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Abstract:

Increasing awareness on the various environmental problems has led a shift in the way consumers go
about their life. There has been a change in consumer attitudes towards a green lifestyle. People are
actively trying to reduce their impact on the environment. However, this is not widespread and is still
evolving. Organizations and business however have seen this change in consumer attitudes and are
trying to gain an edge in the competitive market by exploiting the potential in the green market
industry. In the modern era of globalization, it has become a challenge to keep the consumers in fold
and even keep our natural environment safe and that is the biggest need of the time. Green marketing
is a phenomenon which has developed particular importance 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. In this research paper main emphasis
has been made of concept of Green Marketing and its evolution in worldwide and emergence of green
Marketing in India. Data has collected from multiple sources of evidence, in addition to books,
journals, websites and newspapers. It explores the main issues in adoption of green marketing
practices. The paper describes the current Scenario of Indian market and explores the challenges have
with green marketing.
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Introduction
Now a days the environmental problems faced consumers for quality, output, accessible prices
by all active citizens, enterprises and and service, without however a negative effect

institutions all over the world much more than on the environment, with regard to the use of

30 years ago. International researcher shows
that consumers worry more about the
environment and change gradually their
behaviour. Thus, a new market for viable of
sustainable products emerges, which is further
strengthened by active consumers since it is a
way to contribute although indirectly to the
protection of the environment

The enterprises gradually recognize the
various competitive advantages and the
enterprising opportunities that arise from this
ecological consuming approach, entering the
word “green” in many of their activities. Thus,
in parallel with the concept of Corporate Social
Responsibility, the concept of “green
marketing” has also been cultivated with
sufficiently effective practices.

The term “Green marketing” refers to the
planning, development and promotion of
products or services that satisfy the needs of
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raw material, the consumption of energy etc.
According to Kangis (1992), green marketing
must be more than either a green way of
marketing, or the marketing of so-called green
products. Green has to refer both to the
method and to the product. This is why the
very idea of green marketing needs
considerable development and analysis, with
rules and integrity in economic, scientific,
academic and ethical terms.

Concept of Green Marketing

Green marketing term was first discussed in a
seminar on Ecological Marketingl organized
by American Marketing Association (AMA) in
1975 and took its place in the literature.

The term green marketing came into
prominence in the late 1980s and early 1990s.
The first wave of green marketing occurred in
the 1980s. The tangible milestone for the first
wave of green marketing came in the form of
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published books, both of which were called
Green Marketing. They were by Ken Pattie
(1992) in the United Kingdom and by
Jacquelyn Ottman (1993) in the United States
of America.

Review of previous studies

Prothero, A. & Fitchett, J.A. (2000) argue that
greater ecological enlightenment can be
secured through capitalism by wusing 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.

Oyewole, P. (2001). In his paper presents 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 consumers' awareness
of environmental justice, and their willingness
to bear the costs associated with it.

Donaldson (2005) in his study realized in the
Great Britain initially concluded that in
general the ecological attitude of consumers
changed positively. This study reported the
strong faith of consumers in the known
commercial brands and in the feeble behavior
referring to the "green” claims, which was the
main cause behind the consuming failure to
interpret  their concerns beyond the
environment in their behavior.

Brahma, M. & Dande, R. (2008), The
Economic Times, Mumbai, had an article
which stated that, Green Ventures India is a
subsidiary of New York based asset
management  firm Green Ventures
International. The latter recently announced a
$300 million India focused fund aimed at
renewable energy products and supporting
trading in carbon credits.

Objectives of the present study:
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» Study the environment for Adaption
of Green marketing Concept.
» Study the Evolution of Green
Marketing.
» Study the Impact of Green Marketing
era on Indian Market.
Research methodology
Research in common parlance refers to a
search for knowledge. Once can also define
research as a scientific and systematic search
for pertinent information on a specific topic.
Research  methodology is a way to
systematically solve the research problem. It
may be
understood as a science of studying how
research is done scientifically. In it we study
the various steps that are generally adopted by
a researcher in studying his research problem
along with the logic behind them. In present
study we use the secondary data. These data
collect from various research papers journals &
books related to the research topic and
research area.
Evolution of Green Marketing
The term Green Marketing came into
prominence in the late 1980s and early
1990s. 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 &
Jerry's 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 developmentas meeting
“the needs of the present without
compromising the ability of future generations
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 1 of green marketing came in the
form of published books, both of which were
called Green Marketing.
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Three phases of green marketing:

Green Marketing concept has been evolved
over a period of time. According to Peattie
(2001), the evolution of green marketing has
three phases.

First phase: "Ecological” green marketing and
during this period all marketing activities were
concerned to address environment problems
and provide remedies for environmental
problems.

Second phase: "Environmental” green
marketing and the focus shifted on clean
technology that involved designing of
innovative new products, which take care of
pollution and waste issues.

Third phase: "Sustainable" green marketing. It
came into prominence in the late 1990s and
early 2000.

Four P’s of Green Marketing

Every Organization has its own favorite
marketing mix. Some have 4 Ps and some have
7 Ps of Marketing Mix. The 4 Ps of green
marketing are that of a conventional
marketing but the challenge before marketers
is to use 4 Ps in an innovative manner.
Product

The ecological objectives in planning products
are to reduce resource consumption and
pollution and to increase conservation of
scarce resources (Keller man, 1978). The
products have to be developed depending on
the needs of the customers who prefer
environment friendly products. Products can
be made from recycled materials or from used
goods. Efficient products not only save water,
energy and money, but also reduce harmful
effects on the environment. Green chemistry
forms the growing focus of product
development. The marketer's role in product
management includes providing product
designers with market-driven trends and
customer requests for green product attributes
such as energy saving, organic, green
chemicals, local sourcing, etc., For example,
Nike is the first among the shoe companies to
market itself as green. It is marketing its Air
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Jordan shoes as environment-friendly, as it has
significantly reduced the usage of harmful glue
adhesives. It has designed this variety of shoes
to emphasize that it has reduced wastage and
used environment-friendly materials.

Price

Price is a critical and important factor of green
marketing mix. Most consumers will only be
prepared to pay additional value if there is a
perception of extra product value. This value
may be improved performance, function,
design, visual appeal, or taste. Green
marketing should take all these facts into
consideration while charging a premium price.
Green pricing takes into consideration the
people, planet and profit in a way that takes
care of the health of employees and
communities and ensures efficient
productivity. Value can be added to it by
changing its appearance, functionality and
Wal-Mart
unveiled its first recyclable cloth shopping bag.

through  customization, etc.

IKEA started charging consumers when they
opted for plastic bags and encouraged people
to shop using its "Big Blue Bag".

Promotion

Green promotion involves configuring the
tools of promotion, such as advertising,
marketing materials, signage, white papers,
web sites, videos and presentations by keeping
people, planet and profits in mind. British
petroleum (BP) displays gas station which its
sunflower motif and boasts of putting money
into solar power. Indian Tobacco Company
has introduced environmental-friendly papers
and boards, which are free of elemental
chlorine. Toyota is trying to push gas/electric
hybrid technology into much of its product
line. It is also making the single largest R&D
investment in the every-elusive hydrogen car
and promoting itself as the first eco-friendly
car company. International business machines
Corporation (IBM) has revealed a portfolio of
green retail store technologies and services to
help retailers improve energy efficiency in
their IT operations. The centre piece of this

© Asian Journal of Management Sciences, 2017. 192



International Conference on “Contemporary issues in commerce and management”
Organized by MPGI School of Management, MPGI Integrated campus, Nanded.

portfolio is the IBM Sure POS 700, a point-of-
sale system that, according to IBM, reduces
power consumption by 36% or more. We even
see the names of retail outlets like "Reliance
Fresh", Fresh Namdhari Fresh and Desi, which
while selling fresh vegetables and fruits,
transmit an innate communication of green
marketing. Green marketer can attract
customers on the basis of performance, money
savings, health and convenience, or just plain
environmental friendliness, so as to target a
wide range of green consumers. Consumer
awareness can be created by spreading the
message among consumers about the benefits
of environmental-friendly products. Positing
of profiles related to green marketing on social
networks creates awareness within and across
online peer groups. Marketing can also directly
target the consumers through advertisements
for product such as energy saving compact
fluorescent lamps, the battery powered Reva
car, etc.

Place

The choice of where and when to make a
product available will have significant impact
on the customers. Very few customers will go
out of their way to buy green products. Green
place is about managing logistics to cut down
on transportation emissions, thereby in effect
aiming at reducing the carbon footprint. For
example, instead of marketing an imported
mango juice in India it can be licensed for local
production. This avoids shipping of the
product from far away, thus reducing shipping
cost and more importantly, the consequent
carbon emission by the ships and other modes
of transport.

Why Green?

It is really scary to read these pieces of
information as reported in the Times recently:
"Air pollution damage to people, crops and
wildlife in US. Total tens of billions of dollars
each year". "More than 12 other studies in the
US, Brazil Europe, Mexico, South Korea and
Taiwan have established links between air
pollutants and low birth weight premature
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birth still birth and infant death". 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. There is growing
interest among the consumers all over the
world regarding protection of environment.
Worldwide evidence indicates people are
concerned about the environment and are
changing their behavior. 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 behavior 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.

Green marketing was given prominence in the
late 1980s and 1990s after the proceedings of
the first workshop on Ecological marketing
held in Austin, Texas (US), in 1975. Several
books on green marketing began to be
published thereafter. According to the Joel
makeover (a writer, speaker and strategist on
clean technology and green marketing), green
marketing faces a lot of challenges because of
lack of standards and public consensus to what
constitutes "Green". The green marketing has
evolved over a period of time. According to
Peattie (2001), the evolution of green
marketing has three phases. First phase was
termed as "Ecological" green marketing, and
during this period all marketing activities were
concerned to help environment problems and
provide remedies for environmental problems.
Second phase was "Environmental" green
marketing and the focus shifted on clean
technology that involved designing of
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innovative new products, which take care of
pollution and waste issues. Third phase was
"Sustainable” green marketing. It came into
prominence in the late 1990s and early 2000.
Green Marketing in Indian Market
Interestingly, green marketing continues to be
an issue of global interest. In fact, Google
Trends reports that, on a relative basis, more
searches for “green marketing” originated
from India than from any other country.

Rank Country
1 India

2 UK

3 UsS

4 Thailand
5 Australia
6 Canada
7 China

Organizations are Perceive Environmental
marketing as an Opportunity to achieve its
objectives. Firms have realized that consumers
prefer products that do not harm the natural
environment as also the human health. Firms
marketing such green products are preferred
over the others not doing so and thus develop
a competitive advantage, simultaneously
meeting their business objectives.
Organizations believe they have a moral
obligation to be more socially responsible. This
is in keeping with the philosophy of CSR
which has been successfully adopted by many
business houses to improve their corporate
image. Firms in this situation can take two
approaches:

o Use the fact that they are
environmentally responsible as a
marketing tool.

o Become responsible without
prompting this fact.

Governmental Bodies are forcing Firms to
Become More Responsible. In most cases the
government forces the firm to adopt policy
which protects the interests of the consumers.
It does so in following ways:

o Reduce production of harmful goods
or by products.

o Modify consumer and industry's use
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and /or consumption of harmful
goods

o Ensure that all types of consumers
have the ability to evaluate the
environmental composition of goods.

Competitors' Environmental Activities
Pressure Firms to change their Environmental
Marketing Activities. In order to get even with
competitors claim to being environmentally
friendly, firms change over to green marketing.
Result is green marketing percolates entire
industry.

Cost Factors Associated With Waste Disposal
or Reductions in Material Usage Forces Firms
to Modify their Behaviour. With cost cutting
becoming part of the strategy of the firms it
adopts green marketing in relation to these
activities. It may pursue these as follows:

o A Firm develops a technology for
reducing waste and sells it to other
firms.

o A waste recycling or removal industry
develops.

Conclusions

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
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to make the consumers understand the need industrial buyers and suppliers need to
for and benefits of green products as compared pressurize effects on minimize the negative
to non-green ones. In green marketing, effects on the environment-friendly. Green
consumers marketing assumes even more importance and
are willing to pay more to maintain a cleaner relevance in developing countries like India.

and greener environment. Finally, consumers,
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