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ABSTRACT

Green marketing is a new phenomenon which has developed in the global market and has become an important concept
in India and other countries. During recent times consumers prefer more environmental friendly products over
traditional products and their opinion and preferences has been changed towards the green products because of
environmental issues. Green marketing means production, promotion and distribution of products and services which
are environment friendly in nature and protect the environment from its degradation. Green marketing is a modern
concept and it is adopted by companies and business firms due to harmful effect on the environment. This research
paper explains the concept of green marketing, evolution of green marketing, green marketing mix, and challenges of
green marketing and also explains the companies who are adopting green strategy in the market and also explains the
factors which can influence the green marketing. This research paper is descriptive in nature and based on primary and
secondary sources.
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INTRODUCTION

In the modern world, environmental issues such as global warming, degradation of environment, misuse of natural
resources has been increased as a result consumers are preferring more eco-friendly products. Researchers and
Scientists investigate different ways to conserve the natural resources and protect the environment by utilizing
the minimum use of resources and marketing of eco-friendly products which has ultimately termed as “Green
Marketing”. Green Marketing came into existence in the late 1980s and 1990s. The American Marketing Association
(AMA) held the first workshop on “Ecological Marketing” in 1975. The first book on Green Marketing is published
with a title of “Ecological Marketing”. Traditional marketing is concerned only with the production of goods and
services and earn more profits for the companies, by ignoring the environmental issues. But now time has changed
customers are more demanding green products and their opinion about green products have been changed in a positive
way. Concept of traditional marketing is changed into green marketing. Green Marketing refers to the process of green
production of goods and services. Green marketing consists of eco-friendly activities. It includes many range of
activities such as product modification according to the environment, changes the production process into green
process, changes packaging into green packaging and changes advertising into green advertising. Some examples of
green products are- shade grown coffee beans, paper bags, reusable containers, energy efficient light bulbs and energy
efficient cars.

DEFINITION OF GREEN MARKETING

e American Marketing Association, “Green marketing is the marketing of products and services that are
environmental safe”

e Michael Jay Polonsky, “Green marketing consists of all activities designed to generate and facilities any exchanges
intended to satisfy human needs or wants such that the satisfaction of these needs and wants occurs with minimal
degradation impact on the natural environment”.

Green marketing works on certain principles which include the three principles for green marketing. First principle
explains that product should be safe for the environment, second principle explains that price of a product should be
affordable so that more customers can purchase products and third principle explains that marketing strategy used for
the production, promotion and distribution of goods should be environmental oriented. The companies are working on
the development of green products and green services. The important factors which can influence the green marketing
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are — individual income, savings, health benefits, willingness to pay for goods, sustainability, company strategies, and
price of goods and packaging of goods.

EVOLUTION OF GREEN MARKETING

Ecological marketing encourage industries and business firms to produce and promote goods and services which have
positive impact on the environment and develop new technology that helps to reduce environmental problems.
According to Peattie, the evolution of green marketing has been divided into three phases-

First phase was termed as, “Ecological” Green marketing which are concerned with the problems related to
environment and also provides the measures the solve these environmental issues.

Second phase was termed as, “Environmental” Green marketing which are concerned with the production of green
products which have positive impact on the environment and also take care of waste issues. This phase also includes
innovation of new technology to protect the environment from degradation.

Third phase was termed as, “Sustainable” Green marketing which came into existence in the 1980s and 1990s
which explains the proper utilisation of natural resources.

GREEN MARKETING MIX

A large number of researchers state that Green marketing has same components as marketing mix i.e. Green Product,
Green Price, Green Place and Green Promotion. According to Kotler and Keller marketing mix can be defined as,
“mixing and matching marketing activities to maximize their individual and collective efforts”.

NogokrwbdpE

Green Product- Companies identifies the needs and wants of the consumers and produce goods according to the
needs and wants of the customers. The green products have the following features-

Products with green labelling i.e. eco-labels

Products that can be recyclable

Products that are eco-friendly in nature

Products which uses less energy and have low price

Products with eco-friendly packaging that helps to reduce pollution

Products made up of optimum utilisation of resources

Products which are concerned of sustainability issues

Green Price- Price is an important factor for products as well as for customers because it decides the demand for
the products. Customers are willing to pay more prices for the goods only if they are getting green benefit from the
consumption of products. Green pricing should be decided that itshould increases productivity and also take care of
the people, planet and profit. Marketers should fix the price of green products according to the income of the
customers and according to the demand of green products. Green price should be fixing in such a way that more
customers can afford it and companies can earn more profit.

Green Place- Place is also important factor to be considered because some people are not willing to travel just to
buy products. To attract consumers place selection is important where distribution of green products is an important
task. Green place is about managing logistics to cut down transportation emission and aims to reduce carbon
footprint. Green products should be made easily available in the global market so that customers can easily buy the
products.

Green Promotion- Green promotion involves tools of promotion such as advertising, public relations, direct
marketing, sales promotion and site promations, marketing materials, videos and packaging of products. Traditional
advertising are now replaced by green advertising. Many companies are promoting their products and services by
using internet advertising. Internet, Web Based Marketing and Web Based advertising are important tools used by
the companies for the promotion of goods and services. Many researchers have claimed for 7Ps of Green marketing
which includes green process, green people and green physical evidence. Other external P’s of green marketing are-
paying customers, providers, politicians, pressure group, problems, prediction and partners.

FOUR SERVICE OF GREEN MARKETING

Satisfaction of customer needs and wants

Safety of products and production for consumers, society, workers and for the environment
Social acceptability of a product, its production and other activities of the company
Sustainability of the product, their production process and other activities of the company

STAGES OF DEVELOPMENT OF GREEN PRODUCT
Development of green product goes through four stages like normal product do.
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First stage Development Stage

During first stage, main objective of a company is to collect raw material, components
parts. Here the manufacturers are encouraged to check for environmental programs of
suppliers, minimal packaging of inputs and using the raw material which can be
easily recycled.

Second stage Production Stage

This stage is focused on encouraging manufacturing companies to reduce waste,
emission and toxic and also encourage manufacturers to conserve the resources and

find alternative
sources of energy.

Third Stage Consumption Stage This stage is  focusing on  minimisation of  packaging,
conservation of energy and also focused on the reduction of
waste in the environment.

and recycling of a product.

Fourth StageFinal Stage It is the final stage of the development of a green product. Itfocused on the reuse

BENEFITS OF GREEN MARKETING

e  Green marketing increases the competition in the environment and sustained long term growth with
sustainability development

e  Green marketing saves time and money in the long term.

e  Green marketing manufacturers and provide goods to the customers which are eco-friendly in natureand do not
degrade the environment.

e  Green marketing helps in the better utilisation of resources and save the resources for futuregeneration.

e  Green marketing helps in the saving of energy, reduce use of natural resources and also reducescarbon
footprint

e  Green marketing recycles the products into a new product which can be use in future into anotherform.
e  Green marketing reduce the negative impact on the environment

e  Green marketing helps in the implementation of new innovation and technology according to theenvironment.
e  Green marketing also to builds the reputation of a companies and enjoy the goodwill

Obijectives :

e To determine the factors affecting Green Marketing.
e To determine the stages of development of Green Marketing

Research Methodology

The research design chosen is descriptive in nature. The research was conducted among the consumers in Z square Mall
, South Ex Mall, Rave Moti in Kanpur . So, the sampling here chosen is convenience sampling. Both primary and
secondary data was used. For collecting primary data, questionnaire was circulated among 200 consumers. Secondary
data was collected using previous researches conducted, online journals, articles and websites on internet.

Data Analysis
Is Green Product a significant factor in affecting Green Marketing

Frequency Percent
Strongly agree 90 45
Agree 45 22.5
Neutral 15 7.5
Disagree 30 15
Strongly disagree 20 10
Frequencies
Statistics
Green Product affecting Green Marketing
Valid 200
Missing 0
Mean 3.7750
Median 4.0000
Mode 5.00
Skewness -.792
Std. Error of Skewness 172
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Whether Green Price affect Green Marketing?

Statistics
N Valid 199
Missing 1

Mean 3.8995

Median 4.0000

Mode 5.00

Skewness -.678

Std. Error of Skewness 172

Whether Green Price affect Green Marketing

[Frequency  [Percent \Valid Percent  |Cumulative
Percent
strongly disagree 7 3.5 3.5 3.5
disagree 20 10.0 10.1 13.6
. neutral 49 24.5 24.6 38.2

\Valid
agree 33 16.5 16.6 54.8
strongly agree 90 45.0 45.2 100.0
Total 199 99.5 100.0

Missing  System 1 .5

Total 200 100.0

Regression study to determine effect of Green Product and Green Price on Green Marketing
Variables Entered/Removed?

[Model  [Variables Variables Method
Entered Removed
1 Green _Product, Enter
Green Price
a. Dependent Variable: Green Marketing
b. All requested variables entered.
Model Summary
[Model  |R R Square  |Adjusted R|Std. Error of the
Square Estimate
1 7642 584 .580 .788

a. Predictors: (Constant), Green Product effect, green price effect

ANOVA?
IModel Sum of Squares  |df Mean Square F Sig.
Regression 170.863 2 85.432 137.465 .000°
1 Residual 121.810 196 .621
Total 292.673 198
a. Dependent Variable: Green Marketing
a. Predictors: (Constant), Green Product , Green Price effect
Coefficients?
[Model Unstandardized Coefficients Standardized t Sig.
Coefficients
Is Std. Error Beta
(Constant) 457 .206 2.217 .028
1 Green Product 322 .064 .315 5.065 .000
Green Price 519 .062 .516 8.310 .000

a. Dependent Variable: Green Marketing
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Chi-Square Tests

Value df Asymp. Sig. (2-
sided)
Pearson Chi-Square 288.222¢ (16 .000
Likelihood Ratio 219.837 16 .000
Linear-by-Linear Association |112.993 1 .000
N of Valid Cases 199

a. 10 cells (40.0%) have expected count less than 5. The minimum
expected count is 2.10.

Findings:

90% of respondents agreed that Green Product is decisive factor and affecting Green Marketing
Approximately 60% of respondents have opinion that Green Price can affect Green Marketing

CHALLENGES OF A GREEN MARKETING

Green marketing is a new concept and many consumers around the world are still not aware about the green
products, it is great challenge for the manufacturers to achieve green marketing successful.

There is no compulsory rules and regulations for the consumers to purchase the green products

Renewable resources and recyclable materials that are used in the production of a green product isexpensive in
nature

Green marketing requires a new technology which requires lot of investment for the research anddevelopment
Some customers are not aware about the green products and services so they purchase traditionalproducts over
green products.

Customers are not ready to pay premium prices for the green products because products are expensiveand everyone
can’t afford it.

It is difficult to convince the customers to purchase green products.

REASONS FOR THE ADOPTION OF GREEN STRATEGY BY FIRMS

Customers are now demanding more green products over traditional products because of environment issues.
Companies see it like an opportunity to adopt green marketing and market new kinds of products and earn more
profits.

Many firms have started mixing environment issues with the business firm’s culture. So companies behave in an
eco-friendly nature to achieve both profit and achieved environmental objectives. Firms announce their
environmental strategy and they commit their action towards sustainable environment.

Governments of different countries established different rules and regulations to protect both the consumer and
environment. Government established guide lines to control green marketing claims by firms and ensure the
consumers to have right information about green products.

Green marketing increases competition pressure in the global market due to which many companies started adopting
green strategy to survive in the market. Green strategy increases profits and goodwillfor the company.

Customers have changed their opinion towards green products and start demanding more green products as a result
business firms and companies started practicing green strategy.

COMMON GREEN MARKETING CLAIMS BY FIRMS

VOC Free- VOC stands for Volatile organic compounds. VOC usually found in paints, floor polishing, household
cleaning products, charcoal lighter fluid and some hair styling products. VOC emitted gases which are negative for
the environment and health of the people.

Free from harmful chemicals- Companies claims that their products are green in nature and free from any harmful
chemicals and do not have negative impact on the health of the users.

Non-Toxic- Marketers states that their products are non-toxic in nature and it is safe for both humans and
environment.

Ozone Friendly- The ozone layer in the atmosphere prevents harmful radiation from the sun from reaching the
earth. Company states that their products are ozone free and their products do not harm the upper ozone layer and
the air at ground level.
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e Biodegradable- Company claims that their products are easily biodegradable in nature and do not pollute the
environment and does not cause harm to animals and people.

e Recyclable products- business firms claims that their products are easily recyclable in nature and can be used in
another form and used for further manufacturing of products.

e Carbon Offset Claims- companies can make claims to take action in reducing greenhouses gases inthe environment
like planting of more trees, using green technology which is safe for the environment and reduce carbon footprint.

e Renewable resources- many companies claims to use more renewable resources in place of non- renewable
resources and promote sustainable development by conserving the natural resources or using it in a proper way.

TYPES OF GREEN MARKETING STRATEGIES

Green strategy helps to take decisions and transform business strategies into green strategies to improve the quality of
the environment. Green strategy helps to define the goals, mission and vision of a company according to the
environment and their top priorities is to provide green goods and services in the global market place. There are
different green strategies which are explain below-

e Green Design- First green marketing strategies is to design their product and services into green fromthe beginning.
Companies have to change their production process into green process and advertising into green advertising. Green
designing is the production of products that are eco-friendly in nature and uses less energy, flexible in nature and
designed for longer use and fulfil the condition of reuse, reduce and recycle.

e Green Positioning- Green positioning builds brand positioning by providing information about the products. Eco-
friendly products will not be successful if they are not communicated properly to the customers. Green positioning is
of two types i.e. functional positioning and emotional positioning which are related to customer preferences of a
product.

e Green Pricing- Green pricing is important strategy for the green marketing because cost of production and demand
of a product depends upon green pricing. Green pricing should be fixed in such a way that customers can purchase
green products and allows customers to take participate in thesustainability of an environment.

e Green Packaging- Green packaging attracts the customers to purchase the products. Green packaging is done by
using raw materials and manufacturing methods that are eco-friendly in nature and has low impact on the energy
consumption and on the environment. Companies should use bio- degradable packaging and provides customers
with a symbol of the company claiming that companiesare adopting green strategy. For example- use paper bags for
packaging in place of plastic bags.

e Green Disposal- Green disposal considered every step of product life cycle from production to disposal. Green
disposal is the recycling of products into new products and can be used in another form or used in manufacturing of
other products. Green disposal reduces emissions of harmful materials and reduces pollution in the environment.

CONCLUSION

Green marketing is an instrument for protecting the environment for future generation by conserving the natural
resources and use alternative sources of energy for production of goods and services. Green marketing is not an easy
concept to be performed by any companies and business firms. Business firms and companies implement rules and
regulations to achieve the goals of green marketing strategy and earn more profits. Evolution of green marketing is still
in early stage in the market. Green marketing may not be achieved in the short run, but in the long run it will have a
positive impact on the environment as well as on business firms and society. With the increase in environmental issues
such as degradation of environment, misuse of resources, global warming and climate change etc. It becomes necessary
for the company to adopt green lifestyle for the benefit of the society. Green marketing fulfil the condition of 3Rs-
reduce, reuse and recycle. Customers are ready to pay premium price for green products and green services. There is a
need for adoption of green marketing because attitude and preferences of customers have been changed towards green
products and customers are more demanding green products. Final consumers and industries have the ability to
pressurize organizations to practice green strategy and mix environment into their corporate culture to minimize
negative impact on the environment.
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