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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.  Green marketing 

is a phenomenon which has developed particular important in the modern market. This 

concept has enabled for the re-marketing and packaging of existing products which already 

adhere to such guidelines. 

The paper describes the current Scenario of Indian market and explores innovations in Green 

Marketing businesses. 
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1. Introduction 

Innovation leads to a process of change in organizations 

and its market offerings, and is a key weapon that marketing 

strategists use to win customers and markets, through the 

development of sustainable competitive advantage. The green 

movement has been expanding rapidly in the world. With 

regards to this, consumers are taking responsibility and doing 

the right things. Consumer awareness and motivation continue 

to drive change in the marketplace, notably through the 

introduction of more eco -friendly products. Compared to 

consumers in the developed countries, the Indian consumer 

has much less awareness of global warming issues. 

Successful marketing has always been about recognising 

trends and positioning products, services and brand in a 

manner that supports buyer intentions. Today, "Green" 

marketing has moved from a trend to a way of doing business 

and businesses that sell should recognise (a) the value of 

going green and (b) incorporating this message into their 

marketing program and communicating the green concept to 

their consumers. Green is slowly and steadily becoming the 

symbolic colour of eco-consciousness in India. The growing 

consumer awareness about the origin of products and the 

concern over impending global environmental crisis there are 

increasing the opportunities to marketers to convince 

consumers. In the modern era of globalization, it has become a 

challenge to keep the customers as well as consumers in fold 

and even keep our natural environment safe and that is the 

biggest need of the time. Consumers are also aware of the 

environmental issues like; global warming and the impact of 

environmental pollution. As a result of this, green marketing 

has emerged which speaks for the growing market for 

sustainable and socially responsible products and services. 

Now this has become new mantra for marketers to satisfy the 

needs of consumers and earn better profits. 

 

2. Evolution of Green Marketing 

Green marketing term was first discussed in a seminar on 

―Ecological Marketing‖ 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 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. According to Peattie 

(2001), the evolution of green marketing has three phases.  

They are as follows: 

 

1. Ecological green marketing. 

2. Environmental green marketing. 

3. Sustainable green marketing. 

 

3. Methodology 

The present study is exploratory in nature to provide a 

clear guidance for empirical research. It is also descriptive 

where the focus is on fact finding investigation with adequate 

interpretation. For this purpose, secondary data were collected. 

The secondary data were collected through newspapers, 

magazines, books, journals, conference proceedings, 

Government reports and websites. 

 

4. Review Of Literature 

Prothero, A. (1998) introduces several papers discussed in 

the July 1998 issue of 'Journal of Marketing Management' 

focusing on green marketing. This includes; a citation of the 

need to review existing literature on green marketing, an 

empirical study of United States and Australian marketing 

managers, a description of what a green alliance look like in 

practice in Great Britain, ecotourism and definitions of green 

marketing. 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 
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bear the costs associated with it. Prothero, A. & Fitchett, J.A. 

(2000) argue that greater ecological enlightenment can be 

secured through capitalism by using 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. 

Kilbourne, W.E. (1998) discusses the failure of green marketing 

to move beyond the limitations of the prevailing paradigm. The 

author identifies areas that must be examined for their effect in 

the marketing/environment relationship, namely economic, 

political and technological dimensions of the cultural frame of 

reference 

 

Karna, J., Hansen, E. &Juslin, H. (2003) interpret that 

proactive marketers are the most genuine group in 

implementing environmental marketing voluntarily and seeking 

competitive advantage through environmental friendliness. The 

results also give evidence that green values, environmental 

marketing strategies, structures and functions are logically 

connected to each other as hypothesized according to the 

model of environmental marketing used to guide this study. 

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 behaviour referring to the "green" claims, which was the 

main cause behind the consuming failure to interpret their 

concerns beyond the environment in their behavior. Alsmadi 

(2007) investigating the environmental behaviour of Jordanian 

consumers reveals a high level of environmental conscience. 

Unfortunately however this positive tendency and preference in 

the "green" products does not appear to have any effect on the 

final decision, obviously because these consumers have a 

stronger faith in the traditional products and a small confidence 

in the green statements. The above obstacles are further 

strengthened by the lack of environmental conscience by a lot 

of enterprises and the existence of a large scale of prices for 

the same product, many of which included an impetuous 

estimate of environmental responsibility. The same 

phenomenon has been presented in other researches too 

(Ottman, 2004; Donaldson, 2005; Cleveland et al, 2005). 

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. 

 

5. Objectives of the study: 

 To study importance of green product 

 Identify golden rule of green product 

 To Analyse the parameters of green products. 

 To offer suggestion sustainable development 

 

6. Golden Rules of Green Product Know Your Customer: 

Make sure that the customer is aware of and concerned 

about the issues that our product attempts to new innovative 

and satisfy their needs and wants based on the environmental 

balancing products consumption. Being genuine and 

transparent The business policies are consistent with whatever 

you are doing that‟s environmentally friendly business to 

establish the kind of environmental credential that will allow a 

green marketing campaign to succeed. 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 in the 

name of the environment.  Giving your customers an 

opportunity to participate: Means personalizing the benefits of 

your environmentally friendly action, normally through letting 

the customer take part in positive environmental action. 

 

Companies 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 environment impact in their 

own lives too.  

 

7. Parameters of Green Product and its Marketing: 

Many global players in diverse business are now 

successfully implementing green product marketing practices. 

We have 4 P‟s called product, price, place and promotion in 

marketing. Companies which embark on green marketing 

should adopt the following principles in their path towards in 

green 

 Adopt virgin green technology process so as to 

reduce environmental impact. *Establish a 

management and control system that will lead to the 

adherence of stringent environmental safety norms.  

 

 Using more environment friendly raw materials at the 

production stage itself. *Exploring possibility of recycle 

of the used products, so that it can be used to offer 

similar other benefits with less wages. 

 

8. List of Green Product Lead Countries: 

Rank Country Gold Silver Bronze Medals 

1 Germany 3 0 0 3 

2 India 1 2 1 4 

3 Denmark 1 1 0 2 

4 USA 0 1 2 3 

5 Australia 1 0 0 1 

5 China 1 0 0 1 

5 
Falkland 

Island 
1 0 1 1 

5 Finland 1 0 0 1 

5 Japan 1 0 0 1 

5 Portugal 1 0 0 1 

5 Uruguay 1 0 0 1 
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Source: Journal of social and development science Institute of Social and cultural Anthropology University of Oxford 

 

 

9. Suggestions  

 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 

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 certification.  

 

10. Conclusion 

Green marketing is a tool for protecting the environment 

for future generation. It is not going to be an easy concept. The 

firm has to plan and then carry out research to find out how 

feasible it is going to be. Green marketing has to evolve since it 

is still at its infancy stage. Adoption of Green marketing may 

not be easy in the short run, but in the long run it will definitely 

have a positive impact on the firm. Green Marketing is still in 

the stage of childhood in the Indian companies. Lots of 

opportunities are available. 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 rules 

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. Indian market Customers too are ready 

to pay premium price for green products. One thing that is 

being reiterated is that the current consumption levels are too 

high and are unsustainable. Therefore there is a need for green 

marketing and a need for a shift in the consumer„s behaviour 

and attitude towards more environment friendly life styles. 

Ultimately green marketing requires that consumers want a 

cleaner environment and are willing to pay for it, possibly 

through higher priced goods, modified individual lifestyles, or 

even governmental intervention. Until this occurs it will be 

difficult for firms alone to lead the green marketing revolution. 

An environmental committed organization may not only 

produce goods that have reduced their detrimental impact on 

the environment, they may also be able to pressure their 

suppliers to behave in a more environmentally responsible 

fashion. Final consumers and industrial buyers also have the 

ability to pressure organizations to integrate the environment 

into their corporate culture and thus ensure all organizations 

minimize the detrimental environmental impact of their 

activities.
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