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ABSTRACT  
 
Green marketing is based on the premise that businesses have a responsibility to 
satisfy human needs and desires while preserving the integrity of the natural 
environment. 
 
A clever marketer is one who not only convinces the consumer, but also involves 
the consumer in marketing his product. Marketers also have the responsibility to 
make the consumers understand the need for and benefits of green products as 
compared to non-green ones. In green marketing, consumers are willing to pay 
more to maintain a cleaner and greener environment. Although environmental 
issues has influenced all activities but very few academic disciplines have 
inculcated green issues into their literature. Smart business houses have accepted 
green marketing as a part of their strategy.  Green marketing imparts a proactive 
strategy for these companies to cater the market by imparting nature- friendly 
products/ services which otherwise reduce or minimize any detrimental impact on 
environment. Green marketing involves focusing on promoting the consumption 
of green products. Therefore, it becomes the responsibility of the companies to 
adopt creativity and insight, and be committed to the development of 
environment-friendly products. 
 
This paper will attempt to introduce – the concept of green-marketing; about the 
importance of green marketing; examine some reasons that make the 
organizations interested to adopt green marketing philosophy; it also explains 
the problems that organization may face to implement green marketing and it’s 
managerial implications along with few case points. Last part of the paper 
highlights the global scenario of Green Marketing in detail.  
 
KEYWORDS:  environment, strategy, consumers, product etc. 

 

 


