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GREEN MARKETING: PATH TO SUSTAINABLE DEVELOPMENT 
 

VANDANA BALA 

RESEARCH SCHOLAR 

DEPARTMENT OF COMMERCE 

MAHARSHI DAYANAND UNIVERSITY 

ROHTAK 

 

ABSTRACT 
Generally, green marketing is a concept related with products that are presumed to be environmentally safe. Tough, it’s very tough to define green marketing, 

but through this paper it is tried to understand the concept of GREEN MARKETING. Green marketing incorporates abroad range of activities, including product 

modification, changes to the production process, packaging changes, as well as modifying advertising. Other similar terms used are Environmental Marketing 

and Ecological Marketing. Thus "Green Marketing" refers to holistic marketing concept wherein the production, marketing consumption, 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, non-biodegradable 

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. 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. Environmental pollution is a buzz word in today’s business environment. The Paper aims at finding out what actually 

Green Marketing is all about and how can a business firm be more competitive by using green marketing strategies to gain a competitive edge over others. 

 

KEYWORDS 
Environmental pollution, Green Marketing, Globalization, Global Warming, Sustainable Development. 

 

INTRODUCTION OF GREEN MARKETING 
ccording to the American Marketing Association, green marketing is the marketing of products that are presumed to be environmentally safe. The 

development and marketing of products designed to minimize negative effects on the physical environment or to improve its quality.  The effort by 

organization to produce, promote, package and reclaim products in a manner that is sensitive or responsive to ecological concerns. Green marketing 

emphasizes environmental stewardship. Alma T. Mintu and Hector R. Lozada define green marketing as "the application of marketing tools to facilitate 

exchanges that satisfy organizational and individual goals in such a way that the preservation, protection and conservation of the physical environment are 

upheld." The term Green Marketing came into prominence in the late 1980s and early 1990s. The American Marketing Association (AMA) held the first 

workshop on "Ecological Marketing" in1975. The proceedings of this workshop resulted in one of the first books on green marketing entitled "Ecological 

Marketing". The Corporate Social Responsibility (CSR) Reports started with the ice cream seller Ben & Jerrys where the financial report was supplemented by a 

greater view on the company’s environmental impact. In 1987 a document prepared by the World Commission on Environment and Development defined 

sustainable development as meeLng ―the needs of the present without compromising the ability of future generaLons to meet their own need, this became 

known as the Brundtland Report and was another step towards widespread thinking on sustainability in everyday activity. Two tangible milestones for wave of 

green marketing came in the form of published books, both of which were called Green Marketing. They were by Ken Peattie (1992) in the United Kingdom and 

by Jacquelyn Ottman (1993) in the United States of America. 

The evolution of green marketing can be described in three phases:-  

FIRST PHASE: Ecological green marketing: during this period all marketing activities were concerned to help environment problems and provide remedies for 

environmental problems. 

SECOND PHASE: Environmental & green marketing: the focus shifted on clean technology that involved designing of innovative new products, with taken care of 

pollution and waste issues. 

THIRD PHASE: Sustainable & green marketing. It came into prominence in the late 1990s and early 2000. Its concentrated on needs of the present without 

compromising the ability of future generations to meet their own needs. 

 

OBJECTIVES OF THE STUDY 
Basically the study of green marketing revolves around three key questions, the main objective of this is to find out answers of these questions:- 

1. What is Green Marketing? 

2. What is a green product? 

3. Why are firms going green? 

Hence, objectives of Green marketing revolve around the following studies:- 

• To understand the concept of Green marketing 

• To analysis present scenario and potential of Green marketing and Green products in India 

• To analysis opportunities and challenges faced by Green marketers 

• To find out plans and strategies for successful implementation of Green marketing in India 

• To discuss the need and importance of Green marketing from different prospective in India 

 

MEANING OF GREEN MARKETING 
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. 

Thus, the process of Green Marketing involves: -  

• Manufacturing and providing products to the consumers which are of good quality and at the same time not harmful to them even in long run.  

• Use the resources for development in such a manner which will enable the future generations to avail the resources to meet their needs leading to 

Sustainable Development. 

• Framing and implementing policies which will not have any detrimental effect on the environment i.e. at present as well in future.  

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, non-biodegradable solid waste, harmful 

impact of pollutants etc. 

 

 

 

A
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NEED OF GREEN MARKETING 
Need of Green marketing can be explained through the following points: 

1. Our resources are limited- our resources are limited due to scarcity is created and scarce resources are not reproduced easily. We have to retain and 

procure them very consciously so that our future generation can too enjoy their utilities. 

2. But Human wants are Unlimited- But human wants are unlimited i.e. these cannot be satisfied in every case. That’s why it becomes more necessary to 

utilize resources in best ways to satisfy their wants. 

3. Utilization of limited resources by firms in such a way that consumer satisfaction is achieved along with firm’s selling objectives- Scarce resources are 

having alternative uses. It’s a challenge for every firm to manage its business in such a way that consumer is satisfied and firm achieves its selling objectives 

that is maximization of profits. 

4. Increasing cut throat competition- In today’s era, it’s not easy to run business so efficiently as it has to face cut throat competition from others firms in the 

market. A firm has to be very conscious while fixing its prices, policies, products etc. 

5. Cost reduction by adopting environmental friendly techniques- to survive in market, it’s very vital for a firm to decrease its cost of production 

permanently to have an advantage edge over other firms in the market which can be achieved through green marketing. 

6. Social responsibility- Today many laws are created to aware peoples and businesses about their responsibility towards society. For social responsibility 

purposes, green marketing is best method to serve its objective. 

In the present scenario, challenge is to keep the customers as well as consumers in fold and even keep our natural environment safe – which is the biggest need 

of the time. Companies may lose many loyal and profitable customers and consumers due to absence of green management. In today‘s innovative business 

world of high technology due to growing community and consumer interests in green and socially responsible products, increased community pressure on 

companies to internalize externalities, such as health issues, neighborhood amenity, climate change; environmental and governmental legalizations and 

initiatives; innovative technologies and approaches of dealing with pollution, improved resource and energy efficiency, and to retain old (loyal and profitable) 

customers and consumers, it is very much urgent to implement green marketing. 

 

FUNDAMENTAL RULES OF GREEN MARKETING-KEY TO SUCCESS 
There are some basic fundamental rules of green marketing which leads the companies to success. Every company should follow these rules along with basic 

business strategies and policies to effectively emphasize the process of success by using green marketing. These rules will go a long way to shape the future 

successful picture of a business in coming years. By the way, the fundamental strategy is adoption of 4 Green P’s but the following points should also be 

remembered for smooth running of business:- 

1. Knowing the Customer: Means making sure that the consumer is aware of and concerned about the issues that your product attempts to address, without 

which success in green marketing will be difficult to achieve. 

2. Educating the customer: Means educating the people the reasons as to whatever you're doing is not only to protect the environment, but also matters of 

letting them know why it matters. Otherwise, for a significant portion of your target market, it's a case of "So what?", ―Does it maPer to me? And your 

green marketing campaign goes nowhere. 

3. Genuineness & Transparency to the customer: It shows that a) In reality you are actually practicing, what you claim to be doing in your green marketing 

campaign and b) your business policies are in lieu with whatever you are doing that's eco 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. 

4. Reassuring the Buyer: Means that the customers must be made to believe that the product being offered shall fulfill the objective or purpose for which it 

has been purchase i.e.-no compromise in product quality in the name of the environment. 

5. Pricing for the customer: Means making sure that consumers can afford the premium and feel it's worth it, which is being charged for your product, as 

many environmentally preferable products cost more due to economies of scale and use of higher-quality ingredients. 

6. Giving the 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, at same time keep in view the changed expectations of the customers.  

 

THE FOUR Ps OF GREEN MARKETING 
Just like Traditional marketing techniques, the main strategies of Green Marketing also revolves around the 4P’s of marketing:- 

Product 

• Product Design- product design is very important for development of business. It helps in identifying consumer’s environmental needs and develops 

products to address these needs; or develop environmentally responsible products to have less impact than competitors. 

o Identification of consumers’ environmental needs 

o Development of environment friendly products. 

• Product Line- product line is a group of closely related products which are able to satisfy a similar class of needs. The increasing wide varieties of products 

in product line should emphasize more on those products which will support sustainable development and are good for health also. 

• Product Qualities- product quality depends on design, material used, manufacturing process, workmanship process, packaging, etc. 

o Products should be made from recycled goods. 

o Products that can be recycled or reused. 

o Efficient products, which save water, energy or gasoline, save money and reduce Environmental impact.  

o Products with environmentally responsible packaging. 

o Products with green labels, as long as they offer substantiation.  

o Organic products —  many consumers are prepared to pay a premium for organic products, which offer promise of quality. 

o A service that rents or loans products – such as toy libraries.  

o Certified products, which meet or exceed environmentally responsible criteria. 

PRICE 

Price is value of a product expressed in terms of money. It is a matter of vital importance to the buyer and seller. It includes pricing policies, pricing objectives, 

price determination, terms of credit, discount policy, terms of payment etc. 

o Customers may be ready to pay premium price for green products it they feel that it will reward them positively. 

o Firm charges premium price because they provide improved performance, better designs, good taste, visual appeal etc. 

o We normally choose product on basis of value derived from it and quality of product. But due to green marketing, it adds environmental benefits as bonus 

to the products. 

o But, real fact is that when we consider product life circle cost of green products, they prove less expensive in comparison to other products. 

PLACE 

It better can be called distribution of goods and services. It is concerned with smooth flow of goods and services from producer the consumer by creating time, 

place and possession utility. 

o The choice of where and when to make a product available has a significant impact on the customers being attracted. Very few customers go out of their 

way to buy green products merely for the sake of it. 

o  Marketers looking to successfully introduce new green products should, in most cases, position them broadly in the market place so they are not just 

appealing to a small green niche market.  
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o The location must also be consistent with the image which a company wants to project.  

o The location must differentiate a company from its competitors. 

o This can be achieved by in-store promotions and visually appealing displays or using recycled materials to emphasize the environmental and other benefits. 

PROMOTION 

• Promotion leads to communication process includes promoting goods and services to target markets through advertising, public relations, sales 

promotions, direct marketing and on site promotions. 

• Businesses should use such tools and practices which will reinforce sustainable marketing and environmental credibility. Firms should develop themselves 

as smart green marketers like saving trees by using more electronic transactions e.g. e-mails. 

• Retailers are selling shopping bags in place of plastic bags as a commitment to green environment, under the banner of GO GREEN ENVIRONMENT FUND. 

• Marketing is converted into E-marketing through which printed material can be reproduced using recycled materials and efficient processes.  

• The key to successful green marketing is credibility. Never overstate environmental claims or establish unrealistic expectations, and communicate simply 

and through sources that people trust.  

• Promote your green credentials and achievements. Publicize stories of the company‘s and employees‘green initiatives.  

• Enter environmental awards programs to profile environmental credentials to customers and stakeholders. 

 

CHALLENGES IN GREEN MARKETING 
1. NEED FOR STANDARDIZATION 

It is found that only 5% of the markeLng messages from ―Green‖ campaigns are enLrely 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 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. 

FIGURE 1: THE GREEN MARKETING PROCESS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: (Peattie (1992), p. 104) 

External Green P’s 

• Paying customers 
• Providers 
• Politicians 
• Pressure groups 
• Problems 
• Predictions 
• Partners 

Internal Green P’s 

• Products 
• Promotion 
• Price 
• Place 
• Providing information 
• Processes 

• Policies 

Green Marketing 

The Ss of Green Success 

• Satisfaction – of stakeholder needs 
• Safety – of products and processes 
• Social acceptability – of the 

company 
• Sustainability – of its activities 
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SIGNIFICANCE OF GREEN MARKETING 
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. When looking through the literature there are several 

suggested reasons for firms increased use of Green Marketing. Five possible reasons are as follows: 

1. Organizations perceive environmental marketing to be an opportunity that can be used to achieve its objectives.  

2. Organizations believe they have a moral obligation to be more socially responsible. 

3. Governmental bodies are forcing firms to become more responsible. 

4. Competitors' environmental activities pressure firms to change their environmental marketing activities. 

5. Cost factors associated with waste disposal, or reductions in material usage forces firms to modify their behavior. 

 

CONCLUSION 
• Green product development is more than just creating products that are environmentally friendly, it is about systemic change in society that includes 

consumers, producers and the general commercial structure within which they negotiate 

• By widening & deepening the meaning of green, relevant actors will have an economic incentive to pursue green product development. 

• Harnessing the market forces that favour green product development will lead to mainstream green. 
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