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ABSTRACT

The term green marketing is the hottest cake in today’s scenario for all business activities. Environmental degradation all
over the world is a significant problem. Natural resources are exploitedsat fullest without any consideration of their
repercussions. These natural resources are limited and human wants,areuniimited. To protect the environment and natural
resources, governments, NGOs and international organisations have created pressure on marketers to fulfil their
responsibilities towards these ecological issues. Due to long<fforts.and pressures, many companies are practising green
marketing. Green Marketing includes delivery of environfrientally safe products and services, modification of products,
production process, packaging and advertising accordingto eeological needs. Green marketing emphasizes that customer
satisfaction is not only the main aim of marketers~but ‘always keep in mind the ecological needs of the society. Green
marketing has become an important tool for sustainable development. Green marketing practices are not easy job due to lack
of awareness, high cost and some other signifieant heasons. This paper provides an overview of green marketing, need and
significance of green practices. The study also intendsto focus on challenges for green marketing.
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1. INTRODUCTION

Green marketing is very popular word in the business industry. It came into life in late 1980s. Green marketing is rising
rapidly and consumers are enthusiastic to go for green products and services. The term Green marketing refers to the
planning, development and promotion of products or services that satisfy the needs of consumers for quality, output,
accessible prices and service, without however a negative effect on the environment, with regard to the use of raw material,
the consumption of energy etc.[1]. Green Marketing is related to the marketing of green products and services. Green
products include those products which do not harm the environment like recycled products, energy efficient goods and
vehicles, green thoughts like save fuel, protect natural environment etc. On the other hand, green marketing is like societal
marketing which insists that customer satisfaction is not enough but firms should keep in mind the environmental protection
also for the whole society. 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 [2].

The marketing or promotion of a product based on its environmental performance or an improvement thereof [3].

Green marketing concept emerges from societal marketing [4].
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According to the American Marketing Association, green marketing is the marketing of products that are presumed to be
environmentally safe. Thus green marketing incorporates a broad range of activities, including product modification, changes
to the production process, packaging changes, as well as modifying advertising. Green Marketing is also known as Ecol ogical
Marketing. Thus "Green Marketing" refers to holistic marketing concept wherein the production, marketing consumption and
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, and harmful impact of pollutants etc., both
marketers and consumers are becoming increasingly sensitive to the need for switch in to green products and services. Green
marketing may be expensive in short run but in long run it will be proved profitable and inexpensive.

Green marketing affects every sector of our financial system, it does not only guide ecological protection but it also forms
new marketplace and employment opportunities. Companies that are environmental friendly can gain lot of satisfied and
trustworthy customers.

1.1 Green Consumer

The Green consumer is generally defined as one who adopts environmentally friendly behaviors and/or who purchases green
products over the standard alternatives. Green consumers are more internally-controlled as they believe that an individual
consumer can be effective in environmental protection. Thus, they feel that the job of environmental protection should not be
left to the government, business, environmentalists and scientists only; they as consumers can also play a part. They are also
less dogmatic and more open-minded or tolerant toward new products and ideas. Their open-mindedness hel ps them to accept
green products and behaviors, more readily [5].

2. SIGNIFICANCE OF GREEN MARKETING

Human wants are unlimited but resources are limited on the earth. Se, it%S"essential for the companies to fully utilize the
resources without waste or with minimum possible waste. It is alsoyimportant to achieve organizational profitability. So
marketers cannot ignore green marketing. Consumer interest is iagreasing day by day in environmental protection. They are
changing their attitude and buying behavior due to environmental, awareness. Need of green products and services, has been
felt by consumers all over the world. Thus green marketing has taken place of marketing.

Green marketing provides many benefits and growth4possibilities. The process of production technology upgradation or
modification of business may be expensive in starting but ¥ long run, it will decrease cost. For example if a company uses
solar energy instead of electricity, company gouldysave.Jarge amount of money in energy in future albeit installation cost of
solar energy will be high. Companies that deliver eavironmental friendly products and services can increase their market
share, profit and can get competitive advantage ‘over those who are not delivering environmental friendly products and
Services.

Why to adopt green marketing in a firm there are five reasons which are given below [6]:

(1) To use opportunities about green product;

(2) To enhance the image of product in corporations;

(3) For the purpose of setting prices,

(4) To take the competitive advantages, and

(5) Tofollow al the ecological trend in the society.

Many companies across the world are using green marketing in their products and services. Some examples are as follows:
Coca-Cola , McDonald's, Tuna manufacturers, Xerox, Philips (EarthLight, CFL), NTPC (Badarpur, Delhi), 10C, Prius,
Nokia, Videocon, Kansai Nerolac, Suzlon Energy, Tata Metaliks Limited (TML), Tamil Nadu Newsprint and Papers Limited
(TNPL), Qil and Natural Gas Company (ONGC), Indusind Bank, Wipro Technologies, HCL Technologies, ITC Limited,
Idea Cellular, Hero Honda Motors etc.

2.1 Top Fivelndian Green Companies

Five Indian companies, among the top global companies that did business in the most sustainable manner in 2013, the Carbon
Disclosure Report (CDR) 2014 are following [7]:

1. Wipro

2. Essar Oil

3. Tech Mahindra

4, Larsen and Toubro
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5. Tata Consultancy Services

2.2 Top Ten Global Green Companies

Top ten companies using green practices across the world according to Interbrand are as given in below table [8]:

2014 2013
RANK RANK

BRAND

SECTOR

2014 Gap

i 2

Ford

Automotive

+3.2

Toyota

Automotive

+0.3

Honda

Automotive

+1.8

Nissan

Automotive

+6.6

Panasonic

Electronics

+13.9

Nokia

Electronics

+18.0

Sony Electronics +10.7
adidas Sporting Goods +6.1
Danone FMCG -1.3

Lo e < B B e 0 RS L R R R e B o

-—h
o

Dell Technology +6.9

Source: Interbrand - Best Global Green Brands 2014.

3. GREEN MARKETING AND SUSTAINABLE DEVELOPMENT

Majority of people believe that green marketing refers solely to the promotion or advertising of products with environmental
characteristics. Terms like Phosphate Free, Recyclable, Refillable, and Ozone friendly and environmental friendly are some
of the things consumers most often associate with green marketing. While these terms are green marketing claims, in general
green marketing is a broader concept, one that can be applied to consumer goods and industrial goods and services[9].
Sustainable development is development that meets the needs of the present without compromising the ability of future
generations to meet their own needs. [10]. Sustainable development promotes the idea that social, environmental, and
economic progress are all attainable within the limits of our earth’s natural resources. Sustainable development approaches
everything in the world as being connected through space, time and quality of life. Sustainable development constantly seeks
to achieve social and economic progress in ways that will not exhaust the earth’s finite natural resources. The needs of the
world today are real and immediate, yet it’s necessary to develop ways to meet these needs that do not disregard the future.
The capacity of our ecosystem is not limitless, meaning that future generations may not be able to meet their needs the way
we are able to now [11].

Sustainable development requires “sustainable marketing” that is marketing efforts that are not only competitively sustainable
but are also ecologically sustainable [12]. Indeed, marketing’s role in the development process is well recognized [13]. Much
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of the economic activity is triggered by the marketing process that offers and stimulates consumption to satisfy human needs
and wants. However, marketing’s critical role in development will only be appreciated when, through sustainable marketing,
it meets the need of the present without compromising the ability of future generations to meet their own needs[12].

In response to the challenge of advancing simultaneously in economic development and environmental protection as the
sustai nable devel opment demand companies and academicians have developed and/or adopted green marketing strategies and
other corporate strategies. Among the key strategies are; green product strategies, green logistic strategies, green pricing
strategies, green promotion strategies, changing consumers from consumption culture to ecologically concerned consumers,
adoption of eco-marketing orientation as a business philosophy, Government intervention, lifecycle inventory analysis and
teaming up for success [14]. Green marketing brings together all marketing activities with protection of the environment. On
the other side sustainable development insists that the future generations take over the natural environment in an unchanged
condition or improved as inherited by the earlier generations. This calls in support of the protection and step up of the
environment. Hence, sustainable development isareliant variable of green marketing as well as other aspects.

4. THINGSTO REMEMBER FOR SUCCESSFUL GREEN MARKETING
There are some points to always remember for marketers for successful green marketing:

(a) Being authentic

(b) Educating your customers

(c) Giving your customers an opportunity to participate

(d) Identify your customer

(e) Empower consumers

(f) Be clear

(g) Assure the buyer

(h) Think about your pricing

5. CHALLENGESFOR GREEN MARKETING

Implementation of green marketing is difficult task. The marketer has to face various issues while adopting the green
marketing practices. The main challenges to green marketing are:

1. In green marketing, recyclable and renewable materials are used, which are very costly.

2. Green marketing needs technology, which requires large investment in Research and Development and every firm is not
able to invest too muchin R & D.

3. For environmental marketing, water treatment isimportant but itsimplementation cost is very high.

4. Unawareness of green products is also the main challenge before the green marketing. Most of the people don’t know the
importance and benefits of green products.

5. Green products are little bit costly than others, most of the consumers don’t want to pay extra money for green products.

6. From the past researches, it is noticed that only 5 % of the marketing communications by green companies are completely
true. There is a need of standardization and regulatory body to authenticate the claims by green companies and certify the
product as eco-friendly. Eco-friendly labeling and licensing should be governed by any quality control panel.

7. Green marketing must fulfil two main aims equally, first is no environmental degradation or minimum environmental |oss,
second is satisfaction of consumers. If a product is green in many dimensions but it does not satisfy the consumers then it will
not be helpful and result will be loss of business. Balancing of both aims is necessary. Green companies have to motivate
buyers to purchase the green products even at high costs.
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8. The investors and corporate need to have alot of patience and perseverance. They should consider the long term gains from
green marketing because it is anew idea and it will take time.

6. CONCLUSION

In this globalization era, due to rapid increasing population and industrialization environmental problems are increasing day
by day. To protect the planet from environmental degradation green marketing should be adopted by all the companies. In
starting it would be difficult, costly and time taking but in long run it would be profitable and sustainable. Consumer
awareness and green education campaign should be started by all the companies and other social organizations. To initiate
green marketing, government support is must. Government may provide some assistance and subsidy for starting green
marketing if needed. Consumers should also be conscious to purchase green products even at high costs.

7. REFERENCES
[1]. W.M. Pride and O.C. Ferrell, Marketing, 14th edition. New Y ork: Houghton Mifflin, 2008.

[2]. W.M. Pride and O.C. Ferrell, Marketing, 8th ed., Houghton Mifflin, Boston, MA., 1993.

[3]. JA. Ottman, Achieving sustainability out of the box thinking regarding environmentally preferable products and services,
Greener marketing, a global perspective on green marketing practice. Edited by M. Charter and M Polonsky, Green |eaf
Publishing Limited, 1999, 72-83.

[4]. P.Kotler, Marketing Management — The Millennium Edition , PrenticeHall of India Private Limited, New Delhi, 1999.

[5]. Prem Shamdasani, Gloria Ong Chon-Lin, and Daleen Richmaendi\,/Exploring Green Consumers in an Oriental Culture:
Role of Persona and Marketing Mix Factors, in NA - Advances,in'Consumer Research Volume 20, eds. Leigh McAlister
and Michael L. Rothschild, Provo, UT : Association for Censumer Research, Pages: 488-493, 1993.

[6]. H.H. Chang and S.W. Chen, The impact of onliné stereenvironment cues on purchase intention: trust and perceived risk
as a mediator”, Online Information Review, Vol. 32, Ne./6, pp. 818-41, 2008.

[7].Wipro-tcs-among-5-indian-compani es-i n-gl obal=green-list/articl el: http://www. hi ndustanti mes.com/busi ness-news.
[8].The World's 50 Best Global Green Brands - 2014 by Interbrand : http://interbrand.com
[9]. M. J. Polonsky, Anintroduction to Green marketing, Electronic Green Journal, vol.1, Issue 2, Nov 1994,

[10]. Report of the World Commission on Environment and Development: Our Common Future, 1987: http://www.un-
documents.net/our-common-future.

[11]. The-definition-of-sustai nable-devel opment: http://www.sustai nabledevel opmentinfo.com

[12]. M. Polonsky and A. Mintu, The future of Environmental marketing: Food for Thought, Environmental marketing
strategies, practice, theory and research Haworth, pg. 389-391, 1997.

13]. J. Kinsey, The Role of Marketing in Economic Development, European Journal of Marketing, 16, 6, pp. 65-77, 1982.

[14]. J. O. Willums, the sustainable business challenge, A briefing for tomorrows business leaders, Greenleaf publishing,
1998 pg. 137-158, 191.

[15]. K. Peattie and A. Crane, Green marketing: Legend, Myth, Farce or Prophecy? International Journal, (8)4: 357-370,
2005.

[16].J. Grant, Viewpoint Green Marketing, Emerald Group Publishing Limited Strategic Direction, 24(6): 25-27, 2008.

© 2015, lJournals All Rights Reserved www.ijournals.in Page 31



http://www.un-documents.net/our-common-future
http://www.un-documents.net/our-common-future
http://www.sustainabledevelopmentinfo.com/

lJournals: International Journal of Social Relevance & Concern (IJSRC)
ISSN-2347-9698
Volume 3 Issue 6, June 2015

[17]. Philip Kotler, The Role of Marketing in Development, Proceedings of the International Conference on Marketing and
development, Istanbul, Turkey, September 1-4, 1986.

[18]. S.S. Bukhari, Green Marketing and its impact on consumer behavior, European Journal of Business and Management,
Vol 3, No.4, 2011

19]. Y.S. Chen, The Drivers of Green Brand Equity: Green Brand Image, Green Satisfaction, and Green Trust, Journal of
Business Ethics, Val. 93, No. 2, pp. 307-19, 2010.

[20]. SK..Jain & G. Kaur, Green Marketing: An Indian Perspective, Decision, Vol. 31, no.2, July-December 2004.

[21]. M. W. Kinoti, Green marketing Intervention Strategies and Sustainable Development: A Conceptual Paper, International
Journal of Business and Socia Science, Vol. 2, No. 23 [Specia Issue — December 2011]

[22]. K. Manian & Ashwin Nitish J., Present Green Marketing - Brief Reference To Indian Scenario, International Journal of
Scientific Research and Management (1JSRM), Specia issue Pages|| 51-57||2014.

[23]. H.K.Mohgan, Aspectsof Green Marketing: A Prospect for Bangladesh , IJER | May- June 2012, V3i3, 1-11.

[24]. P. B. Singh & K. K. Pandey, Green Marketing: Policies and Practices for Sustainable Development, Integral Review- A
Journal of Management, ISSN :2278-6120, Volume 5, No. 1, June-2012,pp 22-30.

[25]. R. Sudha, Green Marketing in India, Namex International Journal of Management Research, Vol. No.2, Issue No.1,
Jan-June 2012.

[26].R. Yazdanifard, & I. E. Mercy, Theimpact of Green Marketing/omCustomer satisfaction and Environmental safety,
International Conference on Computer Communication and M anagement, Proc .of CSIT vol.5, 2011, IACSIT Press,
Singapore.

[27]. http://lwww.greenmarketing.net

© 2015, lJournals All Rights Reserved www.ijournals.in




