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Abstract

Protection of the environment is an issue of key concern which has permeated into all spheres of life. Consumers are increasingly becoming
concerned about the environment and various issues related to it at the global level. This change has encouraged a couple of organizations
and has also compelled many organizations to respond with 'environmentally' friendly products. Green marketing is perceived as an
opportunity by many organizations to achieve their long term goals. Green marketing incorporates a broad range of activities, including
product modifications, changes to the production processes, packaging changes, as well as modifying advertising. This paper attempts to
examine the concept of green marketing, the various challenges and opportunities associated with it, as well as study the various initiatives
taken in the Indian context by various organizations as well as by the Government. The discussion reveals that green marketing is gaining
importance in India for various issues concerning sustainable development.
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he past decades have witnessed large scale industrialization that resulted in rapid economic growth and

increasing consumption all over the world. This in turn has resulted in deterioration of the environment due to

exploitation of natural resources. The exploitation of natural resources due to fast paced industrialization
causes pollution, global warming, desertification, acid rain, and so forth, which has a negative impact on human health
and welfare. Grunert (1993) reported that 40% of the environmental degradation has been brought about by the
consumption activities of private households. Considering the importance of the environment, consumers around the
globe started showing concern for environmental protection and started avoiding the products that are harmful for the
environment.

Awareness of the destruction of natural resources has raised the issue of environmental protection, which in turn has
created eco-friendly consumption called “green consumerism” (Moisander, 2007). Marketers responded to the
growing environmental consciousness of consumers by adopting green practices and developing environment-
friendly products. Today, governments, organizations, as well as the general public are concerned about the
environment and are taking initiatives at their own level. Various governments have implemented environmental laws
for environment protection and are also providing subsidies on green/ environment-friendly products. Organizations
are also adopting green practices for the concern of the environment as well as to match with the legal framework of
environmental regulation.

Objectives of the Study

The objective of the present study is to consider the concept of green marketing, as well as examine the various
opportunities and challenges related to the same in the Indian context. In addition, the paper also examines the
initiatives taken by the Indian Government and various organizations for implementation green marketing.

Green Marketing: Definition of the Concept
The term ecological marketing/green marketing got attention and importance in the late 1980s and early 1990s. This
happened because of the first ever workshop organized on ecological marketing in 1975 by the American Marketing
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Association (AMA) in Texas, USA. The proceedings of the workshop resulted in one of the first books on green
marketing titled Ecological Marketing. After that, various definitions of green marketing have been proposed by the
researchers. According to the American Marketing Association (AMA) "Green Marketing is the marketing of
products that are presumed to be environmentally safe". Polonsky (1994) said that green marketing consists of all
activities designed to generate and facilitate any exchange intended to satisfy human needs and wants such that
satisfaction of those needs and wants occurs with minimal detrimental impact on the environment.

According to Pride and Ferrel (1993), green marketing, 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. According to Xiao-di and Tie-Jun (2000), green marketing includes a whole set of
ideas, methods, and processes for realizing marketing goals of enterprises. The driving force behind green marketing is
the market demand with 'green consumption' at its core, and the objective is spontaneously protecting the environment
and efficiently using resources by enterprises. This would be achieved by designing, fabricating, packaging, selling,
and recycling of green products. Peattie (1995, p. 309) defined green marketing as "the holistic management process
responsible for identifying, anticipating, and satisfying the need of customers and society, in a profitable and
sustainable way".

Green Marketing: Evolution of the Concept

Green Marketing has evolved through three phases as described by Peattie (2001). The initial phase was mainly about
dealing with those products and industries having a direct impact (negative) on the environment and now, green
marketing has entered its third phase which advocates sustainability, that is talking about how can our environment
remain diverse and productive over time.

L The First Phase - 'Ecological' Green Marketing : This phase mainly focused on specific 'environment problems'
such as air pollution, oil spills, and synthetic DDT (dichloro-diphenyl-trichloroethane) and providing solution to these
environmental problems. The main focus of the first phase of green marketing was on those industries and products
that have a direct impact on the environment (such as oil, mining, chemical industries, etc.).

L The Second Phase - 'Environmental' Green Marketing : This phase involves the use of clean technology for
designing innovative (new) products or production systems, which eliminates waste and pollution at the design stage.
This phase focused on products which are generally used in homes (such as cleaning goods, white goods, carpets,
paper, etc.) along with services such as banking and tourism.

% The Third Phase - 'Sustainable' Green Marketing : The marketing discipline is beginning to address green
marketing, not just in term of reducing environment damage, but in pursuit of sustainability. Companies like IBM and
McDonalds have used their bulk purchasing power to enforce their back supplier to improve their eco-performance at
their own level and back it up with green audits.

It can be proposed that green marketing is not just simply about green packaging and marketing green products, but
it is a holistic marketing concept which involves environment friendly/green practices in an organization at all levels,
from backward suppliers to forward retailers, and ensuring the same at all intermediary stages such as the production,
designing, marketing, and selling.

Green Marketing : Rules for Success
Inan article, Ottman (2008) described the five simple rules of green marketing which the marketers should consider for
the success of their green products:

& Knowingthe Customer : To sell green products to the consumers, the marketers must make sure that the consumers
are aware and are concerned about the issues which the marketers are attempting to address (For e.g., consumers would
not pay premium prices for the CFC- free refrigerators until they did not know what CFC actually is and its impact on
the environment). Hence, if the consumers are not aware about the issue, the need to be informed about the issue first.

& Empower Consumers: Make sure the consumers feel that their buying behavior can make a difference; this is one
of'the main reasons why consumers buy green products.
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% Be Genuine and Transparent : Marketers should be genuine and transparent about the specific environment
friendly/green claims they make about their products and services. No false claims should be made about products and
services.

% Buyer Assurance : Consumers need to believe that products which are being claimed as green products by the
marketers must be able to meet the needs of customers along with environmental benefits. Products and services
claiming environmental benefits without meeting the customers' expectations may lead to failure.

& Consider your Pricing : While charging premium prices for green products and services, the marketers need to
make sure that consumers can afford the premium prices charged by them. The consumers need to feel that paying that
much of a premium is worthy, as price is an important concern for consumers.

Green Marketing : Opportunities
The following reasons may be cited as opportunities by the firms for adopting environment friendly practices/green
marketing in their organizations :

U Competitive Advantage: Environmental technology can be used to gain competitive advantage (Shrivastava,
1995). Adopting green practices by organizations will help an organization to take strategic advantage over its
competitors in the industry. If an organization is offering products and services that are able to meet the needs and
wants of consumers along with environmental benefits, that will create a point of difference (unique selling
proposition) in the consumers' mind. This point of difference will force the consumers to go for that particular product
and service. Achieving competitive advantage strengthens an organization's position better within the business
environment, and further, it will create competitive pressure over other organizations in the industry to adopt the green
practices. Green marketing provides a 'win-win' situation for organizations.

% Increasing the Consumer Base : Various studies in the Indian context on green marketing show that nowadays,
most of the consumers are aware and are concerned about environment-related issues (Ishwini & Datta, 2011;
Mannarswamy, 2010; Paranjape, Bhakare, & Mathur, 2012), and are willing to purchase eco-friendly products/green
products (Vernekar & Wadhwa, 2011). Thakar, Joshi, and Chitale (2009) conducted a study in Indore, Madhya Pradesh
and found that consumers are aware about green marketing and products. This shows that for green products, the
consumer base is increasing with time. This increasing consumer base will provide marketers a large segment to target,
and it will also reduce the cost per unit that will benefit organizations. So, in this way, increasing the consumer base will
act as an opportunity for organizations as well as for customers. The customers will be benefited in term of reduced
price, and organizations will be benefited in terms of profit and large market share.

U Meeting with Government Legislation as well as Receiving Subsidies from the Government : As we know,
environment degradation has become a major issue for the world, and has become the sensitive part of decision making
for all governments across the globe. The governments all over the globe are pressurizing organizations and industries
to implement clean technologies as well as green practices/environment friendly practices. For example, the Delhi
Government has banned the use of plastic bags, the Supreme Court of India has banned the use of plastic sachets of
gutka and pan masala. Using environment friendly practices by an organization will help the organization to meet the
legal framework of environmental protection without forceful implementation.

The Government is also providing subsidies to industries for implementing green and clean technology, and is also
providing subsidies to consumers for green purchasing. For example, the Government of Andhra Pradesh is providing
25% subsidy to medium and large enterprises for using specific cleaner production measures as quoted in their New
Industrial Policy (Government of Andhra Pradesh : New Industrial Policy of Andhra Pradesh 2010 - 2015, 2010). The
Ministry of New and Renewable Energy provides a subsidy of 20% on the ex-factory price or ¥ 100,000 on purchase of
an electric car under the scheme of the Central Government. The Government of NCT-Delhi started providing a
subsidy of 15% on the purchase of the Reva car in New Delhi. This subsidy ended on March31,2012.

% Cost Reduction : Reduction of harmful wastes from the manufacturing processes will cut down the cost of the final
product that will lead to cost reduction for the organization. Some companies have developed a symbiotic relationship
in which waste material/ by-products of one company are used as raw material by another company, otherwise

Indian Journal of Marketing « October 2013 27



disposing of waste material has become a great issue. For example, in the past, fly ash produced from coal combustion
was dispersed into the atmosphere, and this created environmental and health concerns, but now, it is used as raw
material for the cement and brick industries and by the construction companies.

L Corporate Social Responsibility : Adopting green practices/ environment-friendly practices by the organizations
will show their concern for the environment as well as for the society. Green marketing is now treated as a new
approach and means of corporate social responsibility (Chowdhary & Dasani, 2013; Sheikh, 2011). Organizations can
also use the fact that they are environmentally responsible as a marketing tool. This will help organizations to achieve
both environmental objectives as well as profit related objectives. The employees of the organizations will feel
satisfied for doing well for the society and for the environment, and this will be incorporated into the organization's
culture.

Green Marketing in India: Initiatives taken by the Government as well as by

Various Organizations
Considering the importance of the environment for human beings, the Indian Government as well as various
organizations are taking 'green initiatives' for the sake of environmental protection and sustainability.

Initiatives taken by Organizations:
Various initiatives have been taken by various organizations for adopting environment friendly practices/ green
practices, some of them are as follows :-

& HCL launched HCL ME 40, its range of eco-friendly notebooks. HCL claims that it is an eco-friendly notebook
free from polyvinyl chloride (PVC). Further, this product was given a five-star rating by the Bureau of Energy
Efficiency. They also meet REACH (REACH is the European Community Regulation on chemicals and their safe use)
standards and are 100% recyclable and toxin free (Rediff.com: Here are some of India's Leading 'Green' Companies,
2011).

% In 2007, Voltas (Tata Group) launched the 'Green' range of air-conditioners, following which it was made
mandatory by the government to have energy star ratings for electronic home appliances. Energy Star is a well known
international standard for energy efficient consumer products that originated in the United States (Rediff.com: Here
are some of India's Leading 'Green' Companies, 2011).

L Wipro also launched eco-friendly desktops which were introduced under the Wipro Green Ware initiative, with an
aim to cut down e-waste. The systems launched are toxin free and operate under a total recycling policy. Wipro has 17
e-waste collection centers in India where products are collected and recycled, and 12 Wipro campuses in the country
have been certified as green buildings (Rediff.com: Here are some of India's Leading 'Green' Companies, 2011).

& ACC recently launched its eco-friendly brand, 'Concrete+'. This brand uses fly ash (a hazardous industrial waste)
to help conserve natural resources as dumping of fly ash is a major environmental problem, thus making it an eco-
friendly product. The new product has been designed exclusively to ensure high durability (Rediff.com: Here are
some of India's Leading 'Green' Companies, 2011).

% MRF launched eco-friendly tubeless tyres MRF ZSLK, which are made from unique silica-based rubber
compounds and promises to offer fuel efficiency for vehicle owners (Rediff.com: Here are some of India's Leading
'Green' Companies, 2011).

& Pidilite has launched environment friendly synthetic resin adhesive named Fevicol AC Duct King Eco Fresh. It is
claimed to be the first eco-friendly adhesive of India and boasts of being an all-in-one adhesive. The company officials
say that this water-based adhesive spreads easily and smoothly at room temperature, without emitting any harmful
fumes and is suitable for residential as well as industrial projects (Rediff.com: Here are some of India's Leading 'Green'
Companies, 2011).

% Haier India took the green initiative by launching its 'Eco-Life' series electronic products aimed at designing smart
and environment friendly products that should fulfill environmental norms along with meeting customers' needs. The
range of electronic products the company is offering through this series includes refrigerators, all ranges of automatic
washing machines, split and window air conditioners, a wide range of water heaters and LED & LCD TVs
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(Rediff.com: Here are some of India's Leading 'Green' Companies, 2011).

% P&G India introduced compact detergents in India for Ariel and Tide using fewer raw materials and packaging
material, while ensuring superior consumer value. P& G India also redesigned the pump package of their beauty
product Olay, which reduces plastic consumption and is 25% lighter than the earlier packaging. Re-designing the pump
package has saved over 400 tonnes of packaging a year (the weight of a Boeing 747) (P&G,2013).

& SBIisusing eco and power friendly equipment which consumes less electricity in its new ATMs, which has helped
SBI to save power costs and earned it carbon credits. SBI opened its first green banking branch at Jotsoma Science
College in Kohimaunder the green banking initiative of State Bank of India (The Times of India, 2012).

Initiatives taken by the Government
The following are the initiatives taken by the Government of India :-

& The Reserve Bank of India has requested the Non Banking Financial Corporations (NBFCs) to take proactive steps
and initiatives to increase the use of electronic payment systems, and to gradually phase-out cheques and eliminate
post-dated cheques in their routine business transactions as a part of “Green Initiative” (Department of Financial
Services, Government of India : Green Initiative Master Circular, 2012).

& The Finance Minister announced ¥ 600 crore for green initiatives in the Union Budget, 2011 mainly for the
protection and regeneration of forests and for environmental management (iGovernment, 2011).

% The Government has set up various standards for environment protection such as energy efficiency standards for
appliances (refrigerators, air conditioners, tube lights, transformers, and other electrical appliances), energy
conservation building code (ECBC), and fuel efficiency/emission norms for vehicles (Ministry of Environment and
Forest, Government of India, 2010).

% The Ministry of Corporate Affairs (MCA), Government of India has taken a 'Green Initiative in the Corporate
Governance' vide its Circular Nos. 17/2011 dated 21.04.2011 and 18/2011 dated 29.04.2011 which enables the entity to
deliver all important documents to shareholders in the electronic form (i.e. to their e-mail address) that have been
registered with the depository participants, including the notice of extra ordinary general meeting, annual general
meeting, director's reports, audited financial statements, and so forth (Octane Research, 2013).

& In the Government's report of annual Indian economic survey 2011-2012, sustainable development and climate
change was introduced for the first time, where lower-carbon sustainable growth was proposed as a central element of
India's 12th five-year-plan (Patankar, 2012).

% According to an estimate, India spent approximately US$45 billion on green IT and sustainability initiatives in the
year 2012, and the figure may reach US$70 billion by 2015, fueled by the Government's push for greater adoption
(Yap,2012).

Green Marketingin India: Problems in Implementation
Implementation of green marketing may pose some challenges for an organization. Some of the challenges that the
firms may face are as follows:

L High Initial Cost : The cost of adopting green practices in organizations is very high at the initial level, so most of
the organizations, mainly small scale organizations, try to escape from adopting green practices because of their
concern for short run profits. However, adopting green practices in the long run ensures profitability as well as growth.
Based on their study conducted among small and medium scale manufacturers in Mumbai, Welling and Chavan (2010)
concluded that the 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. According to Lindner (2008), most of the eco-friendly improvements in
organizations do require some capital at the initial level, but this initial investment can also result in significant cost
savings in the future and drive revenues in the long run.

L Price Sensitive Consumers: From the consumers' point of view, green products are costly as consumers need to pay
premium prices for these products. Price is among one of the important attributes for which consumers are concerned
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while purchasing the products (Pillai, 2013). Asthe Indian market is price sensitive, so mostofthe consumers may not
be willing to pay extra, and those who are willing to pay extra are mostly up to a limit of 5-10% for green products
(Pandurangarao, Basha, & Satyakumar, 2011) or a marginal extra price for green products (green automobiles)
(Thakaretal.,2009). So, the marketer should keep this in mind while devising a pricing strategy for green products.

% Low Awareness Among Consumers About Eco-Mark : In 1991, voluntary labeling scheme 'Eco-Mark' was
introduced by the Ministry of Environment and Forest (MOEF), Government of India for certification of environment
friendly products by the Bureau of Indian Standards (BIS). However, the industries did not respond to this initiative,
and only a few companies took licenses from Eco-Mark, Bureau of Indian Standards. No initiative was taken by the
organizations to generate awareness among consumers, SO awareness among consumers about Eco-Mark is very low
(Dey, 2007).

% Green Washing or Green Sheen : Green washing or green sheen means making false environmental claims by the
marketers or organizations about their products and services. Most of the cases of green marketing are deceptively used
by marketers to promote the perception that an organization's aims and policies are environmentally friendly just to
increase profits or to gain political support. It creates a negative perception among people about these products and
services. For example, a documentary A World without Water emphasized on exploring the issue of water scarcity and
highlighted the water stressed areas in third-world countries. As an example, the team investigated a Coke factory that
pumps water from beneath the sands of Rajasthan to make cold drinks and packaged water. Since the factory started
working there, local wells and other water sources have run dry every year because Coke extracts 3 liters of water for
every liter of soft drinks it makes. However, Coke India claims to be involved in various activities such as recycling,
water stewardship, energy management, and climate protection through it sustainability report. Such claims may
create negative perception among consumers about environment friendly practices adopted by the organizations
(Mirza, 2012).

% Lack of Standardization: It was 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 (Mohansundaram, 2012). Hence, before making
any green claims about their products and services, the marketers need to authenticate the claim - how their product is
green, whether their packaging is eco-friendly, or whether the process used is eco-friendly. Consumers now are more
aware of green products and services, so before paying any premium for green products and services, they will look for
authentication, and false claims will lead negative perceptions about the organization as well as its green practices.

The concept of green marketing is new to India, hence; marketers should play an important role in educating the
consumers and creating awareness about green products. Price is still an important concern in the Indian market, so
firms should keep this point in mind while charging premium prices for their products, and they should make sure that
along with environmental benefits, the product is able to fulfill the needs and wants of the consumers.

Conclusion

Considering the importance of the environment for human beings, the concept of green marketing/environment
friendly marketing and sustainable development is getting attention in India with time, but it is still at a nascent stage.
The Government has already announced and implemented various policies and regulations for environmental
protection, whereas various organizations are willingly adopting environment friendly practices. They are taking these
steps after seeing the positive response from consumers towards green products and also to comply with the legal
framework of the Government. However, the problem is with the small firms in adopting green practices because they
are concerned about short run profits ; adopting green practices involves a high initial cost and such practices are
profitable only in the long run. For such organizations, forceful implementation of legislation is required by the
Government. Green marketing is not just another concept of marketing because along with the profitability concern, it
deals with social and environmental dimensions too, so it has to be pursued with more concern and importance.

It is hoped with a positive note that all the stakeholders of the environment will work in concert to save the
environment, revisiting the forgotten concept of “Vasudev Kutumbakam” that is, the whole world (Earth) is a single
family and all the organisms such as plants, trees, birds, animals, and so forth in the ecosystem have atma (soul) and are
apartofour kutumb (family), and hence, they need to be conserved.
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Managerial Implications

This paper provides insights to marketers about various challenges and opportunities prevailing in the Indian market
while going green. The marketers need to consider the factors such as price and awareness about eco-friendly products
and Eco- mark among consumers while devising marketing strategies for green products.

Scope for Further Research

The concept of green marketing has been adopted by the organizations in India. The consumers in India are also
showing a positive response towards green products and services. Considering the interest among consumers towards
green products, future research studies may identify the various factors and processes which affect the consumers'
buying behavior towards green products.
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