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ABSTRACT

Green marketing is the process of marketing withftitus on a balanced ecology. An ecological imadas a
major issue facing the world today. This is duéwo basic reasons: firstly the depleting naturadwarces and, secondly,
the rapid increase in the use of a product thateevironmentally harmful. This paper steps into #aeious problems
faced by global warming and the evolution of greencept; reasons for going green concept and theduchallenges
and opportunities of green marketing; the variousrketing mix for green marketing and the Indian pamies who have

made a mark itfi Going Greef concept.
KEYWORDS:Employer Dedication, Company Subculture, Workeosn@itment
INTRODUCTION

The global demanding situations inside the surrmgslare getting essential now not best for thelmsers
however also for the Organizations throughout tledbeg Due to resource constraints, it has endethapdatory for the
marketers throughout the globe to use the resowmeasctly and effectively so that you can attdirit Organizational
objective. Consumers everywhere in the world, toddnpw awesome hobby in shielding the surroundikigstidwide

surveys suggest that customers globally are cangeatieir behavior towards products and services.

Environmentalism has fast emerged as an interraltjgmenomenon. Business corporations too have tiséme
occasion and feature began responding to envirotaherhallenges through practicing inexperienced edibing
strategies. Green consumerism has played a catplysition in ushering company environmentalism arading business
companies’ inexperienced advertising and markedingntated. Green advertising is almost inevitadethe market for
socially responsible merchandise is increasing tantially. Companies all across the globe havetedadifferentiating
their services and products with the aid of usihg toncept of pass-inexperienced and have commemiézing

ecological advertising approach as an insignificamhpetitive edge.
Green Marketing — A Challenging Strategy

The more recognizable the “inexperienced credexitiale, the more the chances of a hit advertisind a
marketing campaign. An inexperienced product thd agdresses a well-known environmental troublepodminent
concern or that shows a properly-set-up and reveoedseal could be much more likely to win choos®mrgst green

clients.
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Evolution of the “Go - Green” Concept

The inexperienced evolution has developed gradusiy the time period. There had been initiallyethtengthy
phases in the evolution of the much-hyped greerertiding and marketing. The first phase became knaw the
ecological phase. In this segment, all the advuegisports had been completed in an effort to tiflsées ever-growing
environmental problems and offer solutions for éhissues. The 2d section became known as the eménatal phase as

after the environmental issues, the entire focasmghd into shifted at the implementation of cleaaehnologies.

“Green Marketing” a holistic advertising idea whibhs drawn good sized attention within the modexy state
of affairs makes a specialty of the manufacturadyertising, consumption and disposal of produnts services in this
kind of manner that is less negative to the sumlngs with developing recognition approximately t@nsequences of
global warming, non- biodegradable strong wastaégdeous effect of pollutants etc. In quick, Greelveatising and
marketing involves growing and promoting produatsl &ervices that satisfy customer’s desires and ¥eanQuality,

Performance, Affordable Pricing and Conveniencdevhdt having a damaging input on the environment.
Reasons for “Going Green”

There are basically five reasons for which a manrketust pass for the adoption of inexperienced ridirey:

They are
e Competitive advantage
e Corporate social responsibility (CSR)
* Government Pressure
»  Competitive Pressure
» Cost or income troubles

MARKETING MIX FOR GREEN MARKETING

Green Product

Customers inside the present day scenario optrferanment pleasant products. Therefore producte a be
advanced depending on the needs of the clientsluBt® can be made from recycled materials or fr@edutems.
Efficient merchandise not handiest shop water, povaad cash, but additionally lessen dangerousltsesin the
surroundings. Green product attributes along witkngth saving, natural, green chemical compoundgghborhood
sourcing, and many others.Can be given speciaitaiteand consideration . For example, Nike isfitgt a number of the

shoe corporations to marketplace itself as inexpegd.
Green Price

Green pricing takes into consideration the humangdsegplanet, and profit in a manner that takes cdrthe
fitness of employees and groups and guaranteeseeitfiproductivity. The value may be introducedttoy converting its
look, functionality and via customization, and smo ®Val Mart unveiled its first recyclable materkalying bag. IKEA
commenced charging customers after they optedl&stip baggage and advocated human beings to ssing its “Big

Blue Bag".
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Green Place

Green region is ready handling logistics to cut dawn transportation emissions, thereby in effentirg at
lowering the carbon footprint. For instance, infprence to marketing an imported mango juice iridnd is able to be
certified for neighborhood manufacturing. This asdelivery of the product from some distance awaya consequence

lowering shipping fee and extra importantly, theseguent carbon emission by way of the ships affiereint modes of
shipping.
Green Promotion

Green promotion entails configuring the tools ofexrtising, which include marketing, advertisingdanarketing
substances, signage, white papers, internet websitevies, and shows via retaining humans, plaaed, income in
thoughts. British Petroleum (BP) presentationsggason which its sunflower motif and boasts oftimgt cash into solar
electricity. Indian Tobacco Company has introdueasdironmental- friendly papers and boards, which loa freed from
elemental chlorine. Toyota is attempting to puskofjiae/electric powered hybrid era into much ofgteduct line. It is
likewise making the single biggest R&D investmeimtghe ever-elusive hydrogen car and selling itsslfthe first eco-
friendly car corporation. International commeroggiterprise machines Corporation (IBM) has found aytgortfolio of

inexperienced retail shop technology and serviedgtp retailers enhance power performance in thieiperations.

GOING GREEN CONCEPT COMPANIES IN INDIA
Suzlon Energy

The world’s fourth-biggest wind-turbine maker is shof the greenest and best Indian corporatiomsdia. Tulsi
Tanti, the visionary in the back of Suzlon, coneidcthe world that wind is the strength of the dgstnd built his
manufacturing facility in Pondicherry to run comely on wind energy. Suzlon’s corporate buildingtie maximum

power-efficient building ever built in India.
ITC Limited

ITC strengthened their dedication to green techgieboby way of introducing “ozone-handled elemeatdbrine
unfastened” bleaching era for the primary timerdia. The result is a whole new range of top gneenchandise and

answers: the environmentally pleasant multi-regsaper that is less polluting than its traditionalicterpart.
Tata Metaliks Limited

Every day is Environment Day at TML, one of the peen companies in India. A practical example thate
every person sit up straight and take word is tiierprise’s coverage to discourage working on 8atys at the corporate

office. Lights also are switched off for the duoatiof the day with the whole workplace dependingonlight.
Tamil Nadu Newsprint and Papers Limited (TNPL)

Adjudged the exceptional performer within the 200010 Green Business Survey, TNPL become presémeed
Green Business Leadership Award in the Pulp aneéPsgxtor. The tasks undertaken by means of thigteen firm in
India consists of Clean Development Mechanism ptsjand a wind farm mission that helped gener&®,223 Carbon

Emission Reductions incomes Rs. 17.40 Crore.
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Wipro Technologies

The listing of pinnacle 10 green Indian corporagiaa never complete without Wipro which climbed the
pinnacle five logo league in Green peace’s “GuideGreener Electronics” rating. Despite the globadr®mic crisis,
Wipro held fast to its commitment closer to powerfprmance and turned into lauded for launchingrggneelebrity

compliant merchandise in the marketplace.
HCL Technologies

This IT predominant may be taken into consideratisrthe icon of Indian inexperienced initiativegsywio the
“move green” steps taken in solving the problentoafcs and e-waste within the electronics industt@€L is dedicated to
phasing out the risky vinyl plastic and Brominatddme Retardants from its products and has knoworaan restrict on

Hazardous Substances (RoHS) law in India.
Oil and Natural Gas Company (ONGC)

India’s largest oil manufacturer, ONGC, is all sesteer the list of top 10 inexperienced Indiarpogations with
electricity — green, green crematoriums a good twagoon replace the conventional wood pyre actussis of a. ONGC's
Mokshada Green Cremation initiative will store @ 70% of wood and a fourth of the burning time dstent with

cremation.
Indusind Bank

Green banking has been catching up as most obfhintlian inexperienced projects ever when you idenghat
Indusind opened the USA's first solar-powered ATiMi gioneered an eco-savvy change within the Indarking zone.

The bank is making plans for greater such tasksldressing the demanding situations of climate g&an
Idea Cellular

One of the quality Indian groups, IDEA, paints Endireen with its countrywide “Use Mobile, Save Rape
Campaign. The organization had prepared Green pledmpaigns at Indian towns in which hundreds go¢ iorward
and pledged to store paper and bushes. IDEA hasamdly set up bus shelters with potted plantd gandril-climbers to

carry the inexperienced message.
Hero Honda Motors

Hero Honda is one in every of the most importanhe&er manufacturers in India and a similarly resjide top
inexperienced firm in India. The organization’slpRophy of continuous innovation in green merche@@ind answers has

played a key function in placing the right balaacgong enterprise, mankind, and nature.
Electronics Sector

The consumer electronics sector provides room $orgugreen marketing to attract new customers. €waenple
of this is HP's promise to cut its global energg @8 percent by the year 2010. To accomplish #dsigtion below 2005
levels, The Hewlett-Packard Company announced plarndeliver energy-efficient products and serviegsl institute

energy-efficient operating practices in its fa@it worldwide.
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THE FUTURE OF GREEN MARKETING

Consumer Value Positioning

Designenvironmentalproductstoperformaswellasorbetit@nalternatives. Promote and deliver the consume
desired value of environmental products and targketvant consumer market segments such as markéh Heenefits

among health-conscious consumers.
Calibration of Consumer Knowledge

Educate consumers with marketing messages thaecbanvironmental product attributes with desiredstimer
value (for example, “pesticide-free produce is tiat”; “energy-efficiency saves money”; or “solgrower is

convenient”). Frame environmental product attriswae “solutions” for consumer needs.
Credibility of Product Claims

Employ environmental product and consumer bendditms that are specific, meaningful, unpretentiocasg
qualified that is, compared with comparable altéues or likely usages scenarios. Procure prodndbesements or Eco-
certifications from trustworthy third parties, arducate consumers about the meaning behind thakesements and
eco-certifications. Encourage consumer evangelismcensumers’ social and Internet communicationvogts with

compelling, interesting, and/or entertaining infatian about environmental products.
Future Challenges and Opportunities

Green marketing efforts face challenges owing te hiigh cost of development, limited awareness among
consumers, and concerns over falsified claims. @vashing — referring to exaggerated green clainasfalsified green
claims — is a major challenge for the industryjtdeads to consumer skepticism pertaining to smeten claims. Also,
green marketing credentials of a company signifiedfect the purchase decision of consumers, owgntpe perception
that green initiatives of companies are largelyeairat improving public image, or for enhancing salkeith environmental
concern not being the core objective.

Need for Standardization

It is found that only 5% of the marketing messafges “Green” campaigns are entirely true and ther lack of
standardization to authenticate these claims. Tisene standardization currently in place to cgréifproduct as organic.
Unless some regulatory bodies are involved in mliog the certifications there will not be any vilfle means. A

standard quality control board needs to be in placsuch labeling and licensing.
New Concept

Indian literate and the urban consumer are gettinge aware about the merits of Green productsitBsistill a
new concept for the masses. The consumer needs édurated and made aware of the environmentaltthréhe new
green movements need to reach the masses andilthtakera lot of time and effort. By India’s aywedic heritage, Indian
consumers do appreciate the importance of usingralaand herbal beauty products. The indian consusnexposed to
healthy living lifestyles such as yoga and natfimald consumption. In those aspects, the consumaréady aware and

will be inclined to accept the green products.
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Patience and Perseverance

The investors and corporate need to view the enmiemt as a major long-term investment opporturtie,
marketers need to look at the long-term benefisfthis new green movement. It will require a lbfpatience and no

immediate results. Since it is a new concept aad,id will have its own acceptance period.
Avoid Green Myopia

The first rule of green marketing is focusing orstommer benefits i.e. the primary reason why conssrbay
certain products in the first place. Do this rigiabd motivate consumers to switch brands or evgragaremium for the
greener alternative. It is not going to help ifraduct is developed which is absolutely green inos aspects but does
not pass the customer satisfaction criteria. Thikl@ad to green myopia. Also if the green produate priced very high

then again it will lose its market acceptability.
Eco-Labelling

Environmental certification or labeling programdeatpt to increase consumer awareness and knowlefige
environmental issues. Marketers use eco-labelotway information about a product's environmentahéfits and to
differentiate among competing products. Eco-Labedy identify a product’s contents, e.g. the tridagarrangement of
arrows on recycled paper and plastic products,ighlight other benefits, e.g., reduced water usagacreased energy

efficiency.
Eco-Sponsoring

Another avenue for companies to promote their egicdd concern is to affiliate themselves with greupr
projects engaged in environmental improvementgsisimplest form, firms contribute funds directtyan environmental
organization to further the organization’s objeetivAnother approach is to “adopt” a particulariemmental cause, e.g.
a community recycling program, demonstrating thengany’s willingness to put its money and its refiataon the line.
Sponsoring educational programs, wildlife refugasd clean-up efforts communicate a firm’s committmenfinding
environmental solutions. Partnerships with envirental organizations can open lines of communicadioch provide new

perspectives on “business as usual”.
CONCLUSIONS

With the human wants to escalating heavily, theueses are decreasing. Hence it has become mapdatdhe
marketers across the globe to use the resourcieseeffy and not waste them under any circumstan@ésridwide
surveys indicate that consumers globally are ctmntieir behavior towards products and servicesefsimarketing is

almost inevitable as the market for socially regilole products is increasing greatly.

Marketers also have the responsibility to make dbesumers understand the need for and benefitsesing
products as compared to non-green ones. In gredtetitay, consumers are willing to pay more to maimta cleaner and
greener environment. Finally, consumers, industiiajers, and suppliers need to pressurize effectmihimizing the
negative effects on the environment-friendly. Greerketing assumes even more importance and relevardeveloping

countries like India.
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