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Green revolution, going green, environmental protection, sustainable life style, sustainable
development, protecting our earth and many more has been become a natural phenomenon in our
everyday life. Green marketing is a tool used by many companies in various industries to follow
this trend. Green marketing which is alternately known as Environmental Marketing and
Sustainable Marketing refers to an organization’s efforts at designing, promoting, pricing and
distributing products that will not harm the environment or products which are environmentally
safe or environmental beneficial. Thus green marketing incorporates a broad range of activities
including product modification, changes to the production process, packaging changes, as well as
modifying advertising. The products those are manufactured through green technology and that
no environmental hazards are called green products. Promotion of green technology and green
products is necessary for conservation of natural resources and sustainable development. The
common theme throughout the green marketing and sustainable development is the need to
integrate economic and ecological considerations in decision making by making policies that
conserve the quality of agricultural development and environmental protection. Green marketing
begins with green design. Product design constitutes an active interface between demand /
consumers and supply / manufactures. The price of green products has to be affordable for the
customer to encourage purchase. 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. Others
rules which will help in green marketing are know your customer and its need, educating your
customers about the products, being genuine and transparent, reassure the buyer, consider your
pricing, giving your customers an opportunity to participate etc. Green marketing has been widely
adopted by the firms worldwide. Opportunities, government pressure, competitive pressure, social
responsibility, cost of profit issues are the possible reasons for it. Now this is the right time to
select green marketing globally. Present review throws a light on various acceptable facts of
green marketing.

Copyright © 2014 Satish A. Bhalerao. This is an open access article distributed under the Creative Commons Attribution License, which permits unrestricted use,
distribution, and reproduction in any medium, provided the original work is properly cited.

INTRODUCTION

definitions attached to this term. Other similar terms used
are environmental marketing and ecological marketing. Green,

Green marketing is the marketing of products that are
presumed to be environmentally safe. Thus 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
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environmental and eco-marketing are part of the new
marketing approaches which do not just refocus, adjust or
enhance existing marketing thinking and practice, but seek to
challenge those approaches and provide a substantially
different perspective. In more detail green, environmental and
eco-marketing belong to the group of approaches which seek
to address the lack of fit between marketing as it is currently
practiced and the ecological and social realities of the wider
marketing environment. The American Marketing Association
(AMA) held the first workshop on “Ecological Marketing” in
1975. The proceedings of this workshop resulted in one of the
first books on green marketing entitled “Ecological
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Marketing”. Green marketing incorporates a broad range of
activities, including product modification, changes to the
production process, packaging changes, as well as modifying
advertising. Firms use green marketing in an attempt to
address cost or profit related issues. In implementing green
marketing, consumers, corporate and the government play a
very important role. But there are few constraints in
implementing it like lack of consumer awareness, financial
constraints, limited scientific knowledge, lack of stringent
rules and competitive pressures.

History

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" in
1975. 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 development as 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. They were by Ken Peattie in the United
Kingdom and by Jacquelyn Ottman in the United States of
America.

The past decade has shown that harnessing consumer power to
effect positive environmental change is far easier said than
done. The so-called "green consumer" movements in the U.S.
and other countries have struggled to reach critical mass and to
remain in the forefront of shoppers' minds. While public
opinion polls taken since the late 1980s have shown
consistently that a significant percentage of consumers in the
U.S. and elsewhere profess a strong willingness to favor
environmentally  conscious products and companies,
consumers' efforts to do so in real life have remained sketchy
at best. One of green marketing's challenges is the lack of
standards or public consensus about what constitutes "green,"
In essence, there is no definition of "how good is good
enough" when it comes to a product or company making green
marketing claims. This lack of consensus—by consumers,
marketers, activists, regulators, and influential people—has
slowed the growth of green products, because companies are
often reluctant to promote their green attributes, and
consumers are often skeptical about claims. Despite these
challenges, green marketing has continued to gain adherents,
particularly in light of growing global concern about climate
change. This concern has led more companies to advertise
their commitment to reduce their climate impacts, and the
effect this is having on their products and services.

What is Green Marketing?

The following definitions of Green marketing and Green
consumer were quoted by Mishra and Sharma (Mishra and
Sharma, 2010).

Green marketing, also alternatively known as environmental
marketing and sustainable marketing, refers to an
organization's efforts at designing, promoting, pricing and
distributing products that will not harm the environment.
Green marketing is defined as 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. Green consumer is defined as one who
avoids products that are likely to endanger the health of the
consumer or others; cause significant damage to the
environment during manufacture, use or disposal; consume a
disproportionate amount of energy; cause unnecessary waste;
use materials derived from threatened species or
environments; involve unnecessary use of, or cruelty to
animals; adversely affect other countries. Unfortunately, a
majority of people believe that green marketing refers solely to
the promotion or advertising of products with environmental
characteristics (Polonsky and Jay, 1994). Terms like
Phosphate Free, Recyclable, Refillable, Ozone Friendly, and
Environmentally Friendly are some of the things consumers
most often associate with green marketing. While these terms
are green marketing claims, in general green marketing is a
much broader concept, one that can be applied to consumer
goods, industrial goods and even services.

For example, around the world there are resorts that are
beginning to promote themselves as "ecotourist" facilities, i.e.,
facilities that "specialize" in experiencing nature or operating
in a fashion that minimizes their environmental impact (May,
1991; Troumbis and A. Y. 1991; Ingram ef al., 1989). 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 (Polonsky and Jay, 1994). This definition
incorporates much of the traditional components of the
marketing definition that is "All activities designed to generate
and facilitate any exchanges intended to satisfy human needs
or wants" (Stanton et al., 1987). Therefore it ensures that the
interests of the organization and all its consumers are
protected, as voluntary exchange will not take place unless
both the buyer and seller mutually benefit. The above
definition also includes the protection of the natural
environment, by attempting to minimize the detrimental
impact this exchange has on the environment. This second
point is important, for human consumption by its very nature
is destructive to the natural environment. (To be accurate
products making green claims should state they are "less
environmentally harmful" rather than "Environmentally
Friendly.") Thus green marketing should look at minimizing
environmental harm, not necessarily eliminating it.

Why Green Marketing

The question of why green marketing has increased in
importance is quite simple and relies on the basic definition of
Economics: Economics is the study of how people use their
limited resources to try to satisfy unlimited wants (Polonsky
and Jay, 1994). Thus mankind has limited resources on the
earth, with which she/he must attempt to provide for the
worlds' unlimited wants. While the question of whether these
wants are reasonable or achievable is important, this issue will
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not be addressed in this paper. In market societies where there
is "freedom of choice", it has generally been accepted that
individuals and organizations have the right to attempt to have
their wants satisfied. As firms face limited natural resources,
they must develop new or alternative ways of satisfying these
unlimited wants. Ultimately green marketing looks at how
marketing activities utilize these limited resources, while
satisfying consumers wants, both of individuals and industry,
as well as achieving the selling organization's objectives.

Green Marketing and Sustainable Development

According to the World Commission on Environmental
Development (1978), Sustainable Development is “meeting
the needs of the present without compromising the ability of
the future generations to meet their own needs”. The common
theme throughout this strategy of sustainable development is
the need to integrate economic and ecological considerations
in decision making by making policies that conserve the
quality of agricultural development and environmental
protection. This is what the end product of green marketing is,
environmental protection for the present and the future
generation. The development of energy- efficient operations,
better pollution controls, recyclable and biodegradable
packaging, ecologically safe products are all part of green
marketing which also leads to sustainable development
(Yazdanifard and Mercy, 2011).

Green Marketing In Terms of Price, Product, Place and
Promotion

Green Marketing begins with ‘green design’. Product design
constitutes an active interface between demand (consumers)
and supply (manufactures) (Baumann et al., 2002). An
example by Ottman and Terry (Pickett et al., 1995) super
concentrated laundry detergents are associated with energy
saving, reduced packaging, space and money. The product
itself has to be made in such a way that it satisfies consumer
and manufacture’s needs. For ecologically sustainable
products to be successful, green branding attributes have to be
efficiently communicated. Most buyer decisions are influenced
by the labeling, (green labeling) that states all that makes the
product green compliant (Rashad and Mercy, 2011). The price
of green product has to be affordable for the customer to
encourage purchase. Industrial differentiation works only
when products reduce client’s cost. Most buyers are influenced
by advertisement that reflects a company’s commitment to
environment (Polonsky and Ottman, 1998). Companies that do
green advertisement that tend to portray an image of
environmental friendliness, influences their customer purchase
decisions. Consumers love to associate themselves with
companies that are environmental stewards. When a company
communicates this through their advertisements, promotions,
publicity and corporate social responsibilities, they are sure to
get many loyal customers. Green distribution is a very delicate
operation. Customers must be guaranteed of the ‘Ecological
nature’ of the product. The green environment is a constantly
regulated environment and as such high level of compliance is
necessary when carrying out distribution of green products.
This is a common procedure in the United States.

Green Products and Its Characteristics

The products those are manufactured through green
technology 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 sustainable development. Mishra and Sharma
(Mishra and Sharma, 2010) have defined 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,
refillable containers etc.

Challenges in Green Marketing

There are many challenges that confront the field of Green
Marketing. Following challenges were quoted by Mishra and
Sharma

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. 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.

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.

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.

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
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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.

Eight Keys to Successful Green Marketing

There are some very good ways to successful implementation
of Green Marketing (Singh and Pandey, 2012). Show potential
customers that you follow green business practices and you
could reap more green on your bottom line. Green Marketing
isn’t just a catchphrase; it’s a marketing strategy that can help
you get more customers and make more money. But only if
you do it right. For green marketing to be effective, you have
to do three things; be genuine, educate your customers, and
give them the opportunity to participate.

Being genuine means that (i) that you are actually doing what
you claim to be doing in your green marketing campaign and
(ii) that the rest of your business policies are consistent with
whatever you are doing that’s environmentally 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.

Educating your customers isn’t just a matter of letting people
know whatever you’re doing to protect the environment; but
also a matter of letting them know why it matters. Otherwise,
for a significant portion of your target market, it’s a case of
“So what?” and your green marketing campaign goes
nowhere.

Giving your 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.

Know your customer: If you want to sell a greener product to
consumers, you first need to make sure that the consumer is
aware of and concerned about the issues that your product
attempts to address. (Whirlpool learned the hard way that
consumers wouldn’t pay a premium for a CFC-free
refrigerator because consumers didn’t know what CFCs
were!).

Empower consumers: Make sure that consumers feel, by
themselves or in concert with all the other users of your
product, that they can make a difference. This is called
“empowerment” and it’s the main reason why consumers buy
greener products.

Be transparent: Consumers must believe in the legitimacy of
your product and the specific claims you are making. Caution:
There’s a lot of skepticism out there that is fueled by the raft
of spurious claims made in the “go-go” era of green marketing
that occurred during the late 80s to early 90s- one brand of
household cleaner claimed to have been “environmentally
friendly since 1884!

Reassure the buyer: Consumers need to believe that your
product performs the job it’s supposed to do — they won’t
forego product quality in the name of the environment.
(Besides, products that don’t work will likely wind up in the
trash bin, and that’s not very kind to the environment.)

Consider your pricing: If you’re charging a premium for
your product —and many environmentally preferable products
cost more due to economies of scale and use of higher-quality
ingredients-ascertains that consumers can afford the premium
and feel it’s worth it. Many consumers, of course, cannot
afford premiums for any type of product these days, much less
greener ones, so keep this in mind as you develop your target
audience and product specifications.

Rules of Green Marketing

There are certain norms and rules that one needs to follow
while practicing Green Marketing (Mishra and Sharma, 2010).
This will be good, both for the marketer as well as the
customer or consumer. Some of the important rules are
mentioned below:

Know you're Customer: Make sure that the consumer is
aware of and concerned about the issues that your product
attempts to address, (Whirlpool learned the hard way that
consumers wouldn't pay a premium for a CFC-free refrigerator
because consumers dint know what CFC free refrigerator
because consumers did not know what CFCs were.

Educating your customers: isn't just a matter of letting
people know you're doing whatever you're doing to protect the
environment, but also a matter of letting them know why it
matters. Otherwise, for a significant portion of your target
market, it's a case of "So what?" and your green marketing
campaign goes nowhere.

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

Reassure the Buyer: Consumers must be made to believe that
the product performs the job it's supposed to do-they won't
forego product quality in the name of the environment.

Consider Your Pricing: If you're charging a premium for
your product-and many environmentally preferable products
cost more due to economies of scale and use of higher-quality
ingredients-make sure those consumers can afford the
premium and feel it's worth it.

Giving your 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.

Thus leading brands should recognize that consumer
expectations have changed: It is not enough for a company to
green its products; consumers expect the products that they
purchase pocket friendly and also to help reduce the
environmental impact in their own lives too.

Customer Satisfaction and Green Marketing

Customer satisfaction has been defined in two basic ways: as
either an outcome or as a process (Swenson ef al., 1997). As
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an outcome, satisfying the end state resulting from the
consumption experience (Churchill ez al., 1982). As a process,
it is the perceptual evaluative and psychological process that
contributes to satisfaction. The definition is varied with
regards to their level of simplicity which includes
(Yazdanifard and Mercy, 2011)

* Product satisfaction

+ Satisfaction with the purchase decision experience.

« Satisfaction with the performance attributes

» Satisfaction with the store or institution

» Satisfaction with pre-purchase experience (Yi and Youjae,
1990).

Marketing literature suggests that there is a relationship
between customer satisfaction and loyalty. Satisfaction leads
to attitudinal loyalty. It could be seen as the intension to
purchase (Page and Eddy, 1999; Ottman, 1998; Menon, 1997).
Satisfaction is an outcome that occurs without comparing
expectations. Customer satisfaction could also be defined as an
evaluative response to perceived outcome of a particular
consumption experience (Hines et al., 1987; Bolton, 1998;
Cadotte et al., 1987). It is an overall judgment on satisfaction,
based on the assumption that satisfaction is the outcome of
service quality (Cronin er al., 2000; Traylor, 1981). Many
Authors believe that customers have a high level of
involvement regarding environmental issues as a consequence
of growing environmental consciousness (Kinnear et al., 1974;
Cope, 1991; Hopfenbeck, 1993). Studies have shown the
significant influence of environmental knowledge and
consciousness on consumer environmental attitude (Stone et
al., 1995). Consequently, companies that communicate their
‘green product’ in their packaging, advertisement or
manufacturing process, gain satisfied customers. Because of
the green trend, companies that fail to ‘go green’ are not
failing to fail in their industry. Customers want to associate
themselves with companies and products that are eco-friendly.

Problems with Green Marketing

No matter why a firm uses green marketing there are a number
of potential problems that they must overcome. One of the
main problems is that firms using green marketing must ensure
that their activities are not misleading to consumers or
industry, and do not breach any of the regulations or laws
dealing with environmental marketing. For example marketers
in the US must ensure their green marketing claims can meet
the following set of criteria, in order to comply with the FTC's
guidelines (Polonsky and Ottman, 1998). Green marketing
claims must;

* Clearly state environmental benefits;

* Explain environmental characteristics;

* Explain how benefits are achieved;

* Ensure comparative differences are justified;

* Ensure negative factors are taken into consideration; and
*  Only use meaningful terms and pictures.

Another problem firm’s face is that those who modify their
products due to increased consumer concern must contend
with the fact that consumers' perceptions are sometimes not
correct. Take for example the McDonald's case where it has
replaced its clam shells with plastic coated paper. There is

ongoing scientific debate which is more environmentally
friendly. Some scientific evidence suggests that when taking a
cradle to grave approach, polystyrene is less environmentally
harmful. If this is the case McDonald's bowed to consumer
pressure, yet has chosen the more environmentally harmful
option. When firms attempt to become socially responsible,
they may face the risk that the environmentally responsible
action of today will be found to be harmful in the future. Take
for example the aerosol industry which has switched from
CFCs (chlorofluorocarbons) to HFCs (hydrofluorocarbons)
only to be told HFCs are also a greenhouse gas. Some firms
now use DME (dimethyl ether) as an aerosol propellant, which
may also harm the ozone layer (Debets and Felix, 1989).
Given the limited scientific knowledge at any point in time, it
may be impossible for a firm to be certain they have made the
correct environmental decision. This may explain why some
firms, like Coca-Cola and Walt Disney World, are becoming
socially responsible without publicizing the point. They may
be protecting themselves from potential future negative
backlash, if it is determined they made the wrong decision in
the past.

While governmental regulation is designed to give consumers
the opportunity to make better decisions or to motivate them to
be more environmentally responsible, there is difficulty in
establishing policies that will address all environmental issues.
For example, guidelines developed to control environmental
marketing address only a very narrow set of issues, i.e., the
truthfulness of environmental marketing claims (Schlossberg
and Howard, 1993). If governments want to modify consumer
behavior they need to establish a different set of regulations.
Thus governmental attempts to protect the environment may
result in a proliferation of regulations and guidelines, with no
one central controlling body. Reacting to competitive
pressures can cause all "followers" to make the same mistake
as the "leader." A costly example of this was the Mobil
Corporation who followed the competition and introduced
"biodegradable" plastic garbage bags. While technically these
bags were biodegradable, the conditions under which they
were disposed did not allow biodegradation to occur. Mobil
was sued by several US states for using misleading advertising
claims (Lawrence and Jennifer, 1991). Thus blindly following
the competition can have costly ramifications.

The push to reduce costs or increase profits may not force
firms to address the important issue of environmental
degradation. End-of-pipe solutions may not actually reduce the
waste but rather shift it around. While this may be beneficial,
it does not necessarily address the larger environmental
problem, though it may minimize its short term affects.
Ultimately most waste produced will enter the waste stream,
therefore to be environmentally responsible organizations
should attempt to minimize their waste, rather than find
"appropriate" uses for it.

Green Marketing Strategies

Marketing literature on greening products/firms builds on both
the societal and social marketing research. Societal marketing
implies that organizations (governments, businesses and
nonprofits) need to determine the needs of target markets and
to deliver the desired satisfactions in a way that enhances the
consumer’s and the society’s well being. Social marketing
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focuses on designing and implementing programs that
increase the acceptability of a social idea, cause, or practice
in (a) target group(s) (Kotler, 1994). Traditionally, marketers
focus on individual needs for designing/marketing products to
best serve these needs. This approach is predicated on two
assumptions. First, individuals are motivated by the promise
that products will satisfy their needs at outlays acceptable to
them. Second, individual actions do not have significant
externalities (the divergence between public and private
costs/benefits), positive or negative. The presence of
externalities often instigates actions from the nonmarket
environment, mainly in the form of governmental regulations
(Prakash, 2002). Unlike traditional marketers, social and
societal marketers seek to persuade consumers to alter their
behaviors that have significant externalities. However, these
behavioral modifications may not directly/sufficiently benefit
consumers or the benefits may also be nonexcludable. In
addition, social marketing literature suggests that consumers’
incentives may be eroded if they believe that their actions
alone may not enhance the community’s welfare (Weiner and
Doescher, 1991). Thus, the challenges for social/societal
marketers are complex.

SOME CASE STUDIES

EXAMPLE 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: The State Bank of India
became the first Indian bank to harness wind energy through a
15-megawatt wind farm developed by Suzlon Energy. The
wind farm located in Coimbatore uses 10 Suzlon wind
turbines, each with a capacity of 1.5 MW. The 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. The 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.

EXAMPLE 2: Lead Free Paints from Kansai Nerolac

Kansai Nerolac Paints Ltd. has always been committed to the
welfare of society and environment and as a responsible
corporate has always taken initiatives in the areas of health,
education, community development and environment
preservation. Kansai Nerolac has worked on removing
hazardous heavy metals from their paints. The hazardous
heavy metals like lead, mercury, chromium, arsenic and
antimony can have adverse effects on humans. Lead in paints
especially poses danger to human health where it can cause
damage to Central Nervous System, kidney and reproductive

system. Children are more prone to lead poisoning leading to
lower intelligence levels and memory loss.

EXAMPLE 3:
Initiatives

Indian OQil's Green Agenda Green

* Indian Oil is fully geared to meet the target of reaching
EURO-III compliant fuels to all parts of the country by the
year 2010; major cities will upgrade to Euro-IV compliant
fuels by that time.

e Indian Oil has invested about Rs. 7,000 crore so far in
green fuel projects at its refineries; ongoing projects
account for a further Rs. 5,000 crore.

*  Motor Spirit Quality Improvement Unit commissioned at
Mathura Refinery; similar units are coming up at three
more refineries.

» Diesel quality improvement facilities in place at all seven
Indian Oil refineries, several more green fuel projects are
under implementation or on the anvil.

* The R&D Centre of Indian Oil is engaged in the
formulations of eco-friendly biodegradable lube
formulations.

* The Centre has been certified under ISO-14000:1996 for
environment management systems.

Present Trends in Green Marketing in India

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 (Mishra and Sharma,
2010). 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:

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

* 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:

* Reduce production of harmful goods or by products.

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

* 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 Behavior. 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:
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* A Firm develops a technology for reducing waste and sells
it to other firms.
* A waste recycling or removal industry develops.

The 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 future? 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 marketing myopia by following
some important principles. Three important principles are
presented by Mishra and Sharma (Mishra and Sharma, 2010).

Consumer value positioning

* Design environmental products to perform as well as (or
better than) alternatives.

* Promote and deliver the consumer desired value of
environmental 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
environmental 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
internet communication network with compelling,
interesting and  entertaining  information  about
environmental products.

Conclusion

Green Marketing is the need of the hour. Many changes in the
world of business have to be brought about for Green
Marketing. All the nations will have to make strict rules
because Green Marketing is important for all as it is essential
to save world from pollution. 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. Recycling of paper, metals,
plastics, etc., in a safe and environmentally harmless manner
should become much more systematized and universal. Gone
are the days when safeguarding was a role only of the

Government and its legislations. Now that perception is
changing worldwide. Now it is being observed worldwide that
consumers are becoming more aware and willing to act on
environmental concerns. There is a major change in consumer
preferences, choices of products and life styles. They prefer
environment friendly products over others and most of the
times are ready to pay premium price for such green products.
As a result of this change in consumer behavior even the
industry is forced to come up with Green products. Since the
inception of the concept of Green marketing it has emerged as
a tool for protecting the environment for the future generation.
As the consumer is getting concerned about his environment,
there is a growing concern of environmental protection, and
there is an emergence of a new market called - the green
market. The companies are making major efforts to survive
and capture this new market by going green in all aspect of
their businesses. Consumers want to be seen with such
companies that are green compliant. This has seen green
marketing not just remain an environmental protection tool but
has also seen it become a marketing strategy. There is no
doubt that in the days to come, it will become a way of life for
most businesses, which will go a long way in making our lives
and this planet sustainable.

REFERENCES

Baumann, H., Boons, F., Bragd, A. 2002. Mapping the green
product development field: engineering, policy and
business perspectives. Journal of Cleaner Production, Vol.
10 pp.409-25.

Bolton, R.N. 1998. A dynamic model of the duration of the
customer's relationship with a continuous service provider:
the role of satisfaction, Marketing Science., Vol. 17 No.1,
pp.45-65.

Cadotte, Ernest R., Robert B. Woodruff and Roger L.J. 1987.
Expectations and Norms in Models of Consumer
Satisfaction, Journal of Marketing Research., 24 (August),
305-314.

Churchill, Gilbert A. Jr. and Carol S. 1982. An Investigation
into the Determinants of Customer Satisfaction. Journal of
Marketing Research,. 19 (November), 491 -504.

Cope, D., Winward, J. 1991. Information failures in green
consumerism. Consumer Policy Review., Vol. 1 No.2,
pp.83-6.

Cronin, J.J., Brady, M.K., Hult, T.M.G. 2000. Assessing the
effects of quality, value, and customer satisfaction on
consumer behavioral intentions in service encounters.
Journal of Retailing., Vol. 76 No.2, pp.193-218.

Debets, Felix M.H. 1989. Health and Environmental Safety
Aspects of DME as an Aerosol Propellant. Aerosol Age.,
34 (12): 39-42.

Hines, J.M., Hungerford, H.R., Tomera, A.N. 1987. Analysis
and synthesis of research on responsible environmental
behavior: a meta-analysis, Journal of Environmental
Education., Vol. 18 pp.1-8.

Hopfenbeck, W. 1993. Direccion y Marketing Ecologicos,
Ediciones Deusto, Madrid.

Ingram, C. Denise and Patrick, B., Durst. 1989. Nature-
Oriented Tour Operators: Travel to Developing Countries.
Journal of Travel Research, 28 (2): 11-18.

Kinnear, T.C., Taylor, J.R., Ahmed, S.A. 1974.Ecologically
concerned consumers: who are they? Journal of
Marketing., Vol. 38 No. April, pp.20-4.



1764 Satish A. Bhalerao, Green marketing: a new marketing strategy for environmentally compatible products

Kotler P. 1994. Marketing Management: Analysis, Planning,
Implementation and Control 8th edn. Prentice-Hall:
Englewood Cliffs, NJ.

Lawrence, Jennifer. 1991. The Green Revolution: Mobil.
Advertising Age., 62 (5): 12-13.

May, V. 1991. Tourism, Environment and Development:
Values, Sustainability and Stewardship. Tourism
Management., 12 (2): 112-118.

Menon, A., Menon, A. 1997. Enviropreneurial marketing
strategy: the emergence of corporate environmentalism as
market strategy. Journal of Marketing., Vol. 61 No.
January, pp.51-67.

Mishra, P. and Sharma, P. 2010. Green Marketing in India:
Emerging Opportunities and Challenges. Journal of
Engineering, Science and Management., Vol. 3: 9-14.

Ottman, J. 1998. Green Marketing: Opportunity for
Innovation, 2nd ed., NTC/Contemporary Books,
Lincolnwood, IL.

Page, N., Eddy, C. 1999. The correlation between service
quality, satisfaction and loyalty, Australian & New
Zealand Marketing Academy Conference, University of
New South Wales School of Marketing, Sydney.

Pickett, G.M., Kangun, N., Grove, S.J. 1995. An examination
of the conserving consumer: implications for public policy
formation in promoting conservation behavior, in
Polonsky, M.J., Mintu-Wimsatt, A.T. (Eds).
Environmental Marketing: Strategies, Practice, Theory,
and Research. The Haworth Press, New York, NY., pp.77-
99.

Polonsky, M., Ottman, J. 1998. Exploratory examination of
whether marketers include stakeholders in the green new
product development process. Journal of Cleaner
Production., Vol. 6 No.3, pp.269-75.

Polonsky, Michael, J. 1994. A Stakeholder Theory Approach
to Designing Environmental Marketing Strategy.
Unpublished Working Paper.

Polonsky, Michael, J. 1994. An Introduction to Green
Marketing. Electronic Green Journal., 1 (2): 1-10.

Prakash A. 2002. Green Marketing, Public Policy and
Managerial Strategies. Business Strategy and the
Environment., 11, 285-297.

Schlossberg, Howard. 1993. Effect of FTC Green Guidelines
Still Doubtful for Some Marketers. Marketing News., 27:
1, 6.

Singh, P.B. and Pandey, K.K. 2012. Green Marketing: Policies
and Practices for Sustainable Development. Integral
Review — A Journal of Management., 5 (1): 22-30.

Stanton, William, J. and Charles, F. 1987. Fundamentals of
Marketing. 8th edition. New York: McGraw-Hill Book
Company.

Stone, G., Barnes, J.H., Montgomery, C. 1995. Ecoscale: a
scale for the measurement of environmentally responsible
consumers. Psychology & Marketing., Vol. 12 No.7,
pp-595-612.

Swenson, M.R., Wells, W.D. 1997. Useful correlates of pro-
environmental behavior in Goldberg, M.E., Fishbein, M.,
Middlestadt, S.E. (Eds). Social Marketing, Theoretical and
Practical Perspectives, Lawrence Erlbaum, Mahwah, NJ,.
pp.91-109.

Traylor, M. 1981. Product involvement and brand
commitment. Journal of Advertising Research., Vol. 21
pp.51-6.

Troumbis, A.Y. 1991. Environmental Labelling on Services:
The Case of Tourism., Ekistics (348/349): 167-173.

Weiner JL, Doescher. 1991. A framework for promoting
cooperation. Journal of Marketing., 55: 387.

Yazdanifard R. and Mercy I.E. 2011. The impact of Green
Marketing on Customer satisfaction and Environmental
safety.  International  Conference on  Computer
Communication and Management. Proc. of CSIT, Vol. 5.

Yi, Youjae. 1990. A Critical Review of Consumer
Satisfaction, in Review of Marketing. Valerie A. Zeithaml,
ed., Chicago: American Marketing Association., 68-123.

skokskoskosk kook



