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ABSTRACT 

Increased  global  concern  over  the  environment  has  resulted  in  many  environment-related  aspects  of
marketing  being  used  to  address  the  concern.   More  eco-friendly  products,  product  delivery  channels,  and
marking communication exhorting consumers to be more eco-friendly can be seen across the globe.  Given
these ecological concerns, marketers are eager to identify market segments and target their marketing efforts
to  consumers  who  are  more  likely  to  respond  favorably  to  their  marketing  strategies.   Using  a  sample  of
24,463 adult  U.S.  respondents,  this  study examined the demographics  of  gender,  race,  income,  education,
occupation,  household  children  and  age  as  potential  segmentation  variables.   White  or  Asian,  higher
educated, professionals without children were found to more willing to purchase eco-friendly products and to
desire  to  be  perceived  as  eco-friendly  consumers.   These  results  imply  that  standardized  segmentation
techniques might not be effective globally.  
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