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ABSTRACT 

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

marketing era and has emerged as an important concept in India as in all economies of the world; 

it is an important strategy for sustainable business growth. Green marketing has become a 

discussed subject and companies are trying to find the best ways to reach the customers with 

their green message. Customers are becoming more demanding and they have started to pay 

more attention to the environment. Green marketing incorporates a variety of activities, including 

modifications to products, changes to the production and distribution processes, packaging, and 

improvement to marketing communications. In this research paper, the author has tried to  

explain the need, importance and strategies for green marketing. The paper also examines the 

present trends of green marketing. 
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INTRODUCTION 

Green marketing incorporates a broad range of activities, including p roduct modification, 

changes to the production process, packaging changes, as well as modifying advertising. So this 

is the marketing of products that are presumed to be environmentally preferable to others.  While 

different agencies and organizations offer various meaning of green marketing (some called 

environmental marketing, or eco-marketing), they generally agree that it is the marketing of 

products and companies that promote the environment in some substantial way. Some definitions 

look for environmentally “safe” or “sustainable” production, while others seek to reduce a 

company’s “carbon footprint.” Marketing products and services based on environmental factors 
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or awareness. Companies involved in green marketing make decisions relating to the entire 

process of the company's products, such as methods of processing, packaging and distribution. 

1. Definition according to American Marketing Association, "Green marketing is the 

marketing of products that are presumed to be environmentally safe." 

2. According to Mr. J. Polonkey (1994), “Green or Environmental Marketing consists of all 

activities designed to generate and facilitate any exchanges intended to satisfy human 

needs or wants, such that the satisfaction of these needs and wants occurred with minimal 

detrimental impact on the natural environment.” 

3. Pride and Ferrell (1993), “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.” 

Thus "Green Marketing" refers to holistic marketing concept wherein the production, marketing, 

consumption, advertising and services happen in a manner that is less harmful to the 

environment with growing awareness about the implications of global warming, non 

biodegradable solid waste, harmful impact of pollutants etc (Mnjunath, 2013). 

Evolution of Green Marketing 

Green Marketing concept has been evolved over a period of time. According to Peattie  

(2001), the evolution of green marketing has three stages.  

1. First stage: “Ecological” green marketing and during this period all marketing 

activities were concerned to address environmental problems and provide remedies 

for environmental problems.  

2. Second stage: “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.  

3. Third stage: “Sustainable” green marketing. It came into prominence in the late 

1990s and early 2000 (K. Peattie 2001). 
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Green Products & Its Characteristics                                                                            

Many products offer a green component that is at best incremental, offering performance or 

some other characteristic that is only slightly better than the conventiona l product. So those 

products are manufactured through green technology that caused no environmental hazards are 

called green products. Green product characteristics fall into six categories, and many products 

have benefits in multiple categories; however, a product that falls into three categories is not 

necessarily any more green than a product that falls into only one category.  

1. Green process 

2. Improved sustainability 

3. Recycled content 

4. Recyclable  

5. Low toxicity 

6. Biodegradable (http://www.cmdgroup.com/). 

Reasons and Needs for Adoption of Green Marketing 

Human wants are Unlimited and Resources are Limited. It is important for the marketers to 

utilize the resources efficiently without any harm of environment and achieve the objective of the 

organization. Worldwide evidence indicates people are concerned about the environment and are 

changing their behavior. As a result of this, green marketing has emerged which speaks for 

growing market for sustainable and socially responsible products and services. It saves money 

because green marketing reduce the cost of production and advertising. Mostly employees feel 

proud and responsible to be working for an environmentally responsible company. Financial gain 

and economic profit is the main purpose of any corporate business. Industries in Asian are 

adopting the need of green marketing from developed countries but still there is a wide gap 

between their implementation (Pavan and Payal, 2010). 

 Most of the companies are adopting green marketing because of the following reasons:  
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 Competitive – Pressure    

 Competitive- Pressure 

 Cost- Reduction 

 Corporate Social- Responsibilities 

 Climate Conditions (Das et.al, 2012). 

GREEN MARKETING AND INDIAN CORPORATE SECTOR: 

There are many examples of companies who produce more environmentally friendly products 

and services. Moreover, their activities help them to gain more revenues and profits in various 

ways. Top Companies of India that use green marketing as a strategy for sustainable business 

growth are following; 

 (TNPL)Limited   

The initiatives undertaken by TNPL in India includes two Clean Development 

Mechanism projects and a wind farm project that helped produce 2,30,323 Carbon 

Emission Reductions earning Rs. 17.40 Cr. TNPL was awarded the Green Business 

Leadership Award in the Pulp and Paper Sector.  

 INDUSIND BANK 

It is opened the country’s first solar- powered ATM and pioneered an eco- savvy change 

in the Indian banking sector. This bank is planning for more initiatives in addressing the 

challenges of climate change. 

 Oil and Natural Gas Company (ONGC) 

India’s largest oil producer, ONGC’s Mokshada Green Cremation initiative will save 60 

to 70% of wood and a fourth of the burning time per cremation (Manian and Ashwin, 

2014). 

 NTPL 

Renewable energy technologies provide clean and green sources of electricity. Vision of 

NTPL is to provide green power locally available resources at affordable price, 

Promoting clean energy. So 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.  

 SURF EXCEL 
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It is found that, the Surf Excel buyers in some states in India S.M. Sing an amount to 

HUL. The company in turn donates that amount to an NGO that was involved in 

educating under privileged children.  

 PONDS COLD CREAM 

The Rs.355Cr brand Ponds of HLL, tied up with UNP fund for women. The company 

would contribute Rs 2 to the fund to fight domestic violence. HLL says most of its brands 

will look for term strategic linkage with social causes.  

 MARUTI 

      Maruti has reduced its electricity consumption per vehicle by 20% in the last 9 years,  

      Water consumption by 46 per cent and land fill waste by 67 per cent.                             

 COCACOLA 

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

pound/year. 

 INDIAN OIL CORPORATION 

Barauni refinery of IOC has taken steps for restricting air and water pollution.  

For better living in society and sustainable economy, many others firms and other sectors 

are contributing to conservation of the environment directly and indirectly.  

Table No.1: Showing Countries ranked according to their implementation of Green 

Marketing; 

Rank Countries 

1 India 

2 UK 

3 US 

4 Thailand 

5 Australia 

6 Canada 

7 China 

        (Source: Retrieved from www.google.com) 

 

CHALLENGES IN GREEN MARKETING 

http://www.google.com/
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 Many organizations want to turn green, as an increasing number of consumers' want to associate 

themselves with environmental- friendly products. Therefore, to ensure consumer confidence, 

marketers of green products need to be much more transparent. There are numerous challenges 

in the field of green marketing. Some of the major hurdles are as following: 

  

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 c laims. There is no standardization 

currently in place to certify a product as organic.  A standard quality control board needs to be in 

place for such labeling and licensing.  

New Concept: 

 Indian literate population and urban consumer is getting more awareness about the merits of 

Green products. But it is still a new concept, So the consumer needs to be educated and made 

aware of the environmental threats.  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 (Shilpi, 2015). 

Patience and Perseverance:  

The investors and corporate need to know that 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.  

Avoiding Green Myopia: 

 The first rule of green marketing is focusing on customer benefits, the primary reason why 

consumers buy certain products in that have first place. Do this right and motivate consumers to 

switch brands or even pay a premium for the greener alternative. This will lead to green myopia. 

Also if the green products are priced very high then again it will market acceptability (Uday, 

2012).   

Some Other Challenges Ahead In Green Marketing Are: 

 Green products require renewable and recyclable material, which is costly  

  Requires a technology, which requires huge investment in R & D  

 Lack of credibility or trust by consumers and end-users 



Upstream Research International Journal (URIJ)                                                              ISSN 2321 –0567  
A Peer Reviewed Refereed Indexed Journal                                                     Vol. III Issue IV (Oct- 2015) 
 

Upstream Research International Journal (URIJ)                                                              ISSN 2321 –0567 
 A Peer Reviewed Refereed Indexed Journal                                                   Vol. III, Issue IV (Oct 2015)  
Website: www.eupstream.com                                                            Impact Factor: 0.725 : IC Value:6.48 
 

 Reputational risk from misleading claims 

 Water treatment technology, which is too costly 

 Confusion regarding green or sustainable product claims 

 Majority of the people are not aware of green products and their uses  

 Majority of the consumers are not willing to pay a premium for green products.  

 

STRATEGIES FOR GREEN MARKETING 

Green Marketing involves focusing on promoting the consumption and production of green 

products. Therefore, it becomes the responsibility of the companies to adopt in sight and 

creativity, and be committed to the development of eco-friendly products. Companies which 

embark on green marketing should adopt the following principles in their path of greenness:  

 Improvement in technology or adopt new technology to reduce environmental impact.  

 Explore possibilities of recycling of the products.  

 Establish a management control system that will control those products that have bad 

impact on environment. 

 Implement new marketing strategies and tricks.  

 Develop a marketing plan outlining strategies with regard to 4 green P’s (Product, 

Promotion, Place and Price) 

 Using more and new eco- friendly raw materials.  

The Government regulations related to green marketing are also designed to protect 

consumers in several ways; 

 To reduce the production of harmful products.  

 To modify the consumption of harmful goods (Yasmin & Shamshuddin, 2014). 

In this context, Menon and Menon (1997), suggest that firms could adopt entrepreneurial 

marketing strategies. The processes for implementing entrepreneurial and environmentally 

beneficial marketing activities with the goal of earned more revenue and more profits.  

Many firms are beginning to realize that they are members of the world community and therefore 

must behave in an environmentally responsible fashion. According to Fuller (1999), that 

companies do not implement innovative green marketing strategy will face struggle to tough 

emerging world market and moreover viewed as unresponsive and uncompetitive.  
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SUGGESTIONS 

In order to be optimizing the economic return companies must develop their new strategy and 

investment. Given that there is a need to implement new strategies for eco. Friendly marketing 

that can earn sustainable advantage. As per study the following suggestions are very important 

for sustainable marketing: 

 To encourage purchasing that product which is eco-friendly? 

 To improve the quality of the environment.  

 To improve the technology of production.  

 To improve the methods of advertising.  

 To reward that companies which is innovative and produce eco-friendly goods? 

Companies have the responsibility to make the consumers understand the need for 

benefits of green products to maintain a clean and green environment. Green marketing 

assumes more importance in India and other developing economies.                                                               

CONCLUSION 

Green marketing should not neglect the economic aspect of marketing. Marketers need to 

understand the implications of green marketing. Now this is the right time to adopt the strategy 

of green marketing because this is the need of our future generation. It is an important strategy 

for sustainable business growth. Still at its infancy stage but adoption of green marketing may 

not be easy in short run, but in the long run it will definitely having impact on companies. Most 

of companies are venturing into green marketing because of cost reduction, Govt. Pressure, 

social responsibility and opportunity of more and more profit. The research paper concludes that 

business organization needs to change their mind set from traditional marketing to green 

marketing strategies. India’s many companies adopt the concept of Green marketing because of 

their importances in Indian economy. 
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