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Green marketing is a phenomenon which has developed particular important 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 their 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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1.0 Introduction: 
Green marketing is a vital constituent of the holistic marketing concept. It is based on an 
assumption that the customers will view a product or service as environment friendly and 
then implement buying choices accordingly. Green marketing refers to marketing with an 
ecological conscience, so as to minimize environmental pollution, reduce the usage of 
non-replenish able natural resources. In recent times, more and more companies are 
adopting green marketing practices, thereby minimizing wastage and integrating their 
activities with the environment. Indian companies are also serious about building 
environmental sustainability into their business practices. Green marketing incorporates a 
broad range of activities, including product modification, changes to the production 
process, packaging changes as well as modifying advertising. In fact green marketing is 
the process of developing products and services and promoting them to satisfy the 
customers who prefer products of good quality, which of the same time do not have a 
detrimental impact on the environment. 
 
1.1 Concept:  
1. According to Pride and Ferrell (1993), Green marketing, also alternatively known as 
environmental marketing and sustainable marketing, refers to an organization's efforts at 
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designing, promoting, pricing and distributing products that will not harm the 
environment. 
2. Mr. J. Polonsky, green marketing can be defined as, "All activities designed to 
generate and facilitate any exchange intended to satisfy human needs or wants such that 
satisfying of these needs and wants occur with minimal detrimental input on the national 
environment." 
2.0 Objectives of the Study: 
     1. To introduce the terms and concepts of green marketing. 
     2. To discuss why going green is important. 
     3. To study the challenges faced by Green marketers in India.  
    4. To examine some of the reason that organizations are adopting a green marketing 
philosophy. 
2.1 Methodology:   
The study is based on secondary data derived from various published sources. The 
required data is collected from Ministry of Environmental Protection (MEP) reports on 
environmental department and other related research papers, books and published work. 
 
3.0 Need of Green Marketing: 
In the present scenario, challenge is to keep the customers as well as consumers in fold 
and even keep our natural environment safe – which is the biggest need of the time. 
Companies may loose many loyal and profitable customers and consumers due to 
absence of green management. In today‘s innovative business world of high technology 
due to growing community and consumer interests in green and socially responsible 
products, increased community pressure on companies to internalize externalities, such as 
health issues, neighborhood amenity, climate change; environmental and governmental 
legalizations and initiatives; innovative technologies and approaches of dealing with 
pollution, improved resource and energy efficiency, and to retain old (loyal and 
profitable) customers and consumers, it is very much urgent to implement green 
marketing. Further green management produces new environment friendly customers 
which lead to increase in sales and profits of an organization that leads to growth and 
development of business; it also leads to good public image of the organization. In the 
present times when the government regulations around the globe are very strict and the 
whole world is talking about global warming ,climate change and environment protection 
the companies would be left with no option but to adopt green marketing otherwise it 
might be too late to survive in the greener world. The consumer‘s world over in general 
and India in particular are increasingly buying energy efficient products. 
 
 In a nutshell most of the companies are venturing into green marketing because of the 
following reasons:  
In India, around 25% of the consumers prefer environmental-friendly products, and 
around 28% may be considered healthy conscious. Therefore, green marketers have 
diverse and fairly sizeable segments to cater to. Many companies have started realizing 
that they must behave in an environment-friendly fashion and believe both in achieving 
environmental objectives as well as profit related objectives.  
Various regulations recently framed by the government to protect consumers and the 
society at large led to the adoption of Green marketing as a compulsion rather than a 
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choice. For example, the ban of plastic bags in many parts of the country, and prohibition 
of smoking in public areas, etc. Many companies take up green marketing to maintain 
their competitive edge.  
 
3.1 Challenges in Green Marketing: 
Although a large number of firms are practicing green marketing, it is not an easy job as 
there are a number of problems which need to be addressed while Implementing Green 
marketing. The major challenges to Green marketing which have to be faced are:  
a) 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. 
B) Cost Factor- Green marketing involves marketing of green products/services, green 
technology, green power/energy for which a lot of money has to be spent on R&D 
programmes for their development and subsequent promotional programs which 
ultimately may lead to increased costs.  
c) Convincing customers-The customers may not believe in the firm’s strategy of Green 
marketing, the firm therefore should ensure that they undertake all possible measures to 
convince the customer about their green product, the best possible option is by 
implementing Eco-labeling schemes. Eco-labeling schemes offer its ―approval to 
―environmentally less harmless products. In fact the first eco-label program was 
initiated by Germany in 1978. Sometimes the customers may also not be willing to pay 
the extra price for the products.  
d) Sustainability- Initially the profits are very low since renewable and recyclable 
products and green technologies are more expensive. Green marketing will be successful 
only in long run. Hence the business needs to plan for long term rather than short term 
strategy and prepare for the same, at the same time it should avoid falling into lure of 
unethical practices to make profits in short term.  
e) Non Cooperation- The firms practicing Green marketing have to strive hard in 
convincing the stakeholders and many a times it may fail to convince them about the long 
term benefits of Green marketing as compared to short term expenses.  
f) 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. 
 
3.2 Golden Rules of Green Marketing: 
1. Know you're Customer: Make sure that the consumer is aware of and concerned 
about the issues that your product attempts to address, (Whirlpool learned the hard way 
that consumers wouldn't pay a premium for a CFC-free refrigerator because consumers 
dint know what CFCs were.). 
2. Educating your customers: isn't just a matter of letting people know you're doing 
whatever you're doing to protect the environment, but also a matter of letting them know 
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why it matters. Otherwise, for a significant portion of your target market, it's a case of 
"So what?" and your green marketing campaign goes nowhere. 
 3. Being Genuine & Transparent: means that a) you are actually doing what you claim 
to be doing in your green marketing campaign and b) the rest of your business policies 
are consistent with whatever you are doing that's environmentally friendly. Both these 
conditions have to be met for your business to establish the kind of environmental 
credentials that will allow a green marketing campaign to succeed. 
4. Reassure the Buyer: Consumers must be made to believe that the product performs 
the job it's supposed to do-they won't forego product quality in the name of the 
environment. 
5. Consider Your Pricing: If you're charging a premium for your product-and many 
environmentally preferable products cost more due to economies of scale and use of 
higher-quality ingredients-make sure those consumers can afford the premium and feel 
it's worth it. 
6. Giving your customers an opportunity to participate: means personalizing the 
benefits of your environmentally friendly actions, normally through letting the customer 
take part in positive environmental action. 
7. Thus leading brands should recognize that consumer expectations have changed: 
It is not enough for a company to green its products; consumers expect the products that 
they purchase pocket friendly and also to help reduce the environmental impact in their 
own lives too. 
 
4.0 Green Marketing – Adopts By The Farms: 
Green marketing has been widely adopted by the firms worldwide and the following are 
the possible reasons cited for this wide adoption: 
1. Opportunities - As demand changes, many firms see these changes as an opportunity 
to exploit and have a competitive advantage over firms marketing none environmentally 
responsible alternatives. Some examples of firms who have strived to become more 
environmentally responsible, in an attempt to better satisfy their consumer needs are: 
* McDonald's replaced its clam shell packaging with waxed paper because of increased 
consumer concern relating to polystyrene production and Ozone depletion. 
*Tuna manufacturers modified their fishing techniques because of the increased concern 
over driftnet fishing, and the resulting death of dolphins. 
*Xerox introduced a "high quality" recycled photocopier paper in an attempt to satisfy 
the demands of firms for less environmentally harmful products. 
2. Government Pressure - As with all marketing related activities, governments want to 
"protect" consumer and society; this protection has significant green marketing 
implications. Government regulations relating to environmental marketing are designed 
to protect consumers in several ways, 
a. Reduce production of harmful goods or by-products Modify consumer and industry's 
use and/or consumption of harmful goods. 
b. Ensure that all types of consumers have the ability to evaluate the environmental 
composition of goods. Government establishes regulations designed to control the 
amount of hazardous wastes produced by firms. 
3. Competitive Pressure - Another major force in the environmental marketing area has 
been firms' desire to maintain their competitive position. In many cases firms observe 
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competitors promoting their environmental behaviors and attempt to emulate this 
instances this competitive pressure has caused an entire

modify and thus reduce its detrimental environmental behavior. For example when one 
manufacture stopped using driftnets the others followed suit. 

4. Social Responsibility - Many firms are beginning to realize that they are members of 
the wider community and therefore must behave in an environmentally
fashion. This translates into firms that believe they must achieve environmental 

well as profit related objectives. This results in environmental issues being 
integrated into the firm's corporate culture. There are examples of firms adopting

5. Cost of Profit Issues - Firms may also use green marketing in an attempt to address 
issues. Disposing of environmentally harmful byproducts,

polychlorinated biphenyl (PCB) contaminated oil are becoming increasingly costly and in
some cases difficult. Therefore firms that can reduce harmful wastes may incur 
substantial cost savings. When attempting to minimize waste, firms are often forced to
examine their production processes. In these cases they often develop more effective 

 that not only reduce waste, but reduce the need for some
materials. This serves as a double cost savings, since both waste and raw material are 
reduced. In other cases firms attempt to find end - of - pipe solutions, instead of
minimizing waste. In these situations firms try to find markets or uses for their waste 
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*·Adopt virgin green technology/process so as to reduce environmental impact. 
*·Establish a management and control system that will lead to the adherence of stringent 
environmental safety norms. 
*·Using more environment-friendly raw materials at the production stage itself. 
*·Explore possibilities of recycling of the used products, so that it can be used to offer 
similar other benefits with less wastage. 
 
5.0 Some Cases: 
1. McDonald’s Restaurant’s napkin’s bags are made of recycled paper. 
2. Coca-Cola pumped syrup directly from tank instead of plastic with saved 68 million 
pound/year. 
3. 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. 
4. Barauni refinery of IOC is taken steps for restricting air and water pollutants. 
 
6.0 Conclusion: 
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. This 
latter concern has been ignored throughout most of recorded human history does not 
mean it will be unimportant in the future. Indeed, there are significant indications that 
environmental issues will grow in importance over the coming years and will require 
imaginative and innovative redesign and reengineering of existing marketing efforts on 
the part of many businesses. Solutions to environmental problems can be characterized 
into roughly three categories: ethical, legal, and business (economic and technological). 
Green marketing and the promotion of responsible consumption are related with business 
category. 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 vigor, as it has an environmental and social dimension to it. Recycling of paper, 
metals, plastics, etc., in a safe and environmentally harmless manner should become 
much more systematized and universal. Green marketing should not neglect the economic 
aspect of marketing. Marketers need to understand the implications of green marketing. If 
we think customers are not concerned about environmental issues or will not pay a 
premium for products that are more eco-responsible, we should think again. The marketer 
must find an opportunity to enhance their product's performance and strengthen the 
customer's loyalty and command a higher price. 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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