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ABSTRACT::: This paper explains the concept, importance, challenges of green marketing and its
future in India. Green marketing is a new concept which has developed particular importance in the
modern market. Green marketing is the marketing of products that are presumed to be
environmentally safe. Other similar terms used are Environmental Marketing and Ecological
Marketing. Firms may choose to green their systems, policies & products due to economic and non-
economic pressures from their consumers; business partners, regulators, citizen groups & other
stakeholders. Indian literate and urban consumer is getting more aware about the merits of green
products. As a result of this businesses have increased their rate of targeting consumers who are

concerned about the environment.
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1. INTRODUCTION :::

Environmental  issues have gained
importance in business as well as in public life
through out the world. It is not like that a few
leaders of different countries or few big
renowned business houses are concerned about
the day to day deterioration of oxygen level in
our atmosphere but every common citizen of
our country and the world is concerned about
this common threat of global warming.

So in this scenario of global concern,
corporate houses has taken green-marketing as
2. Green Marketing Concept

“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 occurs, with minimal
detrimental impact on the natural
environment”.

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,

a part of their strategy to promote products by
employing environmental claims either about
their attributes or about the systems, policies
and processes of the firms that manufacture or
sell them.

Clearly green marketing is part and parcel
of overall corporate strategy; along with
manipulating the traditional marketing mix
(product, price, promotion and place), it
require an understanding of public policy
process. SO we can say green marketing covers
a broad range of activities.

changes to the production process,

packaging changes, as well as modifying
advertising. Other similar terms used are

Environmental Marketing and Ecological

Marketing.

Firms use green marketing in an
attempt to address cost or profit related
issues. In implementing green marketing,
consumers, corporate and the government
play a very important role. But there are
few constraints in implementing it like
lack of consumer awareness, financial
constraints, limited scientific knowledge,
lack of stringent rules and competitive
pressures. Green marketing involves
developing and promoting products and

Page | 100

Research Guru: Online Journal of Multidisciplinary Subjects (Peer Reviewed)



Research Guru: Volume-13, Issue-4, March-2020 (ISSN:2349-266X)

Services that satisfy your customer wants

and needs for quality, performance,

affordable pricing and convenience

without having a detrimental impact on the

environment.
3. Four P’s of Green Marketing

3.1. Product

A firm needs to develop environmentally
safe products to have more impact on
consumers than competitors. For this, it needs
to identify customers environmental needs and
develop products to address these needs.

3.2. Price

Usually environmental benefit is an added
bonus but will often be the deciding factor
between products of equal value and quality.
Most customers will only be prepared to pay a
premium if there is a perception of additional
product value.

3.3. Place

Green products, in most cases, positioned
broadly in the market place but very few
customers will go out of their way to buy
green products merely for the sake of it. For
this, In-store promotions and visually
appealing displays or using recycled materials
to emphasize the environmental and other
benefits.

3.4. Promotion

Promotion includes paid advertising,
public relations, sales promotions, direct
marketing and on-site promotions. Green
marketers will be able to reinforce
environmental credibility by using sustainable
marketing and communications tools and
practices.
4. Why Firms Go Green?

Firms may choose to green their
systems, policies and products due to
economic and noneconomic pressures
from their consumers, business partners,
regulators, citizen groups and other

stakeholders(non market
environment).Some other reasons may
include:

4.1. Some scholar claim that Green
policies/products are  profitable:
Green policies can reduce costs;
green firms can shape future

4.2

4.3.

4.4,

regulations and reap first mover
advantage.

Now a day’s firms are becoming
more concerned about their social
responsibilities (S.R). They have
taken S.R as a good strategic move to
build up an image in the heart of
consumers. Even the socially
responsible firms are getting leverage,
whenever they intend to enter into
foreign countries. There are example
of firms like ITC, HLL (Surf excel)
who are heavily promoting them as
an environmentally concerned firms,
where as there is example of firms
who are working in this direction in a
silence manner like Coca-Cola, who
have invested crores of money in
various recycling activities, as well as
having modified their packaging to
minimize its environmental impact.
While being concerned about the
environment coke has not use their
concern as a marketing tool. Another
big organization who is also working
in this field without claiming any
credit is Walt Disney World (WDW).
So we can see that firms in this
situation have taken two perspectives:

e They are using green
marketing as marketing
tool.

e They are working in this
field without promoting
the fact.

Change in customers attitude:

With increasing concern about
environment, consumers  attitude
towards firms having green policies
or green products are becoming
motivating factor.

Governmental pressure:

In all most all civilized
countries Govt. has the law to protect
the consumers and the environment
from the harmful goods or by
products and ensure through law that
all types of consumers have the
ability to evaluate the environmental
composition  of goods.  Gowt.
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established several regulations to
control the hazardous waste produced
by firms and many by-products of
production are controlled through the
issuing of various environmental
licenses, thus shaping the behaviour
of organization towards more socially
responsible one.

Competitive pressure:

Competition is the integral
part of business; and you cannot over
look any competitive action taken by
your competitor. So to be in the
market you have to have a vigil over
your competitors move for marketing
its products. Some firms have taken
green-marketing as a strategy to build
up its image rather than inculcate it as
a part of the policy and work silence.
In some instances this competitive
pressure has caused an entire industry
to modify and thus reduce its
detrimental environmental behaviour.
Cost or profit issue:

Firms may also use green
marketing in an attempt to address
cost or profit related issues.
Disposing of environmentally
harmful by products, such as
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 re-examine their
production processes. In these cases
they often develop more effective
production processes that not only
reduce waste, but reduce the need for
some raw 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
materials, where one firm’s waste
becomes another firm’s input of

production. One Australian example
of this is a firm who produces acidic
waste water as a by-product of
production and sells it to a firm
involved in  neutralizing  base
materials.

5. Challenges of Green Marketing

5.1. 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 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 labelling and licensing.
5.2. 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 need 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.
5.3. 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.
5.4. Avoiding Green Myopia
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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.

Golden Rules of Green Marketing

6.1.

6.2.

6.3.

6.4.

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.).

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 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.
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

Reassure the Buyer: Consumers
must be made to believe that the
product performs the job it’s
supposed to do-they won’t forego

6.5.

6.6.

6.7.

product quality in the name of the
environment.

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.

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

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.

7. Present Trends in Green Marketing in
India

7.1.

7.2.

Organizations are Perceive
Environmental marketing as an
Opportunity to achieve its objectives.
Firms have realized that consumers
prefer products that do not harm the
natural environment as also the
human health. Firms marketing such
green products are preferred over the
others not doing so and thus develop
a competitive advantage,
simultaneously meeting their business
objectives.

Organizations believe they have a
moral obligation to be more socially
responsible. This is in keeping with
the philosophy of CSR which has
been successfully adopted by many
business houses to improve their
corporate image. Firms in this
situation can take two approaches:
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7.2.1.Use the fact that they are
environmentally responsible as a
marketing tool.

7.2.2.Become responsible  without
prompting this fact.
7.3. Governmental Bodies are forcing
Firms to Become More Responsible.
In most cases the government forces
the firm to adopt policy which
protects the interests of the
consumers. It does so in following
ways:
7.3.1.Reduce production of harmful
goods or by —products

7.3.2.Modify consumer and industry’s
use and /or consumption of
harmful goods; or Ensure that all
types of consumers have the
ability to  evaluate  the
environmental composition of
goods.
7.4. Competitors’ Environmental
Activities Pressure Firms to change
their ~ Environmental =~ Marketing
Activities. In order to get even with
competitors  claim  to  being
environmentally ~ friendly,  firms
change over to green marketing.
Result is green marketing percolates
entire industry.
7.5. Cost Factors Associated With Waste
Disposal or Reductions in Material
Usage Forces Firms to Modify their
Behaviour.  With  cost  cutting
becoming part of the strategy of the
firms it adopts green marketing in
relation to these activities. It may
pursue these as follows:
7.5.1.A Firm develops a technology
for reducing waste and sells it to
other firms.

7.5.2.A waste recycling or removal
industry develops.

8. The Future of Green Marketing

There are many lessons to be learned to be
learned to avoid green marketing myopia,
the short version of all this is that effective
green marketing requires applying good
marketing principles to make green

products desirable for consumers. The
guestion that remains, however, is, what is
green marketing’s future? Business
scholars have viewed it as a “fringe” topic,
given that environmentalism’s acceptance
of limits and conservation does not mesh
well with marketing’s traditional axioms
of “give customer what they want” and
“sell as much as you can”. Evidence
indicates that successful green products
have avoided green marketing myopia by
Following three important principles:

8.1. Consumer Value Positioning
8.1.1.Design environmental products
to perform as well as (or better
than) alternatives.
8.1.2.Promote and  deliver the
consumer desired value of
environmental  products and
target relevant consumer market
segments.
8.1.3.Broaden mainstream appeal by
bundling consumer desired value
into environmental products.
8.2. Calibration of Consumer
Knowledge
8.2.1.Educate consumers with
marketing messages that connect
environmental attributes with
desired consumer value.
8.2.2.Frame environmental product
attributes as “solutions” for
consumer needs.
8.2.3.Create engaging and educational
internet sites about
environmental products desired
consumer value.
8.3. Credibility of Product Claim
8.3.1.Employ environmental product
and consumer benefit claims that
are specific and meaningful.
8.3.2.Procure product endorsements or
eco-certifications from
trustworthy third parties and
educate consumers about the
meaning behind those
endorsements and eco-
certifications.
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8.3.3.Encourage consumer evangelism
via consumers social and internet
communication network with
compelling, interesting and
entertaining information about
environmental products.

9. CONCLUSION ::

Now this is the right time to select
“Green Marketing” globally. It will come
with drastic change in the world of
business if all nations will make strict
roles because green marketing is essential
to save world from pollution. From the
business point of view because 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 vigour, as
it has an environmental and social
dimension to it. 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.
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