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ABSTRACT 

In today’s business world, environmental issues influence all marketing activities therefore few academic disciplines 

have integrated green issues into their literature. Some businesses have been quick to accept concepts like 

environmental management systems and waste minimization and have integrated environmental issues into all 

organizational activities. Awareness about the destruction of natural resources has raised the issue of 

environmental protection which in turn has created eco-friendly consumption called green consumerism. Smart 

business houses have accepted green marketing as a part of their strategy. Though our understanding about green 

marketing still in the stage of infancy, in this paper the author is trying to identify key ideas in relation to promote 

green product. This paper will attempt to introduce the concept of green-marketing; examine some reasons that 

make the organizations interested to adopt green marketing philosophy; explaining challenges that organization 

may face to implement green marketing. This is a descriptive paper which provides theoretical information and 

overview of green marketing. Finally it suggests measure to increase the practices of green marketing. The 

increasing economic development, rapid growth of population and growth of industries in India are putting a strain 

on the environment, infrastructure and the countries natural resources. Industrial pollution, soil erosion, 

deforestation, rapid industrialization, urbanization, and land degradation are all worsening problems. So it‘s the 

right time to implement the Green Marketing in India. 
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I. INTRODUCTION 

 

Green marketing is turning over a new leaf which has developed particular importance in the modern market. It 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. As a result of this, businesses have increased their rate of 

targeting consumers who are concerned about the environment. Both marketers and consumers are becoming 

increasingly sensitive to the need for switch in to green products and services. Worldwide evidences indicate, 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. Thus the 

growing awareness among the consumers all over the world regarding protection of the environment in which they 

live, people do want to bequeath a clean earth to their offspring. But doing the right thing is not so easy, because 
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there are lots of different challenges in performing green marketing. 

The term Green Marketing got attention and importance in late 1980‟s and early 1990‟s when specific products 

were identified as being harmful to earth‟s atmosphere. Defining green marketing is not a simple task where several 

meanings intersect and contradict each other. "Green Marketing" involves developing and promoting products and 

services that satisfies customers‟ needs and wants for quality, performance, affordable pricing and convenience with 

minimum environmental harm not necessarily eliminating it. Companies that excel in green marketing will benefit 

from better relations with customers, regulators, suppliers and other firms in their industry. 

 OBJECTIVES OF THIS STUDY 

The following are the objectives of the present study: 

1. To suggest measure to increase the practice of green marketing.  

2. To analyze the concept of green marketing across the globe in general and with special reference to India.  

3. To know the reasons why green marketing important in today business world.  

4. To know the 4P‟s of green marketing mix.  

5. To know the challenges in green marketing.  

6. To examine the feasibility of implementation of green issues and green concepts in the marketing mix 

components.  

 THE SEVEN PS OF GREEN MARKETING 

1. Product  

Entrepreneurs wanting to exploit emerging green markets either: 

 identify customers' environmental needs and develop products to address these needs; or  

 develop environmentally responsible products to have less impact than competitors.  

 The increasingly wide variety of products on the market that support sustainable development and are good for 

the triple bottom line include: 

 Products made from recycled goods, such as Quicken Tuff housing materials made from recycled broccoli 

boxes.  

 Products that can be recycled or reused.  

 Efficient products, which save water, energy or gasoline, save money and reduce environmental impact. 

Queensland's only waterless printer, Print point, reduces operating costs by using less water than conventional 

printers and is able to pass the savings on to customers.  

 7.Products with environmentally responsible packaging. McDonalds, for example, changed their packaging 

from polystyrene clamshells to paper. Products with green labels, as long as they offer  substantiation. 

 Organic products - many consumers are prepared to pay a premium for organic products, which offer promise 

of quality. Organic butchers, for example, promote the added qualities such as taste and tenderness.  

 A service that rents or loans products - such as toy libraries.  

 Certified products, which meet or exceed environmentally responsible criteria.  

 Whatever the product or service, it is vital to ensure that products meet or exceed the quality expectations of 

customers and are thoroughly tested. 

2. Price  

Pricing is a critical element of the marketing mix. Most customers are prepared to pay a premium if there is a 



 

1099 | P a g e  

perception of additional product value. This value may be improved performance, function, design, visual appeal or 

taste. Environmental benefits are usually an added bonus but will often be the deciding factor between products of 

equal value and quality. Environmentally responsible products, however, are often less expensive when product life 

cycle costs are taken into consideration. For example fuel-efficient vehicles, water-efficient printing and non-

hazardous products. 

3. Place  

The choice of where and when to make a product available has a significant impact on the customers being attracted. 

Very few customers go out of their way to buy green products merely for the sake of it. Marketers looking to 

successfully introduce new green products should, in most cases, position them broadly in the market place so they 

are not just appealing to a small green niche market. The location must also be consistent with the image which a 

company wants to project. The location must differentiate a company from its competitors. This can be achieved by 

in-store promotions and visually appealing displays or using recycled materials to emphasize the environmental and 

other benefits. 

4. Promotion  

Promoting products and services to target markets includes paid advertising, public relations, sales promotions, 

direct marketing and on-site promotions. Smart green marketers will be able to reinforce environmental credibility 

by using sustainable marketing and communications tools and practices. For example, many companies in the 

financial industry are providing electronic statements by email, e-marketing is rapidly replacing more traditional 

marketing methods, and printed materials can be produced using recycled materials and efficient processes, such as 

waterless printing. Retailers, for example, are recognizing the value of alliances with other companies, 

environmental groups and research organizations when promoting their environmental commitment. To reduce the 

use of plastic bags and promote their green commitment, some retailers sell shopping bags, under the banner of the 

Go Green Environment Fund. The key to successful green marketing is credibility. Never overstate environmental 

claims or establish unrealistic expectations, and communicate simply and through sources that people trust. Promote 

your green credentials and achievements. Publicize stories of the company's and employees' green initiatives. Enter 

environmental awards programs to profile environmental credentials to customers and stakeholders. 

5. People  

'People' is one of the very important elements of service marketing mix. Here people refer to those who are involved 

in providing the green services. The most important criteria for the provider of the green services is that the people 

must be 'green' in their mindsets and in their activities otherwise the performance of green services will be at stake. 

6. Process  

Process is another very important element of service marketing mix. Here process refers to the pedagogy and 

methodology with the help of which the green services will be provided. It is also very important that the process 

should be executed such a way so that the main objective of green marketing can be taken care of. The process of 

green marketing must be executed keeping in mind the greenness of the entire system. 

7. Physical Evidence  

As services are basically intangible in nature so for increasing the credibility and reliability of the service we need to 

give some tangible touches to the intangibles and that can best be done by giving some physical evidences. In case 

of Green Marketing the physical evidences must be given from a very much holistic point of view so that the 
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purpose of keeping the greenness of the entire system safely protected. 

 Challenges in Green Marketing 

1) 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 

currently in place to certify a product as organic. Unless some regulatory bodies are involved in providing the 

certifications there will not be any verifiable means. A standard quality control board needs to be in place for 

such labeling and licensing.  

2) 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 needs 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.  

3) 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.  

 Opportunities  

It appears that all types of consumers, both individual and industrial are becoming more concerned and aware about 

the natural environment. Nowadays, firms marketing goods with environmental characteristics have realized a 

competitive advantage over firms marketing non-environmentally responsible alternatives. There are numerous 

example of firms who have strived to become more environmentally responsible, in an attempt to better satisfy their 

consumer needs. 

1. McDonald's replaced its clam shell packaging with waxed paper because of increased consumer concern relating 

to polystyrene production and Ozone depletion  

2. Tuna manufacturers modified their fishing techniques because of the increased concern over driftnet fishing, and 

the resulting death of dolphins  

3. Xerox introduced a "high quality" recycled photocopier paper in an attempt to satisfy the demands of firms for 

less environmentally harmful products.  

 Golden rules of Green Marketing 

1) Know your customer: If you want to sell a greener product to consumers, you first need to make sure that the 

consumer is aware of and concerned about the issues that your product attempts to address.  

2) Empower consumers: Make sure that consumers feel, by themselves or in connect with all the other users of 

your product, that they can make a difference. This is called “empowerment” and it’s the main reason why 

consumers buy greener products.  

3) Be transparent: Consumers must believe in the legitimacy of your product and the specific claims you are 

making. The rest of your business policies are consistent with whatever you are doing that’s environmentally 

friendly.  

4) Reassure the buyer: Consumers must be made to believe that the product performs the job it’s supposed to do-
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they won’t forego product quality in the name of the environment.  

5) Consider your pricing: If you are 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 that consumer 

can afford the premium and feel it’s worth it. Many consumers, of course, can’t afford premiums for any type of 

product these days, much less greener ones, so keep this in mind as you develop your target audience and 

product specifications.  

 Social Responsibility  

Many firms are beginning to realize that they are members of the wider community and therefore must behave 

in an environmentally responsible fashion. This translates into firms that believe they must achieve 

environmental objectives as well as profit related objectives. This results in environmental issues being 

integrated into the firm's corporate culture. Firms in this situation can take two perspectives: 

1) They can use the fact that they are environmentally responsible as a marketing tool;  

or 

2) They can become responsible without promoting this fact.  

 

II. CONCLUSION 

 

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. Finally, consumers, 

industrial buyers and suppliers need to pressurize effects on minimize the negative effects on the environment-

friendly. Green marketing assumes even more importance and relevance in developing countries like India. The 

Environmental problems in India are growing rapidly. . For the success of „Green Mantra‟ and creating the 

awareness regarding it, publicity is also essential. The program regarding awareness of and about green marketing is 

expected by the people too. For this purpose, with the help of Ministry of Environment at Central as well as State 

level, many promotional activities should be carried on like a rally at school- primary, secondary and college level, 

road shows, involvement of media, active participation of NGOs and many others. It can be concluded that it’s the 

right time to implement the Green Marketing for long term growth of our economy. 
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