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  INTRODUCTION:
 According to the American Marketing Association, green marketing 
i s  th e marketing of  products  that  are  presum ed to b e 
environmentally safe. us green marketing incorporates a broad 
range of activities, including product modification, changes to the 
production process, packaging changes, as well as modifying 
advertising. "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., the evolution of green marketing has three phases. 
First phase was termed as as “Ecological” green marketing, and it 
indicates all the marketing activities were concerned to help the 
environmental problems and to solve it. Second phase was 
“Environmental” green marketing and that involved  designing of 
innovative new products , which take care of pollution and waste 
issues. ird phase was “ Sustainable” green marketing. Some of the 
examples for green marketing are appliances, and  electronics, 
household cleaners cars. whereas companies like Indian oil's green 
agenda initiatives, Tata's new mantra Wipro's green machines etc. are 
the companies going for green marketing.
 
 IMPORTANCE OF GREEN MARKETING:
Green marketing has been widely adopted by the firms worldwide 
and the following are the possible reasons cited for this wide 
adoption:

1. Opportunities –
As demand changes, many firms see these changes as an opportunity 
to exploit and have a competitive advantage over firms marketing 
non environmentally responsible alternatives. Some examples of 
firms who have strived to become more environmentally 
responsible, in an attempt to better satisfy their consumer needs are:
McDonald's replaced its clam shell packaging with waxed paper 
because of increased consumer concern relating to polystyrene 
production and Ozone depletion.

Tuna manufacturers modified their fishing techniques because of 
the increased concern over driftnet fishing, and the resulting death of 
dolphins. 

Educating your customers: isn't just a matter of letting people to 
know about the green marketing firms are protecting the 
environment, but to educate the customers about the products and 
its features, then only green marketing activity will succeed in the 
market.

Being Genuine & Transparent: means that a) the company actually 
doing what it claim to be doing in green marketing campaign and b) 
the rest of the business policies are consistent with whatever they are 
doing that's environmentally friendly. Both these conditions have to 
be met for the business to establish the kind of environmental 
credentials that will allow a green marketing campaign to succeed.

Giving your customers an opportunity to participate: means 
personalizing the benefits of  environmental friendly actions, 
normally through letting the customer take part in positive 
environmental action. Xerox company introduced a "high quality" 
recycled photocopier paper in an attempt to satisfy the demands of 
firms for less environmentally harmful products.

2. Government Pressure – 
As with all marketing related activities, governments want to 
protect" consumer and society; this protection has significant green 
marketing implications. Government regulations relating to 
environmental marketing are designed to protect consumers in 
several ways,

1. Reduce production of harmful goods or by-products Modify 
consumer and industry's use and/or consumption of harmful goods
2. Ensure that all types of consumers have the ability to evaluate the 
environmental composition of goods. Government establish 
regulations designed to control the amount of hazardous wastes 
produced by firms.

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. For example 
when one tuna manufacture stopped using driftnets the others 
followed suit.
 
4. 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. is translates into firms that believe they must 
achieve environmental objectives as well as profit related objectives. 
is results in environmental issues being integrated into the firm's 
corporate culture. ere are examples of firms adopting both 
strategies. An example of a firm that does not promote its 
environmental initiative is Coca-Cola. ey have invested large sums 
of money in various recycling activities, as well as having modified 
their packaging to minimize its environmental impact. While being 
concerned about the environment, Coke has not used this concern as 
a marketing tool. us many consumers may not realize that Coke is 
a very environmentally committed organization. Another firm who is 
very environmentally responsible but does not promote this fact, at 
least outside the organization, is Walt Disney World (WDW). WDW 
has an extensive waste management program and infrastructure in 
place, yet these facilities are not highlighted in their general tourist 
promotional activities. 

5. Cost of Profit Issues – 
Firms may also use green marketing in an attempt to address cost or 
profit related issues. Disposing of environmentally harmful 
byproducts, such as polychlorinated biphenyl (PCB) contaminated 
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oil are becoming increasingly costly and in some cases difficult. 
erefore 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. 
is serves as a double cost savings, since both waste and raw 
material are reduced. In other cases firms attempt to find end - of - 
pipe solutions, instead of minimizing waste. In these situations firms 
try to find markets or uses for their waste materials, where one firm's 
waste becomes another firm's input of production. One Australian 
example of this is a firm who produces acidic waste water as a by-
product of production and sells it to a firm involved in neutralizing 
base materials.
 
CHALLENGES OF GREEN MARKETING
Need for Standardization
It is found that only 5% of the marketing messages from “Green” 
campaigns are entirely true and there is a lack of standardization to 
authenticate these claims. ere is no standardization to 
authenticate these claims. ere 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.

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. 
e consumer needs to be educated and made aware of the 
environmental threats. e 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.

Patience and Perseverance
e 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.
       
Avoiding Green Myopia
e 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. is will lead to 
green myopia. Also if the green products are priced very high then 
again it will lose its market acceptability.
 
CASE STUDY
CASE 1 : Best Green IT Project: State Bank of India: Green 
IT@SBI
By using eco and power friendly equipment in its 10,000 new ATMs, 
the banking giant has not only saved power costs and earned carbon 
credits, but also set the right example for others to follow.
        
SBI is also entered into green service known as “Green  Channel 
Counter”. SBI is providing many services like; paper less banking, no 
deposit slip, no withdrawal form, no checks, no money transactions 
form all these transaction are done through SBI shopping & ATM 
cards. State Bank of India turns to wind energy to reduce emissions: 
e State Bank of India became the first Indian bank to harness wind 
energy through a 15-megawatt wind farm developed by Suzlon 
Energy. e wind farm located in Coimbatore uses 10 Suzlon wind 

turbines, each with a capacity of 1.5 MW. e wind farm is spread 
across three states – Tamil Nadu, with 4.5 MW of wind capacity; 
Maharashtra, with 9 MW; and Gujarat, with 1.5 MW. e wind project 
is the first step in the State Bank of India's green banking program 
dedicated to the reduction of its carbon footprint and promotion of 
energy efficient processes, especially among the bank's clients.
 
CASE2: Going Green: Tata's new mantra
e ideal global benchmark though is 1.5. Tata Motors is setting up an  
eco-friendly showroom using natural building material for its  
flooring and energy efficient lights. Tata Motors said the project is at  
a preliminary stage. e Indian Hotels Company, which runs the  
Tajchain, is in the process of creating eco rooms which will have  
energy efficient mini bars, organic bed linen and napkins made from  
recycled paper. But there won't be any carpets since chemicals are  
used to clean those. And when it comes to illumination, the rooms  
will have CFLs (Compact Fluorescent Lamp) or LEDs (Light Emitting 
Diode). About 5% of the total rooms at a Taj hotel would sport a chic  
eco room design. One of the most interesting innovations has come  
in the form of a biogas-based power plant at Taj Green Cove in  
Kovalam, which uses the waste generated at the hotel to meet its  
cooking requirements. Another eco-friendly consumer product that  
is in the works is Indica EV, an electric car that will run on polymer   
lithium ion batteries. Tata Motors plans to introduce the Indica EV in  
select European markets this year.
 
CONCLUSION
Now this is the right time to select “Green Marketing” globally. It will  
come with drastic change in the world of business if all nations will  
make strict roles because green marketing is essential to save world  
from pollution. From the business point of view because a clever  
marketer is one who not only convinces the consumer, but also  
involves the consumer in marketing his product. Green marketing  
should not be considered as just one more approach to marketing,  
but has to be pursued with much greater vigor, as it has an  
environmental and social dimension to it. With the threat of global  
warming looming large, it is extremely important that green  
marketing becomes the norm rather than an exception or just a fad.  
Recycling of paper,  metals,  plastics,  etc. ,  in a safe and  
environmentally harmless manner should become much more  
systematized and universal. It has to become the general norm to use  
energy-efficient lamps and other electrical goods. 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 effects on 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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