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Abstract: 

Green marketing is a phenomenon which has developed a particular importance in the modern 

market. This concept has enabled for the re-marketing and packaging of existing products which 

already adhere to such guidelines. Additionally, the development of green marketing has opened the 

door of opportunity for companies to co-brand their products into separate line, lauding the green-

friendliness of some while ignoring that of others. Such marketing techniques will be explained as a 

direct result of movement in the minds of the consumer market. As a result of this businesses have 

increased their rate of targeting consumers who are concerned about the environment. These same 

consumers through their concern are interested in integrating environmental issues into their 

purchasing decisions through their incorporation into the process and content of the marketing 

strategy for whatever product may be required.  

              

                This paper discusses how businesses have increased the rate of targeting green consumers, 

those who are concerned about the environment and allow it to affect their purchasing decisions. 

The paper identifies the three particular segments of green consumers and explores the challenges 

and opportunities businesses have with green marketing. The paper also examines the present 

trends of green marketing in India and describes the reason why companies are adopting it and 

future of green marketing and concludes that green marketing is something that will continuously 

grow in both practice and demand. 
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Introduction 

 

According to the American Marketing Association, green marketing is the marketing of products that 

are presumed to be environmentally safe. Thus green marketing incorporates abroad range of 

activities, including product modification, changes to the production process, packaging changes, as 

well as modifying advertising.  

Yet defining green marketing is not a simple task where several meanings intersect and contradict 

each other; an example of this will be the existence of varying social, environmental and retail 

definitions attached to this term. Other similar terms used are Environmental Marketing and 

Ecological Marketing  .Thus "Green Marketing" refers to holistic marketing concept wherein the 

production, marketing consumption an disposal of products and services happen in a manner that is 

less detrimental to the environment with growing awareness about the implications of global 

warming, non-biodegradable solid waste, harmful impact of pollutants etc., both marketer sand 

consumers are becoming increasingly sensitive to the need for switch in to green products and 

services. While the shift to "green" may appear to be expensive in the short term, it will definitely 

prove to be indispensable and advantageous, cost-wise too, in the long run. Green marketing, also 

alternatively known as environmental marketing and sustainable marketing, refers to an 

organization's efforts at designing, promoting, pricing and distributing products that will not harm 

the environment 

Evolution of Green Marketing    

 The term Green Marketing came into prominence in the late 1980s and early 1990s.The American 

Marketing Association (AMA) held the first workshop on "Ecological Marketing" in 1975.The 

proceedings of this workshop resulted in one of the first books on green marketing entitled 

"Ecological Marketing".  

The first wave of Green Marketing occurred in the 1980s. The evolution of green marketing has 

three phases. First phase was termed as "Ecological" green marketing, and during this period all 

marketing activities were concerned to help environment problems and provide remedies for 

environmental problems. Second phase was "Environmental" green marketing and the focus shifted 

on clean technology that involved designing of innovative new products, which take care of pollution 

and waste issues. Third phase was "Sustainable" green marketing. It came into prominence in the 

late 1990s and early 2000. 
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The green marketing has evolved over a period of time. According to Peattie (2001), the evolution of 

green marketing has three phases. First phase was termed as "Ecological" green marketing, and 

during this period all marketing activities were concerned to help environment problems and 

provide remedies for environmental problems. Second phase was "Environmental" green marketing 

and the focus shifted on clean technology that involved designing of innovative new products, which 

take care of pollution and waste issues. Third phase was "Sustainable" green marketing. It came into 

prominence in the late 1990s and early 2000.  

 First phase was termed as "Ecological" green marketing, and during this period all marketing 

activities were concerned to help environment problems and provide remedies for 

environmental problems.  

 Second phase was "Environmental" green marketing and the focus shifted on clean 

technology that involved designing of innovative new products, which take care of pollution 

and waste issues.  

 Third phase was "Sustainable" green marketing. It came into prominence in the late 1990s 

and early 2000. This was the result of the term sustainable development which is defined as 

"meeting the needs of the present without compromising the ability of future generations to 

meet their own needs."   

 

Importance of  Green Marketing 

As today’s consumers become more conscious of the natural environment, businesses are 

beginning to modify their own thoughts and behavior in an attempt to address the concerns of 

consumers. Green marketing is becoming more important to businesses because of the consumer’s 

genuine concerns about our limited resources on the earth. By implementing green marketing 

measures to save the earth’s resources in production, packaging, and operations, businesses are 

showing consumers they too share the same concerns, boosting their credibility. 

   Moreover, as resources are limited and human wants are unlimited, it is important for the 

marketers to utilize the resources efficiently without waste as well as to achieve the organization's 

objective. So green marketing is inevitable 
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Reason why most companies adopting green marketing 

a.)  Opportunities:- 

 In India, around 25% of the consumers prefer environmental-friendly products, and around 28% are 

healthy conscious. Therefore, green marketers have diverse and fairly sizeable segments to cater to. 

We also have green buildings which are efficient in their use of energy, water and construction 

materials, and which reduce the impact on human health and the environment through better 

design, construction, operation, maintenance and waste disposal. 

 The Surf Excel detergent which saves water (advertised with the message—"do bucket paani 

roz bachana") and the energy-saving LG consumers durables are examples of green 

marketing.  

 McDonald's replaced its clam shell packaging with waxed paper because of increased 

consumer concern relating to polystyrene production and Ozone depletion. 

 Xerox introduced a "high quality" recycled photocopier paper in an attempt to satisfy the 

demands of firms for less environmentally harmful products. 

 

b.) Social Responsibility: 

 Many companies have started realizing that they must behave in an environment-friendly 

fashion. They believe both in achieving environmental objectives as well as profit related 

objectives. The HSBC became the world's first bank to go carbon-neutral last year. Other 

examples include Coca-Cola, which has invested in various recycling activities. Walt Disney 

World in Florida, US, has an extensive waste management program and infrastructure in place. 

 

c.) Governmental Pressure: 

Various regulations rare framed by the government to protect consumers and the society at 

large. The Indian government too has developed a framework of legislations to reduce the 

production of harmful goods and by products. These reduce the industry's production and 

consumers' consumption of harmful goods, including those detrimental to the environment; 

for example, the ban of plastic bags in Mumbai, prohibition of smoking in public areas, etc. 
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d) Competitive Pressure: 

 Many companies take up green marketing to maintain their competitive edge. The green 

marketing initiatives by niche companies such as Body Shop and Green & Black have prompted 

many mainline competitors to follow suit. 

e.) Cost Reduction:- 

Reduction of harmful waste may lead to substantial cost savings. Sometimes, many firms 

develop symbiotic relationship whereby the waste generated by one company is used by 

another as a cost-effective raw material. For example, the fly ash generated by thermal power 

plants, which would otherwise contributed to a gigantic quantum of solid waste, is used to 

manufacture fly ash bricks for construction purposes. 

Benefits of Green Marketing 

Companies that develop new and improved products and services with environment inputs in 

mind give themselves access to new markets, increase their profit sustainability, and enjoy a 

competitive advantage over the companies which are not concerned for the environment.  

It ensures sustained long-term growth along with profitability. 

* It saves money in the long run, though initially the cost is more. 

* It helps companies market their products and services keeping the environment aspects in           

mind. It helps in accessing the new markets and enjoying competitive advantage. 

* Most of the employees also feel proud and responsible to be working for an environmentally 

responsible company. 

Challenges In Green Marketing 

 Need for Standardization 

 

It is found that only 5% of the marketing messages from “Green” campaigns are entirely true and 

there is a lack of standardization to authenticate these claims. There is no standardization to 

authenticate these claims.  There is no standardization currently in place to certify a product as 

organic. Unless some regulatory bodies are involved in providing the certifications there will not be 
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any verifiable means. A standard quality control board needs to be in place for such labeling and 

licensing. 

 

 New Concept 

 

 Indian literate and urban consumer is getting more aware about the merits of Green products. But it 

is still a new concept for the masses. The consumer needs to be educated and made aware of the 

environmental threats. The new green movements need to reach the masses and that will take a lot 

of time and effort. By India's ayurvedic heritage, Indian consumers do appreciate the importance of 

using natural and herbal beauty products. Indian consumer is exposed to healthy living lifestyles 

such as yoga and natural food consumption. In those aspects the consumer is already aware and will 

be inclined to accept the green products. 

 

 Patience and Perseverance 

 

The investors and corporate need to view the environment as a major long-term investment 

opportunity, the marketers need to look at the long-term benefits from this new green movement. It 

will require a lot of patience and no immediate results. Since it is a new concept and idea, it will have 

its own acceptance period. 

 

 Avoiding Green Myopia 

 

The first rule of green marketing is focusing on customer benefits i.e. the primary reason why 

consumers buy certain products in the first place. Do this right, and motivate consumers to switch 

brands or even pay a premium for the greener alternative. It is not going to help if a product is 

developed which is absolutely green in various aspects but does not pass the customer satisfaction 

criteria. This will lead to green myopia. Also if the green products are priced very high then again it 

will lose its market acceptability. 

 

Green marketing cases 

 Philips Light's "Marathon" 

Philips Lighting's first shot at marketing a standalone compact fluorescent light (CFL) bulb was Earth 

Light, at $15 each versus 75 cents for incandescent bulbs. The product had difficulty climbing out of 
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its deep green niche. The company re-launched the product as "Marathon," underscoring its new 

"super long life" positioning and promise of saving $26 in energy costs over its five-year lifetime. 

 Introduction of CNG in Delhi 

New Delhi, capital of India, was being polluted at a very fast pace until Supreme Court of India forced 

a change to alternative fuels. In 2002, a directive was issued to completely adopt CNG in all public 

transport systems to curb pollution McDonald's restaurant's napkins, bags are made of recycled 

paper.  

 Coca-Cola pumped syrup directly from tank instead of plastic which saved 68 million 

pound/year.  

 Badarpur Thermal Power station of NTPC in Delhi is devising ways to utilize coal-ash that 

has been a major source of air and water pollution.  

 Lead Free Paints from Kansai Nerolac 

Kansai Nerolac Paints Ltd. has always been committed to the welfare of society and environment 

and as a responsible corporate has always taken initiatives in the areas of health, education, 

community development and environment preservation. 

Kansai Nerolac has worked on removing hazardous heavy metals from their paints. The hazardous 

heavy metals like lead, mercury, chromium, arsenic and antimony can have adverse effects on 

humans. Lead in paints especially poses danger to human health where it can cause damage to 

Central Nervous System, kidney and reproductive system. Children are more prone to lead poisoning 

leading to lower intelligence levels and memory loss. 

 Indian Oil's Green Agenda 

 

 Indian Oil is fully geared to meet the target of reaching EURO-III compliant fuels to all parts 

of the country by the year 2010; major cities will upgrade to Euro-IV compliant fuels by that 

time. 

 

 Indian Oil has invested about Rs. 7,000 crore so far in green fuel projects at its refineries; 

ongoing projects account for a further Rs. 5,000 crore. 

 

 Motor Spirit Quality Improvement Unit commissioned at Mathura Refinery; similar units are 

coming up at three more refineries. 
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 Diesel quality improvement facilities in place at all seven Indian Oil refineries, several more 

green fuel projects are under implementation or on the anvil. 

 

 The R&D Centre of Indian Oil is engaged in the formulations of eco-friendly biodegradable 

lube formulations. 

 

 The Centre has been certified under ISO-14000:1996 for environment management 

systems. 

 

 Eco-friendly Rickshaws before CWG 

 Chief minister Shiela Dikshit launched a battery operated rickshaw, “E-rick”, sponsored by a cellular 

services provider, to promote eco-friendly transportation in the city ahead of the Commonwealth 

Games. 

 

 Wipro Green It. 

 Wipro can do for you in your quest for a sustainable tomorrow - reduce costs, reduce your carbon 

footprints and become more efficient - all while saving the environment. 

 

 Wipro's Green Machines (In India Only) 

 Wipro InfoTech was India's first company to launch environment friendly computer peripherals. For 

the Indian market, Wipro has launched a new range of desktops and laptops called Wipro Green 

ware. These products are RoHS (Restriction of Hazardous Substances) compliant thus reducing e-

waste in the environment. 

 

 Going Green: Tata's new mantra 

 The ideal global benchmark though is 1.5. Tata Motors is setting up an eco-friendly showroom using 

natural building material for its flooring and energy efficient lights. Tata Motors said the project is at 

a preliminary stage. The Indian Hotels Company, which runs the Taj chain, is in the process of 

creating eco rooms which will have energy efficient mini bars, organic bed linen and napkins made 

from recycled paper. But there won't be any carpets since chemicals are used to clean those. And 

when it comes to illumination, the rooms will have CFLs or LEDs 
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Suggestions 

Some suggestions may be given to promote green marketing: 

•      Improve awareness about green products and their effectiveness. 

•      Green products should be priced according to its quality.  

•      There should not be more price difference between standard product and                                `

    green product. 

•      Green product’s quality should be better than standard products. 

  

       CONCLUSION  

 The growing awareness among the consumers all over the world regarding protection of the 

environment in which they live and various studies by environmentalists indicate that people are 

concerned about the environment and are changing their behavior pattern so as to be less 

hostile towards it. Now we see that most of the consumers, both individual and industrial, are 

becoming more concerned about environment-friendly products. Most of them feel that 

environment-friendly products are safe to use. As a result, green marketing has emerged, which 

aims at marketing sustainable and socially-responsible products and services. Now is the era of 

recyclable, non-toxic and environment-friendly goods.      

  This has become the new mantra for marketers to satisfy the needs of consumers 

and earn better  profits. Now this is the right time to select “Green Marketing “globally. It will 

come with drastic change in the world of business if all nations will make strict roles, because 

green marketing is essential to save world from pollution. From the business point of view 

because a clever marketer is one who not only convinces the consumer, but also involves the 

consumer in marketing his product.        

   Green marketing should not be considered as just one more approach to marketing, 

but has to be pursued with much greater potency, as it has an environmental and social 

dimension to it. With the threat of global warming looming large, it is extremely important that 

green marketing becomes the norm rather than an exception or just a fad.    

  Recycling of paper, metals, plastics, etc., in a safe and environmentally harmless 

manner should become much more systematized and universal. It has to become the general 

norm to use energy-efficient lamps and other electrical goods. 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 
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maintain a cleaner and greener environment.      

   Finally, consumers, industrial buyers and suppliers need to pressurize effects on 

minimize the negative effects on the environment-friendly. Green marketing is still in its infancy 

and a lot of research is to be done on green marketing to fully explore its potential. 
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