
Tianjin Daxue Xuebao (Ziran Kexue yu Gongcheng Jishu Ban)/  
Journal of Tianjin University Science and Technology 
ISSN (Online): 0493-2137 
E-Publication: Online Open Access  
Vol:55 Issue:05:2022 
DOI 10.17605/OSF.IO/FS8JW 
 

 

May 2022| 568  
 

GREEN MARKETING 

MADHESH CHITHBHAVAN V  

Research Scholar , Dept of Management Studies , Bharat Institute of Higher Education and Research, 

BIHER, Chennai 

Dr. RAMYA THIYAGARAJAN 

Associate Professor, Dept of Business Administration , Faculty of Arts and Science , Bharath Institute 

of Higher Education and Research -BIHER, Chennai 

ABSTRACT: 

Green Marketing is a phenomenon which has developed a significant importance in the modern age 
and is seen as an important strategy for sustainable development. Consumers are becoming 
increasingly more concerned about the environment and various issues related to it at global level. In 
this paper main emphasis is made on concept, need, importance and challenges of Green Marketing. 
Data has to be collected from multiple sources such as books, journals, websites and newspapers to 
understand the importance of the subject. This paper aims at finding out what actually Green Marketing 
is and how a business can be more competitive by using Green Marketing Campaign to gain a 
competitive edge over others. It explores the main reasons of Green Marketing. This paper describes 
the status of Green Marketing in India, the future of Green Marketing and concludes that Green 
Marketing is something that will continuously grow in both practice and demand.  
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OBJECTIVE : 

• Explain the Concept of Green Marketing.  
• Know about the Evolution of Green Marketing  
• Get knowledge about the status of Green Marketing in India.  
• Understanding Green Marketing Mix.  
• Examine the challenges faced by Green Marketing 

DEFINITION -GREEN MARKETING: 

Green Marketing incorporates a broad range of activities including Product 
Modification, changes to 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 varied it includes: Green Marketing, Environmental Marketing 
and Ecological Marketing. According to American Marketing Association (AMA), 
“Green Marketing is the Marketing of products that are presumed to be 
environmentally safe.” Some other aspects of Green Marketing are: Pride & Ferrel 
(1993):“Green Marketing also known as environmental Marketing & Sustainable 
Marketing refers to an organizations effort of designing, promoting, pricing and 
distributing products that will not harm the environment”.  
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Polonsky (1994): Defines green Marketing as “All activities designed to generate and 
facilitate any in exchanges intended to satisfy human needs or wants, such that 
satisfaction of these needs and wants occurs with minimal detrimental effect on the 
natural environment”.  

Peattie (1995): Defined green Marketing as “The holistic management process 
responsible for identifying, anticipating and satisfying the need of customers and 
society in a profitable & sustainable way”. 

EVOLUTION OF GREEN MARKETING: 

• Green Marketing has evolved through three phases as described by the  
• Peattie (2001). Initial phase – Ecological Green Marketing: During this period 

all marketing activities were concerned to help environmental problems  that 
have direct impact on ourenvironment. (For eg – Chemical Industries etc.). 

•  Second Phase- Environmental Green Marketing: During this phase, clean 
technology was used and innovative new products were made which take care 
of pollution and waste issues. Main focus was on productions which were 
generally used in homes. (For eg-cleaning goods, paper etc.)  

• Third Phase – Sustainable Green Marketing:- Came into existence in the late 
1990’s and early 2000’s. Main focus was not only on reducing environmental 
damage but also on sustainability.  

GREEN MARKETING IMPORTANCE: 

The question of why Green Marketing has increased its Importance is quite simple 
and relies on the basic definition of Economics. “Economics is the study of how 
people use their limited resources to try to satisfy unlimited wants.” (MC Taggart 
Findlay & Parkin,1992). Thus Mankind has limited resources on the earth, with which 
they must provide for the world’s unlimited wants. As the firms have limited natural 
resources, they must develop new / alternative ways of satisfying these unlimited 
wants. Ultimately Green Marketing looks at how marketing activities utilize these 
limited resources while satisfying consumers wants, as well as achieving firm’s 
objectivities. 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.  

Issues Conventional Marketing Green Marketing 

Consumers Consumer With Life Style Human Being With Life 

Products Cradle To Greave -One Size Fits 
All 

Cradle To Grave : Flexible 
Services 

Marketing &Communication Sealing Oriented And Benefits Education Values 

Corporate Reactive , Independent , 
Departmentalized , Short Term 
Oriented , Profit Minimizing 

Pro Active , Interdependent, 
Cooperative , Holistic, 
Longterm Oriented 
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KEY RULES OF SUCCESS: 

For Green marketing to be effective, a marketer should follow these rules. 

 • Know your customer:- The marketer must know that the consumer is aware about 
the issues that your product attempts to address. (For eg. Consumers would not pay 
premium prices for CFC free refrigerators until they did not know what CFC actually is 
and its impact on the environment. •  

Reassusre the customer:- Consumers must be made to believe that the product 
performs the job it is supposed to do. They won’t forego product quality in the name 
of the Environment 

Being Genuine and Transparent:- (a) You are actually doing what you claim to do in 
Green Market compaign. (b)Your business policies are consistent with whatever you 
are doing that’s environment friendly. Both these conditions have to be met for your 
business for a successful Green Marketing Compaign.  

• Educate your Customer:-It’s not just a matter of letting people know you are doing 
whatever you are doing to protect the environment, but also a matter of letting them 
know why it matters. Otherwise it’s a case of “So what” for a significant portion of your 
target market and your green market campaign nowhere.  

LIVE CASES DEMONSTRATING THE NEED: 

Some of the Interesting Cases:-  

1. Tata Motors Ltd. has developed their showroom by using green items and 
elements in it’s design. It shows e-friendly atmosphere that attracts people 
towards it.  

2. The Taj Chain is going to produce eco friendly atmosphere by using organic 
bed linen, energy efficient bars and napkins that are made of waste papers. 
They are also going to launch a low cost water purifier which is made of pure & 
natural ingredients. 

3. Xerox introduced a “high quality” recycled photocopier paper in an attempt to 
satisfy the demands of firms for less environmentally harmful products. 

4. Mcdonald’s replaced its clam shell packaging with waxed paper because of 
increased consumers concern relating to polystrene production and ozone 
depletion. (Gifford 1991, Hume 1991). 

5. Tuna manufacturers modified theirs fishing techniques because of the 
increased concern over the driftnet fishing, and the resulting death of dolphins. 
(Advertising Age 1991) 

 
ADOPTION OF GREEN MARKETING : 

There are basically 5 reasons for which the Marketer should go for Green Marketing. 

 1 Opportunities or competitive advantage over others. 
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 2 Corporate social Responsibility.  

 3 Government Pressure.  

 4 Competitive Pressure. 

 5 Cost or Profit Issues. 

 
CHALLENGES OF GREEN MAREKTING : 

No matter why a firm uses green Marketing there are a no. of potential problems that 
needs to be overcome during Green Marketing campaign are as follows:-  

1 New Concept:- Indian literates and urban consumers are getting more awareness 
about the merits of green products. But it is still a new concept for the masses. The 
consumers needs to be educated and made aware of the environmental threats, which 
will take a lot of time and efforts.  

2 Need for Standardization. ;- It is found that only 5% messages of “Green Marketing 
compaign” are entirely true and there is no Standardization to authenticate these 
claims. A standard quality control boards need be in place for such labeling and 
licensing. 

3 Patience and Preservence:- Since it is a new concept, it will require a lot of patience 
and no immediate results will be seen. The Marketers needs to look at the long term 
benefits from this New Green Movement.  
 
4 Cost Factor:- It involves green technology and green power energy. A lot of money 
has to be spent on research and development programs for this development, which 
ultimately leads to increased cost. In short  
firm using Green Marketing must ensure that their activities are not misleading to the 
consumers or industry and don’t breach any of the laws relating to environmental 
Marketing.  
 
CONCLUSION: 

In the Modern age of Globalization it has become a challenge to keep the customers 
as well as consumers in fold and even keep our environment safe that is the biggest 
need of time so it’s the right time to select Green Marketing. Green Marketing makes 
drastic change in business not only in India but also saves the world from pollution. 
Corporates should create the awareness among the consumers as to what are the 
benefits of Green as compared to Non Green ones. In Green Marketing, consumers 
are willing to pay more to maintain a greener environment. Consumers, industrial 
buyers and suppliers need to pressurize to minimize the negative effect .  

Future of Green Marketing :The concept of Green Marketing has been well adopted 
by the organizations across the world. The companies are investing thoughtfully in 
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research and development which can help the companies to become ecofriendly. 
Further the research needs to be done to know the benefits that the company may 
draw by “Green Marketing Compaign” in the coming years. Furthermore future 
research can be done to analyse the impact of Green Marketing Campaign on 
consumers.  
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