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Abstract
In the modern era of globalization, it has become a challenge to keep the customers
as well as consumers in fold and even keep our natural environment safe and that is the
biggest need of the time. Consumers are also aware of the environmental issues like; global
warming and the impact of environmental pollution. Green marketing is a phenomenon
which has developed particular important in the modern market and has emerged as an
important concept in India as in other parts of the developing and developed world, and is
seen as an important strategy of facilitating sustainable development. 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. Green
marketing offers business bottom line incentives and top line growth possibilities. While
modification of business or production processes may involve start-up costs, it will save
money in the long term. For example the cost of installing solar energy is an investment in
future energy cost savings. Companies that develop new and improved products and services
with environmental impacts in mind give themselves access to new markets, substantially
increase profits and enjoy competitive advantages over those marketing non-environmentally
responsible alternatives.
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INTRODUCTION
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, changes to the production process, packaging changes, as
well as modifying advertising. Yet defining green marketing is not a simple task where
several meanings intersect and contradict each other; an example of this will be the existence
of varying social, environmental and retail definitions attached to this term. Other similar
terms used are Environmental Marketing and Ecological Marketing. Thus "Green Marketing"
refers to holistic marketing concept wherein the production, marketing consumption an
disposal of products and services happen in a manner that is less detrimental to the
environment with growing awareness about the implications of global warming, nonbiodegradable solid waste, harmful impact of pollutants etc., both marketers and consumers
are becoming increasingly sensitive to the need for switch in to green products and services.
While the shift to "green" may appear to be expensive in the short term, it will definitely
prove to be indispensable and advantageous, cost-wise too, in the long run.
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 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.
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; 2) they can become responsible without
promoting this fact.
Conceptual Background
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
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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 cans an
issue is 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.
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.
There are examples of firms adopting both strategies. Organizations like the Body
Shop heavily promote the fact that they are environmentally responsible. While this behavior
is a competitive advantage, the firm was established specifically to offer consumers
environmentally responsible alternatives to conventional cosmetic products. This philosophy
is directly tied to the overall corporate culture, rather than simply being a competitive tool.
Objectives of the Research Study
The said research study is carried out with following objectives in view:1. To examine the reason that organizations are adopting a Green Marketing.
2. To study the Process of Green Marketing.
3. To study the Challenges and Opportunities for adopting Green Marketing.
Research Methodology
With the above objectives keep in mind the instructed Interview Method and Desk
Research Method was basically adopted. The Secondary Data is collected from various
reference books related to Green Marketing, Green Environment, Global Warming,
Commerce & Management and Marketing & Finance etc. For said research study secondary
data is also collected from the National and International Research Journals which are related
to Commerce, Management, Marketing and Green Marketing.
Green Marketing Process
Green marketing is the marketing of environmentally friendly products and services. It is
becoming more popular as more people become concerned with environmental issues and
decide that they want to spend their money in a way that is kinder to the planet.
Green marketing can involve a number of different things, such as creating an eco-friendly
product, using eco-friendly packaging, adopting sustainable business practices, or focusing
marketing efforts on messages that communicate a product’s green benefits.
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This type of marketing can be more expensive, but it can also be profitable due to the
increasing demand. For example, products made locally in North America tend to be more
expensive than those made overseas using cheap labor, but they have a much smaller carbon
footprint because they don’t have to fly across the globe to get here. For some consumers and
business owners, the environmental benefit outweighs the price difference.
“LOHAS describes an integrated, rapidly growing market for goods and services that
appeal to consumers whose sense of environmental and social responsibility influences
their purchase decisions.”
These consumers are active supporters of environmental health and are the heaviest
purchasers of green and socially responsible products. They also have the power to influence
other consumers.
Green marketing process comprises with external and internal Ps. After integrating
external and internal Ps, green success will automatically come through four Ss. Here
external 7 Ps consists of Paying customers, Providers, Politicians, Pressure groups, Problems,
Predictions and Partners; internal 7Ps consists of Products, Promotion, Price, Place,
Providing information, Processes and Policies. After integrating external and internal 7Ps, we
can find out the green successes through 4 Ss such as Satisfaction – of stakeholder needs,
Safety – of products and processes, Social acceptability –of the company and Sustainability –
of its 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.
Clearly state environmental benefits;
a. Explain environmental characteristics;
b. Explain how benefits are achieved;
c. Ensure comparative differences are justified;
d. Ensure negative factors are taken into consideration; and
e. Only use meaningful terms and pictures.
Challenges in Green Marketing
1. Need for Standardization: It is found that only 5% of the marketing messages from
campaigns are entirely true and there is a lack of standardization to authenticate these
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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
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 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.
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.
4. Avoiding Green Myopia : 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.
Opportunities
1. 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.
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2. Governmental Pressure: As with all marketing related activities, governments want
to "protect" consumers and society; this protection has significant green marketing
implications. Governmental regulations relating to environmental marketing are
designed to protect consumers in several ways, 1) reduce production of harmful goods
or byproducts; 2) modify consumer and industry's use and/or consumption of harmful
goods; or 3) ensure that all types of consumers have the ability to evaluate the
environmental composition of goods.
3. Competitive Pressure: Another major force in the environmental marketing area has
been firms' desire to maintain their competitive position. In many cases firms observe
competitors promoting their environmental behaviors and attempt to emulate this
behavior. In some instances this competitive pressure has caused an entire industry to
modify and thus reduce its detrimental environmental behavior.
4. Cost or Profit Issues: 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.
Conclusion
Green marketing covers more than a firm's marketing claims. While firms must bear
much of the responsibility for environmental degradation, ultimately it is consumers who
demand goods, and thus create environmental problems. Marketers also have the
responsibility to make the consumers understand the need for and benefits of green products
as compared to non-green ones. In green marketing, consumers are willing to pay more to
maintain a cleaner and greener environment. Finally, consumers, industrial buyers and
suppliers need to pressurize to minimize the negative effects on the environment-friendly.
Green marketing assumes even more importance and relevance in developing countries like
India.
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