
79 Journal of Management and Science 15(2) (2025) 79-81

Journal of  Management and Science

RESEARCH ARTICLE

15(2) 2025 79-81

OPEN ACCESS

Psychographic Profiles' Effect on Consumer Choice for Sustainable Smart Energy-
Efficient Appliance Marketing

M. Rajesh a*, M. Vidya a*

Keywords:  Consumer Behavior, Psychographics, Energy-Efficient Appliances, Sustainable Marketing, Green 
Consumerism, Lifestyle Segmentation.

Author Affiliation: a Department of Management Science, Sri Krishna Arts and Science College, Coimbatore - 641 008, 
Tamilnadu, India.
Corresponding Author: M. Rajesh, M. Vidya, Department of Management Science, Sri Krishna Arts and Science College, 
Coimbatore - 641 008, Tamilnadu, India.
Email: rajeshdarly@gmil.com, vidyam@skasc.ac.in
How to cite this article: M. Rajesh, M. Vidya, Psychographic Profiles' Effect on Consumer Choice for Sustainable Smart 
Energy-Efficient Appliance Marketing, Journal of Management and Science, 15(2) 2025 79-81. Retrieved from https://
jmseleyon.com/index.php/jms/article/view/880
Received: 25 October 2024 Revised: 21 December 2024 Accepted: 25 May 2025 Published: 30 June 2025

       This study investigates the impact of psychographic profiles on consumer choices regarding sustainable smart energy-
efficient appliances. Unlike traditional demographic factors such as income and age, psychographics encompassing 
values, environmental consciousness, lifestyle orientation, and innovativeness play a pivotal role in shaping consumer 
preferences for green technologies. A descriptive research design was employed, with data collected through a structured 
questionnaire administered to respondents in the Coimbatore region. Data analysis utilized SPSS, applying descriptive 
statistics, Chi-Square tests, One-Way ANOVA, and linear regression to evaluate the influence of psychographic variables.
       Findings reveal that eco-conscious consumers are more inclined to adopt energy-efficient appliances as a means of 
sustainable living and self-expression. Regression results suggest that demographic variables such as income are less 
predictive of purchase intention compared to psychographic dimensions like environmental concern and perceived 
innovation. The research underscores the necessity for marketers to emphasize lifestyle-driven segmentation, eco-value 
communication, and digital engagement strategies to promote energy-efficient appliances. These insights contribute to 
advancing sustainable marketing practices and policy interventions.
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1. INTRODUCTION
The growing emphasis on sustainability and 

energy conservation has transformed consumer 
markets globally. Purchasing energy-efficient smart 
appliances now extends beyond functional utility 
it reflects personal values, lifestyle orientations, 
and environmental consciousness. Consumers 
increasingly consider whether their consumption 
aligns with ecological responsibility, cost savings, and 
technological innovation.

While previous studies have examined 
demographic drivers such as income, education, 
and age, recent research highlights the limited role 
of demographics compared to psychographics. 
Psychographic profiles comprising attitudes, beliefs, 

lifestyle preferences, and personality traits offer 
deeper insights into why consumers adopt or 
resist sustainable technologies. For example, an 
environmentally conscious consumer may prioritize 
long-term savings and eco-friendly features, while 
an innovation-driven individual may value smart 
connectivity and cutting-edge design.

This study addresses the gap in understanding 
the effect of psychographic segmentation on consumer 
decisions regarding energy-efficient appliances. By 
analyzing consumer profiles in the Coimbatore region, 
this research aims to generate actionable insights for 
manufacturers, policymakers, and marketers working 
to increase adoption of sustainable technologies.
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2.Theoretical Framework and Literature Review
The theoretical framework for this study 

integrates several models of consumer behavior and 
sustainability adoption:

•	 Maslow’s Hierarchy of Needs: Energy-
efficient appliances satisfy safety (cost 
savings, reliability) and esteem/self-
actualization (eco-conscious identity).

•	 Theory of Planned Behavior (Ajzen, 1991): 
Behavioral intention toward sustainable 
appliance use is driven by attitudes, 
subjective norms, and perceived control.

•	 Diffusion of Innovation Theory (Rogers, 
2003): Adoption is influenced by consumer 
innovativeness and social networks.

•	 VALS Psychographic Segmentation: 
Profiles such as innovators, thinkers, 
and believers exhibit distinct patterns in 
adopting energy-efficient appliances.

•	 Green Marketing Theory: Aligning 
environmental values with marketing 
messages increases consumer acceptance.

Existing literature indicates that eco-conscious 
values, perceived cost savings, and innovation 
orientation are key predictors of adoption (Peattie, 
2010; Ottman, 2017). However, gaps remain in 
applying psychographic segmentation specifically 
to smart energy-efficient appliances, especially in 
emerging economies like India.

3.Research Methodology
Research Design - A descriptive research design 

was adopted to analyze the relationship between 
psychographic profiles and consumer decisions 
regarding sustainable smart appliances.

Sample Design - The target population consisted 
of consumers in Coimbatore who had purchased or 
expressed interest in energy-efficient appliances. A 
stratified random sample of 120 respondents was 
selected to capture diversity across age, gender, and 
lifestyle groups.

Data Collection - Primary data was collected 
using a structured questionnaire based on Likert-scale 
items measuring values, environmental attitudes, 
innovativeness, and lifestyle orientation. Secondary 
data sources included scholarly articles, industry 
reports, and government energy policy documents.

Data Analysis - SPSS (Version 28) was used 
to perform descriptive statistics, Chi-Square tests, 
ANOVA, and linear regression to assess relationships 
between psychographic variables and consumer 
choices

4.Data Analysis, Results, and Discussion
Descriptive analysis revealed that 72% of 

respondents considered environmental concern as 
an important factor in appliance purchase, while 65% 
valued long-term cost savings. Chi-Square analysis 
indicated a significant association between lifestyle 
orientation (eco-friendly vs. convenience-seeking) 
and willingness to purchase smart appliances (p < 
0.05). ANOVA results showed differences in adoption 
intention across psychographic segments, with 
innovators and environmentally conscious consumers 
demonstrating higher adoption rates. Regression 
analysis confirmed that psychographic variables 
were stronger predictors of purchase intention than 
demographic factors such as income.

These findings highlight that marketing 
strategies should emphasize environmental values, 
innovative features, and lifestyle compatibility rather 
than solely targeting demographic categories.

5.Conclusion and Implications
This study concludes that psychographic profiles 

significantly influence consumer decision-making 
for sustainable smart energy-efficient appliances. 
Environmental concern, lifestyle orientation, and 
innovation adoption tendencies are more influential 
than income or age in determining consumer choices.

Theoretical Implications: The findings reinforce 
psychographic segmentation as a more effective 
approach than demographic profiling in sustainable 
marketing. They also validate the applicability of 
behavioral and innovation diffusion theories to green 
consumerism.

Managerial Implications: Marketers should 
tailor campaigns to resonate with eco-conscious and 
innovation-driven consumers, highlight long-term 
cost and environmental benefits, and leverage digital 
platforms for personalized engagement. Policymakers 
may use these insights to design awareness programs 
and incentives for wider adoption.

Future Research: Larger and more diverse 
samples, as well as advanced techniques like 
Structural Equation Modeling (SEM), can deepen 
the understanding of psychographic influences on 
sustainable consumption.
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