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Abstract 

 Increasing awareness towards the ecological 
issues has created a change in consumer attitudes 
towards green regime. In the present era of 
globalization, the business sector is also abusing the 
potential in building green products to meet the 
customer satisfaction. The Green Marketing 
emphasis on production and selling of eco-friendly 
products to protect and maintain the ecological 
balance. This paper provides a brief review on 

ecological issues and identifies the consumer’s 
awareness towards the environmental problems and 
green practices. This paper mainly focus on need and 
importance of green marketing. It explores the main 
issues in adoption of green marketing products and 
practices.  
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Introduction 

 According to the American Marketing Association, green marketing is the marketing of products 

that are presumed to be environmentally safe. Thus green marketing incorporates a wide range of 

activities such as product modification, changes to the production process, including modification 

in packaging process that happens in a less detrimental manner 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 into green products and services. Many people believe that green marketing 

refers solely to the promotion and advertising of products with environmental characteristics. 

Green marketing is also called environmental marketing/ecological marketing. 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. As a result of this, green marketing has emerged with more effect towards the growing 

market for sustainable and socially responsible products and services. Thus, it has gained more 

importance to satisfy the needs of consumers and earn better profits.  

 The green movement has been expanding rapidly in the world. With regards to this consumers 

are taking responsibility and doing the right things. Consumer awareness and motivation continue 

to drive change in the marketplace, notably through the introduction of more eco-friendly 

products. Now, it has moved from a trend to a way of doing business and businesses that sell 

should recognise the value of going green and incorporating this message into their marketing 

program and communicating the green concept to their consumers. The growing consumer 

awareness about the origin of products and the concern over impending global environmental 

crisis. Studies on the consumption of environmentally sustainable products have demonstrated that 

perceived product performance is a significant barrier to their selection.  
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This paper is mainly examined on issues and consumers awareness as well as their exposure to 

influences and shape their behaviour and perceptions of product performance, with a particular 

focus on the influential role of green marketing.  

 
Literature Review 

 Many investigations have looked into how we can help to protect the environment. There is a 

significant relationship between demographic characteristics, cognitive psychology, personality 

and attitude and activities that help to protect the environment. Pickett et al. (1994), evaluated 

the effect of these factors, the results showed that the influence of psychological and social 

factors are more powerful than demographic factors on consumer‟s green behaviour. In addition, 

they believe that by affecting these factors, people show different behaviour, and therefore have 

a positive effect on developing marketing strategies [2].  

 Hart (1997) discussed as of present day scenario, Green marketing have been accepted by 

many companies and obtained awareness about their responsibility not to harm the environment. 

So, products and production processes become cleaner and more companies “go green‟, because 

they realize that they can reduce pollution and increase profits at the same time [3]. 

 Kilbourne, W.E. (1998) discussed the failure of green marketing to move beyond the limitations 

of the prevailing paradigm. The author identified areas that must be examined for their effect in 

the marketing/environment relationship, namely economic, political and technological dimensions 

of the cultural frame of reference [6]. Prothero, A. (1998) introduced several papers discussed in 

the July 1998 issue of 'Journal of Marketing Management' focusing on green marketing. This 

included a citation of the need to review existing literature on green marketing, an empirical 

study of United States and Australian marketing managers, a description of what a green alliance 

look like in practice in Great Britain, ecotourism and definitions of green marketing [7]. Alston and 

Prince Roberts (1999) found, in their research on environmental strategy and new product 

development, that there was a willingness to pay slightly more for environmental improvement.  

 Prothero, A. & Fitchett, J.A. (2000) argued that greater ecological enlightenment can be 

secured through capitalism by using the characteristics of commodity culture to further progress 

environmental goals. Marketing not only has the potential to contribute to the establishment of 

more sustainable forms of society but, as a principle agent in the operation and proliferation of 

commodity discourse, also has a considerable responsibility to do so. Cronin, J.J., Brady, M.K., 

Hult, T.M.G. (2000), discussed the importance of assessing the effects of quality, value, and 

customer satisfaction on consumer behavioral intentions in service encounters [1]. 

 According to Tjärnemo (2001), as business activities caused many of the environmental 

problems in the past and still do, there is increasing recognition that business is vital in the 

process of a more ecological sustainable society. Companies, especially multinationals, play an 

essential role in the world economy, and they have also the resources and capacity to put 

ecological solutions into practice. Oyewole, P. (2001) in his paper presented a conceptual link 

among green marketing, environmental justice, and industrial ecology. It argues for greater 

awareness of environmental justice in the practice for green marketing. A research agenda is 

finally suggested to determine consumer's awareness of environmental justice, and their 

willingness to bear the costs associated with it. Baumann, H., Boons, F., Bragd, A. (2002), Product 

design constitutes an active interface between demand (consumers) and supply (manufactures). 
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Karna, J., Hansen, E. & Juslin, H. (2003) interpreted that proactive marketers are the most 

genuine group in implementing environmental marketing voluntarily and seeking competitive 

advantage through environmental friendliness [9]. The results also give evidence that green values, 

environmental marketing strategies, structures and functions are logically connected to each other 

as hypothesized according to the model of environmental marketing used to guide this study. 

However, Driessen (2005) in his research on green product innovation strategy found, in order to 

maintain a competitive advantage, an optimum level of greenness needs to be identified between 

innovation performance and greenness, thus avoiding merely capturing the niche green market. 

So, if the market for environmentally sustainable products is to become main stream, it is 

important to look at what factors influence the consumer‟s selection process. 

 According to Grant (2007), Green marketing is a creative opportunity to innovate in ways that 

make a difference and at the same time achieve business success. Green Marketing begins with 

„green design‟. Thus from the literature survey, green marketing is an overall judgment on 

satisfaction, based on the assumption that satisfaction is the outcome of service quality. Yudelson, 

J. (2013) has discussed the importance of marketing green building design for sustainable 

development.  

 
Evolution & Impacts of Green Marketing 

 The evolution of green marketing consists of three phases. Phase I involves "Ecological" Green 

Marketing lasted from the 1960s into the early 1970s focuses on reducing Environmental Problems 

& providing Remedies. It mainly concentrates on external problems of the environment, such as air 

pollution. Phase II involves "Environmental" Green Marketing which began in the late 80s focuses on 

innovations through Clean Technology. It mainly concentrates on new concepts, such as clean 

technology, sustainability, consumer and competitive advantage emerged. The significant 

difference between the Phase I and Phase II was that the Phase I was focused on effective 

industries on the environment, but Phase II deals with environmental marketing, included all 

services and manufacturing methods, such as tourism. Finally, Phase III involves "Sustainable" 

Green Marketing: focus on preservation of Environment through Sustainable Development. It 

mainly focuses on Sustainable development, in the area of marketing science, made a great impact 

on the economy. 

 Cooper (2000), Defining environmentally sustainable products is complex. In a strict sense, 

there is no such thing as a truly sustainable or green product, as all products we buy, own, use and 

discard in our everyday lives will have negative environmental impacts at some stage in their 

lifecycles [5]. However, products can be classified according to the scale of these impacts, and a 

quality threshold can be drawn. If a product has a low environmental impact, it is regarded as an 

environmentally sustainable product. In consideration to this paper, sustainable products are those 

products which should be readily available for purchase and include those supplied by companies 

with a reputation for reducing environmental impacts from their manufacturing processes. 

Thus, the characteristics of green marketing can be measured by the following terms: 

• Products those are originally grown 

• Products those are recyclable, reusable and biodegradable 

• Products with natural ingredients 

• Products containing recycled contents, non-toxic chemical 

• Products contents under approved chemical 

• Products that do not harm or pollute the environment 
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• Products that will not be tested on animals 

 Products that have eco-friendly packaging i.e. reusable, refillable containers etc. 

 Green marketing affects positively the health of people and the ecological environment. 

People are now aware of pure products and pure methods of producing, using, and disposing the 

products. Green marketing also encourages the integrated efforts for purity in production and 

consumption as well.  

The impacts of green marketing towards sustainable development improves: 

1. Consumer beliefs and attitudes on green products.  

2. Consumer awareness on the availability of environmentally friendly products.  

3. The influence of marketing efforts put by marketers with reference to Consumers. 

The following are the witness of impacts of green marketing:  

1. Now, people are reducing their use of plastics and plastic-based products. 

2. Worldwide efforts to recycle wastes of consumer and industrial products.  

3. Increased consumption of herbal products instead of processed products.  

4. Increasing use of bio-fertilizers (made of agro-wastes and wormy-composed) instead of 

chemical fertilizers (i.e. organic farming), and minimum use of pesticides. 

5. Recommending use of leaves instead of plastic pieces; jute and cloth bags instead of plastic 

carrying bags.  

6. Global restrictions on production and use of harmful weapons, atomic tests, etc. Various 

organizations of several countries have formulated provisions for protecting ecological 

balance.  

7. More emphasis on social and environmental accountability of producers.  

8. Strict legal provisions for restricting duplication or adulteration. 

9. Declaration of 5th June as the World Environment Day.  

10. Imposing strict norms for pollution control. Consideration of pollution control efforts and eco-

technology in awarding IS), ISO 9000, or ISO 14000 certificates and other awards.  

11. Establishing several national and international agencies to monitor efforts and activities of 

business firms in relation pollution control and production of eco-friendly products. 

 The potential objective of green marketing is formation of new categories which combines 

green with some strong attribute such as: 

 Green + convenience -- With our busy lives, convenience is sought out. 

 Green + highest performance -- Spend even more to make your green product the premium 

category. 

 Green + costs savings -- Consumers like to save money. Energy saving products made inroads. 

 Green + feel-good -- Most consumers are not just self-centered. They want to put some green 

into their life, if easy. 

 While looking through the literature there are several suggested reasons for firms increased 

use of Green Marketing as discussed:  

 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 respecting the principle of Extended Producer Responsibility (EPR). 

 Opportunity: In India, around 25% of the consumers prefer environment friendly products, and 

around 28% may be considered health conscious. Therefore, green marketers have diversified to 

fairly sizeable segment of consumers to cater to. 
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 Governmental Pressure: Various regulations are 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 consumer„s consumption of harmful goods, including those detrimental to 

the environment; for example, the ban of plastic bags, prohibition of smoking in public areas, etc. 

 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.  

 Cost Reduction: Reduction of harmful waste may lead to substantial cost savings. Sometimes, 

many firms develop a symbiotic relationship whereby the waste generated by one company is used 

by another as a cost-effective raw material. 

 
Green Marketing Tools for Sustainable Development 

 The different types of Green marketing tools are eco-label, eco-brand and environmental 

advertisement, will make perception easier and increase awareness of green products attributes 

and characteristics. The consequence of these tools will direct consumers into purchasing 

environmental friendly products. Applying these policy tools plays an essential role in altering 

consumer purchasing behavior to buy environmental friendly products, therefore, reducing the 

negative impact of synthetic products on the environment. 

 The significant green marketing tools used is the eco-label on environmentally friendly 

products. Environmental labels are used by marketing to promote the identification of green 

products. The significant factor motivating consumers to change actual purchase behavior to buy 

eco-friendly products is emotional brand benefits. Knowing about consumers, brand purchase 

decisions are very important for marketers and market researchers. This effect is known as brand 

equity. Brand equity can be defined as data that has different effects on consumer response to the 

marketing. Green brands that generally focus on the environment should be used to highlight the 

status of green products. In parallel with improving green movements worldwide and with 

increasing public attention to environmental problems, most organizations have chosen 

environmental advertisements through the media or newspapers, as a method of introducing their 

products to environmentally responsible consumers. The objective of green advertisements was 

influencing consumers‟ purchase behavior by encouraging them to buy products that do not harm 

the environment and direct their attention to the positive consequences of their purchase 

behavior. Consumer purchasing behavior is defined as the final consumer behavior during the 

purchase. Consumer behavior perception and “knowing customers” is not so simple. Sometimes 

customers express their needs and desires, but do so in different ways. They may be unaware of 

their inner motivations or react to the affecting factors and at the last moment will change their 

opinion. Nevertheless, members of marketing should survey their customer needs, their receiving 

subjective, and their buying and purchasing behavior. 

 The comparison of traditional and green marketing is given in Table.1. 

Table 1 Traditional Marketing Vs Green Marketing 

Traditional Marketing Green Marketing 

Customer satisfaction  Customer Satisfaction 

Organizational Goals Organizational Goals to meet ecosystem compatibility 
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Fragmented Thinking Integrated Thinking 

Use planning to minimize cost of local 

waste disposal 

Use life cycle assessment and environmental audits to minimize and 

redirect waste management 

Reactive approach to waste 

management 

Proactive approach to waste management 

Total quality management Total quality environmental management 

Focus on industrial functions Focus on industrial processes 

 Although a large number of firms are practicing green marketing, it is not an easy job as there 

are a number of problems which need to be addressed while implementing Green marketing. The 

major challenges which Green marketing have to be faced are:  

1. 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.  

2. Convincing customers-The customers may not believe in the firm„s strategy of Green 

marketing, the firm therefore should ensure that they undertake all possible measures to 

convince the customer about their green product, the best possible option is by implementing 

Eco-labeling schemes. Sometimes the customers may also not be willing to pay the extra price 

for the products.  

3. Cost Factor- Green marketing involves marketing of green products/services, green 

technology, green power/energy for which a lot of money has to be spent on R&D programs for 

their development and subsequent promotional programs which ultimately may lead to 

increased costs.  

4.  Non Cooperation- The firms practicing Green marketing have to strive hard in convincing the 

stakeholders and many a times it may fail to convince them about the long term benefits of 

Green marketing as compared to short term expenses. 

5.  Sustainability- Initially the profits are very low since renewable and recyclable products and 

green technologies are more expensive. Green marketing will be successful only in long run. 

Hence the business needs to plan for long term rather than short term strategy and prepare for 

the same, at the same time it should avoid falling into lure of unethical practices to make 

profits in short term.  

 
Discussions 

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

fully explore its potential. There are some suggestion that an organizations should implement for 

catering challenges of green marketing and successful exploitation of green marketing. Consumer 

needs to be made more aware about the merits of Green products. The consumer needs to be 

educated and made aware of the environmental threats. It should be made sure that the consumer 

is aware of and concerned about the issues that your product attempts to address. Green 

Marketing campaign and green advertising is good step toward it. Consumers must be motivated to 

switch brands or even pay a premium for the greener alternative. 

 There is now a real sense that environmental protection is highly necessary. Everyone believes 

a green life is a better and healthier life for present and future generation. Most consumers‟ 

spending pattern shows that they have a desire for brands that „go green‟. Make sure that 

consumer feel that they can make a difference. Consumers are motivated to buy from companies 

that are eco-friendly in the production. When a company display‟s the green logo on their product, 
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it shows that their product or services stands out from the crowd and this gives them a competitive 

edge. 

 It is not enough for a company to green its products, consumers expect the products at they 

purchase pocket friendly and also to help reduce the environmental impact in their own lives too. 

Effective green marketing targeted at the right audience will make a difference.  

 

Conclusion 

 Not all consumers are strongly influenced by green marketing. Thus, there is a need to identify 

and concentrate promotion of goods on those market targets that are environmentally concerned. 

Green marketing is a tool for protecting the environment for the future generation. it has a 

positive impact on environmental safety. Because of the growing concern of environmental 

protection, there is an emergence of a new market which is the green market. 
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