic sustainability

INTRODUCTION
The idea of sustainable development has its root in the oriental tradition, which teaches the values of

conservation of nature and preaches harmonious co-existence of all living elements of the earth. Gr@t
ideas are usually simple ideas. The clear goal of economic development policy was to raise living
standards throughout the world, providing steadily more goods and services to an expanding population.

"A global agenda for change" - this was what the World Commission on Environment and
Development was asked to formulate. It was an urgent call by the General Assembly of the United

Nations:

»> to propose long-term environmental strategies for achieving sustainable development by the year
2000 and beyond;

> to recommend ways concern for the environment may be translated into greater co-operation

among developing countries and between countries at different stages of economic and social
development and lead to the achievement of common and mutually supportive objectives that take
account of the interrelationships between people, resources, environment, and development;

> to consider ways and means by which the international community can deal more effectively with
environment concerns; and

> to help define shared perceptions of long-term environmental issues and the appropriate efforts
needed to deal succgssfully with the problems of protecting and enhancing the environment. a long
term agenda for action during the coming decades, and aspirational goals for the world community

The United Nations report linked environmental sustainability and economic development. Th
Bmmhnd Commission stated sustainability as “development that meets the needs of the resent
wnthoug comprorr}i.fsing the ability of future generations to meet their own needs” .This is apr?iem
recognized dcﬁmuon of sustainable development. Recently, sustainability has bf.:ccm;)c‘a o elly
concept in enwror}mcn‘tal, health, policy, and research domains . There is an increased knowlcgog uacrl
:;?;f:::?lixir?n‘gd ;:l:]:lsc it;rl:ic;y;qmg 'susLninability. The current prevailing definition refgersm:o
i ! ) ] ibrium In the process of interaction between a population and

carrying capacity of its environment such that the population develops i - the
e ity C ; ! : elops to express its full potent

t producing irreversible, adverse effects on the carrying capacity of the environment up(fn whi::a}:

Page |88
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STATEMENT OF THE PROBLEM

A formal economic analysis arises the question of whether sustainability has any validity as an
economic concept. The efficient resource allocation should have the effect of maximizing utility from
consumption. This study aims to develop a model to economic sustainability based on economic
knowingness(ek), economic attitude(ga) and economic behavior(eb) of individuals in Changanacherry
Taluk. Hence, the problem is state? as “Are Economic knowingness, attitude and behavior of the
individual leads the economic sustainability™?

SCOPE AND SIGNIFICANCE OF THE STUDY.

Thl_: motivations behind sustainability are ofien complex, personal and diverse, It is unrealistic to create
a hst.of reasons why so many individuals, groups and communities are working towards this goal.
Sustainability comes down to the kind of future we are leaving for the next generation. Sustainability as
a value is shared by many irdividuals and organizations who demonstrate this value in their policies,
evel"yday activities and behaviors. Individuals have played a major role in developing our current
environmental and social circumstances. The people of today along with future generations must
create solutions and adapt. Today, it is essential that communities and governments place more
emphasis on ensuring that economic development is achieved in a sustainable way.

OBJECTIVES
1. To examine the relationship between economic knowingness, economic attitude and economic
behavior of individuals towards economic sustainability.

2. Todevelop an economic sustainability model.

HYPOTHESIS
HO: There is no significant relationship between economic knowingness, economic attitude and
economic behavior of individual towards economic sustainability.

METHODOLOGY

For the purpose of the study, sample unit is selected as Changanacherry Talukand adopted a simple
random sampling method to collect the data. The samples received was 113 and for analysis purpose
only 100 samples were considered. A structured questionnaire was send through the google form to
ensure the data collection within the time limit.

Tools for analysis ) .
The data were analysed using SPSS statistical program. Responses Correlation technique used to

measure the relationship between economic knowingness, attitude and behavior of individual towards
economic sustainability Multiple regression analysis were used to build the economic sustainability

model .

Theoretical framework o . . o
“A business model for sustainability helps describing, analysing, managing, and communicating (i) a

company’s sustainable value proposition to its customers, and all other stakeholders, (i) how it creates
and delivers this value, (iii) and how it captures economic value while maintaining or regenerating
natural, social, and economic capital beyond its organizational boundaries.”

Economic Sustainability (es) L .
Human communities actr}:)ss the globe are able to maintain their independence and have access to the

resources that they require, financial and other, to meet their needs. Economic systems are intact and
activities are available to everyone, such as secure sources of livelihood. Economic sustainability is
measured through three important factors such as; economic knowingness (ek), economic attitude(ea)

and economic behavior (eb).
¢s = (ek+ea+eb)

ANALYSIS AND INTERPRETATION

Table 1 showing Descriptive statistics
Mean Std. Deviation N
4.0840 48715 100

Economic Sustainability
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[Economic Knowi:ngness
Economic Attitude
@Enomic Behaviour
e
Table I showin er model summary of economic sustainability
Mode] R R_ | Adjusted R |Std. Error o Change Statistics I
1 S S] i ig. F
quare quare |the Estimate| R Square | F Change dfl df2 Sig.
*Change Change
1 999" | 997 997 .02503 997 12472.076] 3 96 .000

a. Predictors: (Constant), Economic Behavior, Economic Knowingness, Economic Attitude

Interpretation . ; .
The above table shows that, R value is 999 which reveals that there 15 8 close perfect relationship

between independent variables such as Economic Behavior, Economic Knowingness, ECOT}O@C
Attitude towards the dependent variable economic sustainability. R? shows the .997 degree of variation
in the dependent variables.

. De inabilif
. Predictors: (Constant), Behavior, Economic Knowingness, Economic

Attitude

Interpretation . . o
This table indicates that the regression model predicts the dependent variable significantly well. The

regression model statistically significantly predicts the outcome variable. That is ,it is a good fit for the

data.
sustainabili

Table IV showin the Coefficients of the economic

Coefficients’
Model Unstandardized Coefficients Standardized t Sig.
Coefficients

Beta
-.980 329
360 44.006 .000
399 47.449 .000
457 79.930 .000

Interpretation _ _
Economic sustainability(es) constant (-.021)= Economic Knowingness(ek) (.328), Economic

Attitude(ea) (:337) and Economic Behaviour(eb) ( .338) .

es = (ek+ea+eb)
es=-.021+ .328(ek)+.337(ea)+.338(eb)

CONCLUSION

The study was conducted in changanacherry Taluk. The knowingness, attitude and behavior of the
individuals this taluk was considered. The study exhibits that there is a high degree of significant
relationship between the economic variables and the economic sustainability and thereby it is fit for
building the economic sustainability model.
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