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Abstract 

There has been a paradigm shift among  consumers for a greener lifestyle due to climate 

changes. Organizations and companies have, however, seen this shift in customer perceptions 

and are seeking to achieve an advantage in the global environment by exploiting the green 

marketing practices. The changing environment changes the business values and strategies 

and has lead to the rise of green marketing. . A number of studies  has been carried on green 

marketing and awareness of green products primarily in developing countries. The objective 

of this paper is to study the concept of green marketing and its awareness among people. A 

study is conducted among 100 respondents in Delhi using a quantitative design. The findings 

showed the  awareness people towards environmental concerns. A significant percentage of 

respondents tended to favour green products . However, they were price dependent which 

influenced their buying decisions. 

Keywords: Green marketing, Green Product, Awareness, Reasons for Going Green.  

Introduction 

Green  marketing   has  gained momentum in the market  due to global warming and climate 

changes over the past decades.  In order to conserve the natural resources  and the 

environment, businesses have begun to manufacture environmentally sustainable goods as 

their efficiency is no longer  measured by financial results but also by their ecological and 

social efforts.The ―Triple Bottom Line‖ of people, planet and profit allows businesses to 

evolve in order to satisfy society and shareholders alike, and to discover  and gauge the value 

of new methods and markets.The consumers are more focussed about  their needs and 

preferences there by leading to their increased motivation to buy more sustainable goods and 

services. 

 

Concept of Green marketing  

Green marketing consists of a broad variety of corporate practises intended to address the 

desires and expectations of consumers, as well as to minimise harmful effects on the natural 

enviornment (Yazdanifard, 2011).Itis the process of promoting and selling  products on the 

grounds of environmental benefits. The product or service must be manufactured or packaged 
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in an environmentally friendly way. It incorporates any advertisement campaign that 

emphasises the  the environmental ethics  and leads to shifting consumer behaviour towards a 

brand (Peattie & Charter, 2003). The main outcome of the green marketing is the 

conservation of the ecosystem for the current and future generations. (Ravi, 2013) 

 

Objectives Of The Study 

The present study has the following objectives:- 

1) To study the evolution of GreenMarketing. 

2) To analyse the reasons for adoption of green marketing by the firms. 

3) To  assess the level of awareness of consumers towards green marketing.  

4) To examine the willingness of consumers to buy the green products. 

 

Research Methodology 

The study relies on  primary and secondary data. The primary data is obtained from the 

sample size of 100 respondents from Delhi using a questionnaire.The random sampling 

method is used to select the respondents.The secondary data wascollected from various 

sources such as newspapers, magazines, Journals, and websites. 

 

Evolution of Green Marketing 

 

Green Marketing was introduced in the late 1980s and early 1990s. Green marketing has 

developed through three stages. The first phase was termed as "Ecological" Green marketing, 

and all marketing campaigns were tailored towardsidentifying environmentalissues and 

offering solutions to the  environmental problems. The second phase was called 

"Environmental" green marketing and the emphasis turned to renewable technologies 

including  designing of innovative new products to fix emissions and waste concerns. The 

third phase was referred as  "Sustainable" green marketing. It rose to attention in the late 

1990s and early 2000. It emphasizes on sustainable developmentdefined as "meeting the 

needs of the present without compromising the ability of future generations to meet their own 

needs."  

 

Advantages of Green Marketing  

 

Green marketing aims to improve the corporate image and the production of green goods .It 

increases the investment  of the firm initially but saves the money in the  long term(Tsai, 

Chuang, Chao, & Chang, 2012). For example, the expense of building solar panels for solar 

energy  is a potential investment for  energy cost savingsoffuture.The marketers utilise green, 

pollution-free ads to attract the consumer's attention.(Ankit,2013).It allows businesses to 

enter different markets and enjoy a competitive edge. The employees have a sense of pride 

and belongingness for workin an environmentally responsible business organisation. (Pierce, 

Rubenfield, & Morgan, 1991).Therefore, developing a green business can help the companies 

operate in a sustainable, safe, and efficient manner ( Prinzing, 2013).Green marketing offers 

bottom-line incentives and top-line development prospects for businesses . 
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Reasons of Adopting Green marketing by the forms  

 

The rationale for adopting green marketing by the firms have been identified by Polonsky 

(1994). They are as follows: - 

1. Opportunities –The changing needs and demand of the consumer opens an 

opportunity for the firms  to explore and gain competitive advantage over other  firms by 

offering better products. Examples of  few companies who have attempted to become more 

environmentally friendly in an effort to best address their customer desires are:  

a) Xerox introduced a "high quality" recycledphotocopier paper order to reduce impact 

on  environment.  

b) The Surf Excel water saving detergent (advertised with a message—"do bucket 

paanirozbachana"). 

c) McDonald's substituted the  clam shell packaging withwaxed paper due to its impact 

on environment. 

2. Government Pressure - The various rules and regulations have been made bythe 

government to reduce production of harmful goods and  hazardous wastes produced by firms. 

The regulationsprohibit the industry's production and consumers' consumption of harmful 

goods; For e.g., bans on plastic bags in Mumbai, bans on smoking in public areas prohibited 

people from using these products.. 

3. Competitive Pressure - Organizations employing green marketing practices can have 

competitive advantage than their competitors. The competitors over a time span try to 

emulate the greenmarketing practices. 

4.  Social Responsibility – Since the organisation takes the inputs from the society so thy 

have a responsibility towards the environment. They have to fulfil both the environmental 

objectives as well as profit objectives. They have to produce the environment friendly 

products.For Ex:- The Walt Disney World has an ambitious waste control and infrastructure 

initiative in operation in Florida, USA. The HSBC has become the world's largest carbon 

neutral bank.  

5. Cost Reduction -The green marketing is employed by the firm to reduce the cost of 

the product. The hazardous waste reduction may contribute to considerable cost savings. 

There are several industries which  develop a symbiotic relationship whereby waste generated 

by one company is used by another as a cost-effective raw material .  

 

Analysis and findings 

The  analysis and findings of the study are discussed below. Figure 1 shows the demographic 

profile of the respondents. 

 

Age group  Number Frequency 

Under 20 10 10% 

20-30 30 30% 

31-40 30 30% 

41-50 15 15% 

51-60 10 10% 

61 and above 5 05% 

Total 100  

Gender   

Male  55 55% 

Female 45 45% 
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Total 100  

Educational Qualification   

Uneducated 3 03% 

Upto 12th 12 12% 

Graduate 35 35% 

Postgraduate 30 30% 

Any Other Professional Qualification 20 20% 

Total 100  

Occupation   

Housewives 15 15% 

Self-Employed 10 10% 

Service 40 40% 

Professional 20 20% 

Student 15 15% 

Total 100  

Monthly Family income   

Less than 10000   

10000-20000 5 5% 

20000-30000 40 40% 

30000-40000 25 25% 

40000-50000 20 20% 

50000 and above 10 10% 

Total 100  

Awareness of green Products and green 

marketing 

  

Yes 60 60% 

No 40 40% 

Total 100  

Willingness to buy Green products   

Interested in buying Green products immediately 

 

30 30% 

Interested in Buying Later 30 30% 

Not Interested 40 40% 

Total 100  

   

Figure 1:- Demographic Profile and Answers of Respondents 

Source:- Primary data 

 

About 60 per cent of respondents were in the age range 20-40, 15 per cent in the age group 

40-50 and 15 per cent in the age group 50 and beyond. Of the respondents, 55 per cent were 

male and 45 per cent female. The majority of people were educated and have received 

education beyond graduation.The monthly income for the majority of respondents falls under 
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the range of Rs. 20K – Rs 30 K and majority of them were in service. Out of the total 

respondents  15% of them were housewives and students respectively. 

All the respondents were asked about the awareness of the green marketing and green 

products and it was found that mostly educated people are aware of green marketing 

conceptand they also understand the merits of green products with respect to conventional 

products.They were aware about impact of green products on the environment. They knew 

that the products which are recycled or reused,saves water, energy and reduce environmental 

impact. The respondents prefer environmental-friendly or green products.It was found that 

55% of the respondents are willing to buy the green products.The willingness to buy is 

associated with the income and the education level of the respondents. They were asked 

about the price of the green products and it was found that most of the respondents felt that 

green products are not fairly priced. The eco-friendly products are priced higher by the 

companies which dissuades them  from buying such products.So, the perception of green 

products being priced higher prevailed among the respondents. The use of green marketing 

techniques  like eco-labelling and branding and environmental advertisement by the 

companies influences the consumer’s understanding and recognition of green products.  

 

Conclusion 

 

The consumers are familiarwith the concept of green marketing. In India, Green marketing is 

still in nascent stage and companies are findingways and means to move from regular 

marketing to green marketing. The high consumers awareness is a good indicator for 

enhancing the atmosphere of the industry.The main constraints in the field of green marketing 

are scientific knowhow, financial constraints, deceptive marketing, and lack of rules and 

regulations.There are sufficient resources for green marketing in India, and marketers must be 

able to learn about green marketing programmes. As a consequence, appropriate government-

level campaigns are used to teach them. Green marketers must see an incentive to boost 

product efficiency and strengthen consumer engagement. Green marketing tactics require 

long-range preparation and are not effective in the short term. Often persuading the consumer 

requires a lengthy phase, and sometimes consumers decline to pay a that premium. In order to 

grab public attention or make them aware of green products, companies should prefer 

environmental advertisement through newspaper and media at the time of initiating products. 

These advertisements can alter the consumer buying decision from non-green product to 

green products. 
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