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ABSTRACT 

In the terms of green marketing we says that with the help of clean environment we save our 

society and country. In the current scenario modern society of our country become more aware 

about polluted environment but in the recycling of waste paper, metal and plastics we are not 

taken our responsibility we dependent our government. Marketers also have the responsibility to 

make the consumers understand the need for benefit of green product as compared to non-green 

ones. In the green marketing consumer also become awareness about the greener environment. 

The major role of industries to give the more important to developing the theme of green. 
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INTRODUCTION 

Green marketing definitions can be a little confusing, since green marketing can refer to anything 

from greening product development to the actual advertising campaign itself. Going by 

alternative names such as sustainable marketing, environmental marketing, green advertising, 

eco marketing, organic marketing, all of which point to similar concepts though perhaps in a 

more specific fashion, green marketing is essentially a way to brand your marketing message in 

order to capture more of the market by appealing to people’s desire to choose products and 

services that are better for the environment.  

 

There are many environmental issues impacted by the production of goods and rendering of 

services, and therefore there are also many ways a company can market their eco-friendly 

offerings. Green marketing can appeal to a wide variety of these issues: an item can save water, 

reduce greenhouse gas emissions, cut toxic pollution, clean indoor air, and/or be easily 

recyclable. When put side by side with the competition, the more environmental marketing 

claims your product or service can make, the more likely it is the consumer will select it, 

provided the price point isn’t too much higher than the alternative. 

 

WHAT IS GREEN MARKETING 

Unfortunately, a 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, Ozone Friendly, and Environmentally 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 much broader concept, one that can be applied to 

consumer goods, industrial goods and even services. For example, around the world there are 

resorts that are beginning to promote themselves as "ecotourist" facilities, i.e., facilities that 

"specialize" in experiencing nature or operating in a fashion that minimizes their environmental 

impact [May 1991, Ingram and Durst 1989, Troumbis 1991]. 

 

Thus green marketing incorporates a broad range of activities, including product modification, 

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

defining green marketing is not a simple task. Indeed the terminology used in this area has 
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varied, it includes: Green Marketing, Environmental Marketing and Ecological Marketing. While 

green marketing came into prominence in the late 1980s and early 1990s, it was first discussed 

much earlier. The American Marketing Association (AMA) held the first workshop on 

"Ecological Marketing" in 1975. The proceedings of this workshop resulted in one of the first 

books on green marketing entitled "Ecological Marketing" [Henion and Kinnear 1976a]. Since 

that time a number of other books on the topic have been published [Charter 1992, Coddington 

1993, Ottman 1993]. 

 

The AMA workshop attempted to bring together academics, practitioners, and public policy 

makers to examine marketing's impact on the natural environment. At this workshop ecological 

marketing was defined as: 

 

"the study of the positive and negative aspects of marketing activities on pollution, energy 

depletion and nonenergy resource depletion." [Henion and Kinnear 1976b, 1] 

This early definition has three key components, 

 

1. It is a subset of the overall marketing activity; 

2. It examines both the positive and negative activities; and 

3. A narrow range of environmental issues are examined. 

 

While this definition is a useful starting point, to be comprehensive green marketing needs to be 

more broadly defined. Before providing an alternative definition it should be noted that no one 

definition or terminology has been universally accepted. This lack of consistency is a large part 

of the problem, for how can an issue be evaluated if all researchers have a different perception of 

what they are researching. The following definition is much broader than those of other 

researchers and it encompasses all major components of other definitions. My definition is: 

"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." [Polonsky 

1994b, 2] 
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This definition incorporates much of the traditional components of the marketing definition that 

is "All activities designed to generate and facilitate any exchanges intended to satisfy human 

needs or wants" [Stanton and Futrell 1987]. Therefore it ensures that the interests of the 

organization and all its consumers are protected, as voluntary exchange will not take place unless 

both the buyer and seller mutually benefit. The above definition also includes the protection of 

the natural environment, by attempting to minimize the detrimental impact this exchange has on 

the environment. This second point is important, for human consumption by its very nature is 

destructive to the natural environment. (To be accurate products making green claims should 

state they are "less environmentally harmful" rather than "Environmentally Friendly.") Thus 

green marketing should look at minimizing environmental harm, not necessarily eliminating it. 

 

IMPORTANCE OF GREEN MARKETING 

According to scientists, the world is moving towards an environmental turmoil. The only way to 

save our planet is to go green on a full swing as quickly as possible. For this cause, economists 

have also been doing their parts. Green marketing is a relatively new phenomenon which has 

arisen as a result of increasing awareness that economic policies have a lot to do with our 

ecology. In other words, green marketing, which is also termed as environmental or sustainable 

marketing, is the effort made by any business organization, large or small to design and promote 

products that are eco-friendly. 

 

The main idea behind green marketing has been re-marketing of products that are already 

manufactured, which adhere to certain environmental guidelines. There has been a huge hue and 

cry from various environmental organizations about the damage caused to the planet by large 

scale production industries, and the inappropriate disposal methods they use. Having looked into 

these accusations, the government has imposed different agreements and guidelines on 

production units. Some business organizations have used it to their advantage, by openly 

campaigning for the cause, hence gaining the support of customers. However, some critics claim 

that this is just an advertising stunt to promote business, and that no real steps have been taken 

towards the cause. 
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A green consumer is one who is aware of the background of the products he consumes, which he 

chooses upon careful investigation of their broad effects on the environment. This spirit is 

essential in customers, so that they do not blindly fall for a company’s advertisements, which 

will hinder the progress of the green movement. Hence it is only with the right attitude from both 

the consumers and the marketers, that “going green” can be achieved in the true sense. And when 

that happens, we can finally feel safe, and at home. 

 

OPPORTUNITIES 

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

concerned and aware about the natural environment. In a 1992 study of 16 countries, more than 

50% of consumers in each country, other than Singapore, indicated they were concerned about 

the environment [Ottman 1993]. A 1994 study in Australia found that 84.6% of the sample 

believed all individuals had a responsibility to care for the environment. A further 80% of this 

sample indicated that they had modified their behavior, including their purchasing behavior, due 

to environmental reasons [EPA-NSW 1994]. As demands change, many firms see these changes 

as an opportunity to be exploited. 

 

Given these figures, it can be assumed that firms marketing goods with environmental 

characteristics will have 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. 

 

 McDonald's replaced its clam shell packaging with waxed paper because of increased 

consumer concern relating to polystyrene production and Ozone depletion [Gifford 1991, 

Hume 1991]. 

 Tuna manufacturers modified their fishing techniques because of the increased concern 

over driftnet fishing, and the resulting death of dolphins [Advertising Age 1991]. 

 Xerox introduced a "high quality" recycled photocopier paper in an attempt to satisfy the 

demands of firms for less environmentally harmful products. 

 This is not to imply that all firms who have undertaken environmental marketing 

activities actually improve their behavior. In some cases firms have misled consumers in 
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an attempt to gain market share. In other cases firms have jumped on the green 

bandwagon without considering the accuracy of their behavior, their claims, or the 

effectiveness of their products. This lack of consideration of the true "greenness" of 

activities may result in firms making false or misleading green marketing claims. 

 

SOCIAL RESPONSIBILITY 

A demand for sustainability and social responsibility in business Business leaders agree that 

managing in times of turbulence and accelerating change challenges their traditional views of 

competitiveness and success factors needed for survival and profitability. Today’s managers 

must deal with globalisation of markets, increasing intensity of competition, rapid technological 

changes, a shift from an industrial economy to a knowledge, human capital and information 

based economy, demographic changes, environmental challenges, changing value systems and 

consumer preferences. The changes in society are forcing companies to consider the views of 

various interest groups in decision making. 

 

Company responsibilities are often divided into economic, social, and environmental categories 

similar to the categories proposed in the popular concept of sustainable development (Peattie, 

1995). However, there is no single, commonly accepted definition of corporate social 

responsibility (CSR). It generally refers to business decision making linked to ethical values, 

compliance with legal requirements, and respect for people, communities and the environment. 

The World Business Council for Sustainable Development (WBCSD) defense CSR as ªthe 

commitment of business to contribute to sustainable economic development, working with 

employees, their families, the local community and society at large to improve quality of lifeº 

(WBCSD, 2000). CSR means going beyond the legal, technical, and economic requirements of 

the company (Carrol, 1999). Palazzi and Starcher (2000) say that in Western Europe, Japan, and 

North America, an increasing number of companies are ending that it makes good business sense 

to fully integrate the interests and needs of customers, employees, suppliers, communities, and 

our planet (environment) ± as well as those of shareholders ± into corporate strategies.They 

argue that over the long term, this approach can generate more growthandprofits. There can be 

no social responsibility without profit. 
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PRESENT TRENDS IN GREEN MARKETING IN INDIA 

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: 

 Use the fact that they are environmentally responsible as a marketing tool. 

It does so in following ways: 

 

• Reduce production of harmful goods or by products 

• 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. 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. 

Cost Factors Associated With Waste Disposal or Reductions in Material Usage Forces Firms to 

Modify their Behavior. 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: 

• A Firm develops a technology for reducing waste and sells it to other firms. 

 

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, 

1. Reduce production of harmful goods or by-products Modify consumer and industry's use 

and/or consumption of harmful goods 
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2. 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. 

 

SOCIAL RESPONSIBILITY 

 Many firms are beginning torealize that they are members of the wider communityand therefore 

must behave in an environmentallyresponsible fashion. This translates into firms that believe 

they must achieve environmental objectives aswell as profit related objectives. This results 

inenvironmental issues being integrated into the firm'scorporate culture. There are examples of 

firms adopting both strategies. 

 

An example of a firm that does not promote itsenvironmental initiative is Coca-Cola. They 

haveinvested large sums of money in various recyclingactivities, as well as having modified their 

packaging tominimize its environmental impact. While beingconcerned about the environment, 

Coke has not used thisconcern as a marketing tool. Thus many consumers maynot realize that 

Coke is a very environmentallycommitted organization. Another firm who is veryenvironmentally 

responsible but does not promote thisfact, at least outside the organization, is Walt DisneyWorld 

(WDW). WDW has an extensive wastemanagement program and infrastructure in place, 

yetthese facilities are not highlighted in their general tourist promotional activities. 

 

SOME PROBLEMS WITH GOING GREEN 

No matter why a firm uses green marketing there are a number of potential problems that they 

must overcome. One of the main problems is that firms using green marketing must ensure that 

their activities are not misleading to consumers or industry, and do not breach any of the 

regulations or laws dealing with environmental marketing. For example marketers in the US 

must ensure their green marketing claims can meet the following set of criteria, in order to 

comply with the FTC's guidelines. Green marketing claims must; 

 

 Clearly state environmental benefits; 

 Explain environmental characteristics; 

 Explain how benefits are achieved; 
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 Ensure comparative differences are justified; 

 Ensure negative factors are taken into consideration; and 

 Only use meaningful terms and pictures. 

 

Another problem firm’s face is that those who modify their products due to increased consumer 

concern must contend with the fact that consumers' perceptions are sometimes not correct. Take 

for example the McDonald's case where it has replaced its clam shells with plastic coated paper. 

There is ongoing scientific debate which is more environmentally friendly. Some scientific 

evidence suggests that when taking a cradle-to-grave approach, polystyrene is less 

environmentally harmful. If this is the case McDonald's bowed to consumer pressure, yet has 

chosen the more environmentally harmful option. 

 

When firms attempt to become socially responsible, they may face the risk that the 

environmentally responsible action of today will be found to be harmful in the future. Take for 

example the aerosol industry which has switched from CFCs (chlorofluorocarbons) to HFCs 

(hydro fluorocarbons) only to be told HFCs are also a greenhouse gas. Some firms now use 

DME (dimethyl ether) as an aerosol propellant, which may also harm the ozone layer [Debets 

1989]. Given the limited scientific knowledge at any point in time, it may be impossible for a 

firm to be certain they have made the correct environmental decision. This may explain why 

some firms, like Coca-Cola and Walt Disney World, are becoming socially responsible without 

publicizing the point. They may be protecting themselves from potential future negative 

backlash, if it is determined they made the wrong decision in the past. 

 

While governmental regulation is designed to give consumers the opportunity to make better 

decisions or to motivate them to be more environmentally responsible, there is difficulty in 

establishing policies that will address all environmental issues. For example, guidelines 

developed to control environmental marketing address only a very narrow set of issues, i.e., the 

truthfulness of environmental marketing claims [Schlossberg 1993]. If governments want to 

modify consumer behavior they need to establish a different set of regulations. Thus 

governmental attempts to protect the environment may result in a proliferation of regulations and 

guidelines, with no one central controlling body. 
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Reacting to competitive pressures can cause all "followers" to make the same mistake as the 

"leader." A costly example of this was the Mobil Corporation who followed the competition and 

introduced "biodegradable" plastic garbage bags. While technically these bags were 

biodegradable, the conditions under which they were disposed did not allow biodegradation to 

occur. Mobil was sued by several US states for using misleading advertising claims [Lawrence 

1991]. Thus blindly following the competition can have costly ramifications. 

 

The push to reduce costs or increase profits may not force firms to address the important issue of 

environmental degradation. End-of-pipe solutions may not actually reduce the waste but rather 

shift it around. While this may be beneficial, it does not necessarily address the larger 

environmental problem, though it may minimize its short term affects. Ultimately most waste 

produced will enter the waste stream, therefore to be environmentally responsible organizations 

should attempt to minimize their waste, rather than find "appropriate" uses for it. 

 

CONCLUSION 

Now this is the right time to select “Green Marketing”globally. It will come with drastic change in the 

world ofbusiness if all nations will make strict roles because greenmarketing is essential to 

save world from pollution. From the business point of view because a clever marketer is 

one whonot only convinces the consumer, but also involves theconsumer in marketing his 

product. Green marketing shouldnot be considered as just one more approach to marketing, 

buthas to be pursued with much greater vigor, as it has anenvironmental and social dimension to 

it. With the threat of global warming looming large, it is extremely important thatgreen 

marketing becomes the norm rather than an exceptionor just a fad. Recycling of paper, metals, 

plastics, etc., in a safeand environmentally harmless manner should become muchmore 

systematized and universal. It has to become the generalnorm to use energy-efficient lamps 

and other electrical goods.Marketers also have the responsibility to make the 

consumersunderstand the need for and benefits of green products ascompared to non-green ones. 

In green marketing, consumersare willing to pay more to maintain a cleaner and 

greener environment. Finally, consumers, industrial buyers andsuppliers need to 

pressurize effects on minimize the negativeeffects on the environment-friendly. Green 

marketingassumes even more importance and relevance in developingcountries like India. 
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