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INTRODUCTION  

It is really scary to read these pieces of information as reported in the Times recently: "Air 

pollution damage to people, crops and wildlife in the US totals tens of billions of dollars each 

year". "More than 12 other studies in the US, Brazil Europe , Mexico , South Korea and Taiwan 

have established links between air pollutants and low birth weight premature birth still birth and 

infant death". As resources are limited and human wants are unlimited, it is important for the 

marketers to utilize the resources efficiently without waste as well as to achieve the organization's 

objective. So green marketing is inevitable. There is growing interest among the consumers all 

over the world regarding protection of environment. 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.  

 

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. 

Various studies by environmentalists indicate that people are concerned about the environment 

and are changing their behavior pattern so as to be less hostile towards it. Now we see that most 

of the consumers, both individual and industrial, are becoming more concerned about 

environment-friendly products. Most of them feel that environment-friendly products are safe to 

use. As a result, green marketing has emerged, which aims at marketing sustainable and socially-

responsible products and services. Now is the era of recyclable, non-toxic and environment-

friendly goods. This has become the new mantra for marketers to satisfy the needs of consumers 

and earn better profits.Green marketing is the process of developing products and services and 

promoting them to satisfy the customers who prefer products of good quality, performance and 

convenience at affordable cost, which at the same time do not have a detrimental impact on the 

environment. It includes a broad range of activities like product modification, changing the 

production process, modified advertising, change in packaging, etc., aimed at reducing the 

detrimental impact of products and their consumption and disposal on the environment. 

Companies all over the world are striving to reduce the impact of products and services on the 

climate and other environmental parameters. Marketers are taking the cue and are going green. 

 Green marketing is a vital constituent of the holistic marketing concept. It is particularly 

applicable to businesses that are directly dependent on the physical environment; for example, 

industries like fishing, processed foods, tourism and adventure sports. Changes in the physical 

environment may pose a threat to such industries. Many global players in diverse businesses are 

now successfully implementing green marketing practices. 
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Green Marketing and Sustainable Development 

According to the World Commission on Environmental Development (1978), Sustainable 

Development is “meeting the needs of the present without compromising the ability of the future 

generations to meet their own needs”. The common theme throughout this strategy of sustainable 

development, is the need to integrate economic and ecological considerations in decision making 

by making policies that conserve the quality of agricultural development and environmental 

protection. This is what the end product of green marketing is, environmental protection for the 

present and the future generation. The development of energy- efficient operations, better 

pollution controls, recyclable and biodegradable packaging, ecologically safe products are all part 

of green marketing which also leads to sustainable development. 

 

Customer Satisfaction and Green Marketing 

Customer satisfaction has been defined in two basic ways: as either an outcome or as a process. 

As an outcome, satisfying the end state resulting from the consumption experience. As a process, 

it is the perceptual evaluative and psychological process that contributes to satisfaction. The 

definition is varied with regards to their level of simplicity which includes; 

• Product satisfaction 

• Satisfaction with the purchase decision experience. 

• Satisfaction with the performance attribute 

• Satisfaction with the store or institution 

• Satisfaction with pre-purchase experience. 

 

GREEN MARKETING IN INDIAN CONTEXT 

TATA GROUP OF COMPANIES: 

1. Tata motors ltd. is setting up an eco-friendly showroom using natural material for its 

flooring and energy efficient lights. The taj chain, is in the process of creating eco-rooms 

which have energy efficient mini bars, organic bed linen and napkins made up of 

recycled papers. The rooms will have CFLs or Leds. Launched a low cost water purifier 

made up of natural ingredients. Developing indica EV, an electric car that would run on 

polymer lithium ion batteries. 

2. Recently launched Samsung solar mobile guru. 

3. Battery operated L.G TV. 

4. Introduction of C.N.G in Delhi 

5. Badarpur Thermal Power station of NTPC in Delhi is devising ways to utilize coal-ash 

thathas been a major source of air and water pollution. 

6. Barauni refinery of IOC is taken steps for restricting air and water pollutant 

 

GLOBAL SCENARIO: 

 Philips Light's "Marathon" 

Philips Lighting's first shot at marketing a standalone compact fluorescent light (CFL) bulb was 

Earth Light, at $15 each versus 75 cents for incandescent bulbs. The product had difficulty 
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climbing out of its deep green niche. The company re-launched the product as "Marathon, 

“underscoring its new "super long life" positioning and promise of saving $26 in energy costs over 

its five-year lifetime. Finally, with the U.S. EPA's Energy Star label to add credibility as well as 

new sensitivity to rising utility costs and electricity shortages, sales climbed 12 percent in an 

otherwise flat market. 

Car sharing services 

 Car-sharing services address the longer-term solutions to consumer needs for better fuel savings 

and fewer traffic tie-ups and parking nightmares, to complement the environmental benefit 

of more open space and reduction of greenhouse gases. They may be thought of as a "time-sharing 

“system for cars. Consumers who drive less than 7,500 miles a year and do not need a car for work 

can save thousands of dollars annually by joining one of the many services springing up, including 

Zip Car (East Coast), I-GO Car (Chicago), Flex Car (Washington State), and Hour Car (Twin 

Cities). 

Electronics sector 

The consumer electronics sector provides room for using green marketing to attract new 

customers. One example of this is HPs promise to cut its global energy use 20 percent by theyear 

2010. To accomplish this reduction below 2005 levels, The Hewlett-Packard Company announced 

plans to deliver energy-efficient products and services and institute energy-efficient operating 

practices in its facilities worldwide. 

 

MARKETING MIX OF GREEN MARKETING 

 When companies come up with new innovations like eco friendly products, they can access new 

markets, enhance their market shares, and increase profits. Just as we have 4Ps product prices, 

place and promotion in marketing, we have 4ps in green marketing too, but they are a bit different. 

They are buttressed by three additional Ps, namely people, planet and profits. 

A. PRODUCT: 

The products have to be developed depending on the needs of the customers who prefer 

environment friendly products. Products can be made from recycled materials or from used goods. 

Efficient products not only save water, energy and money, but also reduce harmful effects on the 

environment. Green chemistry forms the growing focus of product development. The marketer's 

role in product management includes providing product designers with market-driven trends and 

customer requests for green product attributes such as energy saving, organic, green chemicals, 

local sourcing, etc., For example, Nike is the first among the shoe companies to market itself as 

green. It is marketing its Air Jordan shoes as environment-friendly, as it has significantly reduced 

the usage of harmful glue adhesives. It has designed this variety of shoes to emphasize that it has 

reduced wastage and used environment-friendly materials. 

B. PRICE 

Green pricing takes into consideration the people, planet and profit in a way that takes care of the 

health of employees and communities and ensures efficient productivity. Value can be added to it 

by changing its appearance, functionality and through customization, etc. Wal Mart unveiled its 

first recyclable cloth shopping bag. IKEA started charging consumers when they opted for plastic 

bags and encouraged people to shop using its "Big Blue Bag". 
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C. PLACE 

Green place is about managing logistics to cut down on transportation emissions, thereby in effect 

aiming at reducing the carbon footprint. For example, instead of marketing an imported mango 

juice in India it can be licensed for local production. This avoids shipping of the product from far 

away, thus reducing shipping cost and more importantly, the consequent carbon emission by the 

ships and other modes of transport. 

D. PROMOTION 

Green promotion involves configuring the tools of promotion, such as advertising, marketing 

materials, signage, white papers, web sites, videos and presentations by keeping people, planet 

and profits in mind. British petroleum (BP) displays gas station which its sunflower motif and 

boasts of putting money into solar power. Indian Tobacco Company has introduced 

environmental-friendly papers and boards, which are free of elemental chlorine. Toyota is trying 

to push gas/electric hybrid technology into much of its product line. It is also making the single 

largest R&D investment in the every-elusive hydrogen car and promoting itself as the first eco-

friendly car company. International business machines Corporation (IBM) has revealed a portfolio 

of green retail store technologies and services to help retailers improve energy efficiency in their 

IT operations. The center piece of this portfolio is the IBM SurePOS 700, a point-of-sale system 

that, according to IBM, reduces power consumption by 36% or more. We even see the names of 

retail outlets like "Reliance Fresh", Fresh@Namdhari Fresh and Desi, which while selling fresh 

vegetables and fruits, transmit an innate communication of green marketing. 

 

Green marketer can attract customers on the basis of performance, money savings, health and 

convenience, or just plain environmental friendliness, so as to target a wide range of green 

consumers. 

 

 Consumer awareness can be created by spreading the message among consumers about the 

benefits of environmental-friendly products. Positing of profiles related to green marketing on 

social networks creates awareness within and across online peer groups. Marketing can also 

directly target the consumers through advertisements for product such as energy saving compact 

fluorescent lamps, the battery –powered Reva car, etc. 

 

WHY IS GREEN MARKETING CHOSEN BY MOST MARKETERS? 

Most of the companies are venturing into green marketing because of the following reasons: 

a. Opportunity 

In India, around 25% of the consumers prefer environmental-friendly products, and around 28% 

may be considered healthy conscious. Therefore, green marketers have diverse and fairly sizeable 

segments to cater to. The Surf Excel detergent which saves water (advertised with the message—

"do bucket paani roz bachana") and the energy-saving LG consumers durables are examples of 

green marketing. We also have green buildings which are efficient in their use of energy, water 

and construction materials, and which reduce the impact on human health and the environment 

through better design, construction, operation, maintenance and waste disposal. In India, the green 

building movement, spearheaded by the Confederation of Indian industry (CII) - Godrej Green 
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business Center, has gained tremendous impetus over the last few years. From 20,000 sq ft in 

2003, India's green building footprint is now over 25 million sq ft. 

b. Social Responsibility 

Many companies have started realizing that they must behave in an environment-friendly fashion. 

They believe both in achieving environmental objectives as well as profit related objectives. The 

HSBC became the world's first bank to go carbon-neutral last year. Other examples include Coca-

Cola, which has invested in various recycling activities. Walt Disney World in Florida, US, has 

an extensive waste management program and infrastructure in place. 

c. Governmental Pressure 

Various regulations rare framed by the government to protect consumers and the society at large. 

The Indian government too has developed a framework of legislations to reduce the production of 

harmful goods and by products. These reduce the industry's production and consumers' 

consumption of harmful goods, including those detrimental to the environment; for example, the 

ban of plastic bags in Mumbai, prohibition of smoking in public areas, etc. 

d. Competitive Pressure 

Many companies take up green marketing to maintain their competitive edge. The green marketing 

initiatives by niche companies such as Body Shop and Green & Black have prompted many 

mainline competitors to follow suit. 

e. Cost Reduction 

Reduction of harmful waste may lead to substantial cost savings. Sometimes, many firms develop 

symbiotic relationship whereby the waste generated by one company is used by another as a cost-

effective raw material. For example, the fly ash generated by thermal power plants, which would 

otherwise contributed to a gigantic quantum of solid waste, is used to manufacture fly ash bricks 

for construction purposes. 

 

BENEFITS OF GREEN MARKETING 

Today's consumers are becoming more and more conscious about the environment and are also 

becoming socially responsible. Therefore, more companies are responsible to consumers' 

aspirations for environmentally less damaging or neutral products. Many companies want to have 

an early-mover advantage as they have to eventually move towards becoming green. Some of the 

advantages of green marketing are, 

* It ensures sustained long-term growth along with profitability. 

* It saves money in the long run, thought initially the cost is more. 

* It helps companies market their products and services keeping the environment aspects in mind. 

It helps in accessing the new markets and enjoying competitive advantage. 

* Most of the employees also feel proud and responsible to be working for an environmentally 

responsible company. 

 

PROBLEMS OF GREEN MARKETING 

Many organizations want to turn green, as an increasing number of consumers' ant to associate 

themselves with environmental-friendly products. Alongside, one also witnesses confusion among 

the consumers regarding the products. In particular, one often finds distrust regarding the 
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credibility of green products. Therefore, to ensure consumer confidence, marketers of green 

products need to be much more transparent, and refrain from breaching any law or standards 

relating to products or business practices. 

 

PATHS TO GREENNESS 

 Green marketing involves focusing on promoting the consumption of green products. Therefore, 

it becomes the responsibility of the companies to adopt creativity and insight, and be committed 

to the development of environment-friendly products. This will help the society in the long run. 

Companies which embark on green marketing should adopt the following principles in their path 

towards "greenness." 

* Adopt new technology/process or modify existing technology/process so as to reduce 

environmental impact. 

* Establish a management and control system that will lead to the adherence of stringent 

environmental safety norms.  

* Using more environment-friendly raw materials at the production stage itself. 

* Explore possibilities of recycling of the used products so that it can be used to offer similar or 

other benefits with less wastage.  

 

MARKETING STRATEGIES 

The marketing strategies for green marketing include: - 

* Marketing Audit (including internal and external situation analysis)  

* Develop a marketing plan outlining strategies with regard to 4 P's  

* Implement marketing strategies  

* Plan results evaluation  

 

CONCLUSION 

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

understand the implications of green marketing. If we think customers are not concerned about 

environmental issues or will not pay a premium for products that are more eco-responsible, think 

again. We must find an opportunity to enhance our product's performance and strengthen yur 

customer's loyalty and command a higher price. 

 

Green marketing is still in its infancy and a lot of research is to be done on green marketing to 

fully explore its potential.Think of a refrigerator for example. While we may have had to be 

convinced in the 1950s to buy a refrigerator, we would have wanted the great white box to look 

cool in the 1970s, but in today's uncertain world, we might ask ourselves about the impact of the 

chlorofluorocarbons (CFCs) that our refrigerator is emitting and demand a more environmentally 

friendly refrigerator. So, if today's successful marketing is about appealing to personal values and 

delivering consumer empowerment, then surely the time is right to inject sustainable development 

into the marketing mix to help address some of the gritty issues currently facing our planet.Green 

marketing methods produce highly effective results. They apply all of the steps you need to cut 
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costs, raise response rates and increase growth in the most important marketing metric we are all 

held accountable for—the bottom line. 
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