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ABSTRACT 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. This is a Key factor which is developing important place in the modern 
market trend. As a result of this businesses have increased their rate of targeting consumers who are concerned about the environ-
ment. This research paper discusses how businesses have increased their rate of targeting green consumers, those who are concerned 
about the environment and allow it to affect their purchasing decisions. The paper also examines the present trends of green market-
ing at the field.

Emerging Trend of Green Marketing

INTRODUCTION
According to the American Marketing Association, green mar-
keting is the marketing of products that are presumed to be 
environmentally safe. It incorporates a broad range of activi-
ties, 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, 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 prod-
ucts and services. While the shift to “green” may appear to be 
expensive in the short term, it will definitely prove to be indis-
pensable and advantageous, cost-wise too, in the long run.

1. GREEN MARKETING-WHY?
Worldwide evidence indicates people are concerned about the 
environment and are changing their behaviour. 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 behaviour 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. 

2. CHARACTERISTICS OF GREEN PRODUCT (GP)
The products those are manufactured through green technol-
ogy and that caused no environmental hazards are called green 
products. Promotion of green technology and green products 
is necessary for conservation of natural resources and sustain-
able development. We can define green products by following 
measures:

•	 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,
•	 Products that will not be tested on animals,
•	 Products that have eco-friendly packaging i.e. reusable, re-

fillable containers etc.

3. NEED AND SCOPE OF GREEN MARKETING:
Issues like Global warming and depletion of ozone umbrella 
are the main for the healthy survival. Every person rich or poor 
would be interested in quality life with full of health and Vigour 
and so would the corporate class. Financial gain and economic 
profit is the main aim of any corporate business. But harm to en-
vironment cost by sustain business across the globe is realized 
now though off late. This sense is building corporate citizenship 
in the business class. So green marketing by the business class is 
still in the selfish anthological perspective of long term sustain-
able business and to please the consumer and obtain the license 
by the governing body. Industries in Asian countries are catch-
ing the need of green marketing from the developed countries 
but still there is a wide gap between their understanding and 
implementation.

4. VARIOUS CHALLENGES IN 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 standardiza-
tion 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 labelling 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. 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 al-
ready aware and will be inclined to accept the green products.

5. The Green marketing mix 
Product: A producer should offer ecological products which not 
only must not contaminate the environment but should protect 
it and even liquidate existing environmental damages.

	 Price: Prices for such products may be a little higher than 
conventional alternatives. But target groups like for exam-
ple LOHAS are willing to pay extra for green products.

	 Place: A distribution logistics is of crucial importance; main 
focus is on ecological packaging. Marketing local and sea-
sonal products e.g. vegetables from regional farms is easier 
to be marketed “green” than products imported.

	 Promotion: A communication with the market should put 
stress on environmental aspects, for example that the com-
pany possesses a CP certificate or is ISO 14000 certified. 
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This may be publicized to improve a firm’s image. Further-
more, the fact that a company spends expenditures on en-
vironmental protection should be advertised. Third, spon-
soring the natural environment is also very important. And 
last but not least, ecological products will probably require 
special sales promotions.

Additional Social Marketing “P’s” that are used in this process 
are as followed:

	 Publics-- Effective Social Marketing knows its audience, 
and can appeal to multiple groups of people. “Public” is 
the external and internal groups involved in the program. 
External publics include the target audience, secondary au-
diences, policymakers, and gatekeepers, while the internal 
publics are those who are involved in some way with either 
approval or implementation of the program.

	 Partnership-- Most social change issues, including “green” 
initiatives, are too complex for one person or group to han-
dle. Associating with other groups and initiatives to team up 
strengthens the chance of efficacy.

	 Policy-- Social marketing programs can do well in motivat-
ing individual behaviour change, but that is difficult to sus-
tain unless the environment they’re in supports that change 
for the long run. Often, policy change is needed, and media 
advocacy programs can be an effective complement to a so-
cial marketing program.

	 Purse Strings-- How much will this strategic effort cost? 
Who is funding the effort? 

The level of greening-strategic, quasi-strategic, or tactical dic-
tates exactly what activities should be under-taken by a compa-
ny. Strategic greening in one area may or may not be leveraged 
effectively in others. A firm could make substantial changes 
in production processes but opt not to leverage them by posi-
tioning itself as an environmental leader. So although strategic 
greening is not necessarily strategically integrated into all mar-
keting activities, it is nevertheless strategic in the product area

6. FUTURE OF GREEN MARKETING
There are many lessons to be learned to be learned to avoid 
green marketing myopia, the short version of all this is that 
effective green marketing requires applying good marketing 
principles to make green products desirable for consumers. The 
question that remains, however, is, what is green marketing’s fu-
ture? Business scholars have viewed it as a “fringe” topic, given 
that environmentalism’s acceptance of limits and conservation 
does not mesh well with marketing’s traditional axioms of “give 
customer what they want” and “sell as much as you can”. Evidence 
indicates that successful green products have avoided green mar-
keting myopia by following three important principles:

CONSUMER VALUE POSITIONING
Design environmental products to perform as well as alternatives.

•	 Promote and deliver the consumer desired value of envi-
ronmental products and target relevant consumer market 
segments.

•	 Broaden mainstream appeal by bundling consumer desired 
value into environmental products.

CALIBRATION OF CONSUMER KNOWLEDGE
•	 Educate consumers with marketing messages that connect 

environmental attributes with desired consumer value.
•	 Frame environmental product attributes as “solutions” for 

consumer needs.

•	 Create engaging and educational internet sites about envi-
ronmental products desired consumer value.

CREDIBILITY OF PRODUCT CLAIM
•	 Employ environmental product and consumer benefit 

claims that are specific and meaningful.

•	 Procure product endorsements or eco-certifications from 
trustworthy third parties and educate consumers about the 
meaning behind those endorsements and eco certifications

Encourage consumer evangelism via consumers social and in-
ternet communication network with compelling, interesting 
and entertaining information about environmental products.

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 na-
tions 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 vigour, as it has an envi-
ronmental and social dimension to it. 

In green marketing, consumers are willing to pay more to 
maintain a cleaner and greener environment. Finally, consum-
ers, 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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