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Abstract 

Globally, environmentally friendly marketing activities have a much higher priority in social and business life. 

This is not as if some leaders were from different. The gradual decline of the environment causes concerns for 

the nation or one or two large famous corporations, which is global threat to environmental, concerns. Thus 

green marketing strategies are gaining popularity among marketers. They are now developing products and 

services that are at least usable and meet the requirements of being sustainability. Clients also accept goods 

and services that claim to protect the environment from processes that waste and pollute. Currently, business 

organizations are becoming more interested in this, and competition is fostered. At every level of the company, 

including the operational level, environmentally friendly practices are integrated with services and goods. 

Mother Nature and consumers ultimately benefit. 

Keywords: Green marketing mix; Green marketing; Green washing; Sustainable products; Sustainable 

developments.

 

1. Introduction

According to Pride and Ferrell (1993), green 

marketing is "the way an organization makes, prices, 

and sells things that doesn't hurt the environment in 

any way. Peattie (2001) says that green marketing 

came about in three stages. The first stage was called 

"ecological green marketing," the second 

"environmental green marketing," and the third 

"sustainable green marketing." In 1994, M.J. 

Polonsky said that "activities that Green marketing is 

the practice of meeting people's needs by trading 

goods and services with the least amount of harm to 

the environment. M.J. Polonsky (1994) says that 

"green marketing" is "activities that have little 

negative effects on the national environment during 

the exchange of goods and services to meet human 

needs." The main goal of green marketing is to lower 

to get a competitive edge, to improve credibility, to 

make room for new ideas, to make sure long-term 

growth, to make a lot of money, to rely less on 

nonrenewable energy sources, and to build a good 

reputation. [1-5] 

2. Literature Review 

Dr A. Shaji George and A. S. Hovan George (2022) 

conducted the study titled “The Influence of Green 

Marketing on Consumer Behavior in Tamil Nadu” 

explore how green marketing impacts consumer 

purchasing decisions. It provides an overview of 

environmental concerns, along with insights into 

consumers' green principles, their understanding of 

environmental issues, and the adoption of 

environmentally friendly products and practices. 

Fouziya R and Dr.Gracious J (2018) conducted study 

“An Investigative Study on Consumer Perception and 

Awareness of Green Marketing” It seeks to ascertain 

how consumers' purchase decisions are affected by 

their comprehension of green and eco-friendly 

marketing. The findings of this study, which involved 

50 men and 50 women, show that customers' 

perceptions influence their purchase decisions. Ritika 

Agrahari and Dr. Brijesh Kumar Jaiswal (2022) The 

study "Consumers Awareness towards Green 

Marketing and Consumer Perception and Preferences 

in Varanasi" gathered primary data from 100 

Varanasi samples. The survey interviewed 

participants about their purchasing habits and 

environmental concerns. The results of the poll 

indicate that concerns about consumer knowledge, 

the environment, and the growing trend toward eco-
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friendly products need to be addressed immediately. 

 Savita Sodi and Anupam Ghosh (2020) A total of 

119 participants contributed primary data for the 

study titled "Green Marketing: An Empirical Study 

on Consumer Perception and Preferences in the 

Jharkhand Context." The research highlights that 

customers value the availability of information 

regarding environmental challenges and green 

products and practices. Conducted in the rural sector, 

this study provides a concise overview of the 

environmental issues faced in Jharkhand. The 

findings indicate that consumers in this rural area are 

generally less aware of green initiatives and products. 

3. Implementation of Green Marketing 

There are five main reasons why  a  marketer  should  

use  green  marketing:  

 Potential or an advantage over other 

businesses. [5] 

 Government funding high pressure. 

 Concerns about costs and profits 

 An edge over the competition. 

 Corporate Social Responsibilities  

4. 4P’S of Green Marketing Mix 

4.1. Green Product 

Green products are made using green technology and 

are thought to be environmentally safe to use or 

consume. 

Green goods possess the following characteristics: 

 They are made from environmentally friendly 

raw materials.   

 They are less hazardous to health and the 

environment.  [6] 

 They are reusable, recyclable, and 

biodegradable.   

 They are produced using authorized 

substances.   

 They are not tested on animals.   

 They come in environmentally friendly 

packaging, such as reusable or refillable 

containers.   

 They are overall environmentally friendly 

products.  [7] 

4.2. Green Price 

Pricing is a pivotal element of the green marketing 

blend. Only when they fully understand the product's 

overall value will consumers be willing to pay further 

for green products. Color, taste, quality, and 

functionality are just a many of the advancements that 

fall under this value. Businesses using green 

marketing should precisely consider these factors 

before establishing a decoration price. In order to 

lower prices, they must also probe styles of cost 

reduction through in- depth exploration and 

development. [8] 

4.3. Green place 

The terrain in which deals of green products do can 

serve as a model for others by producing Favorable 

results. A cleaner and safer terrain will affect from 

the product, use, and disposal of similar products and 

services. Indeed, though many consumers are 

prepared to go over and beyond the norm to buy more 

precious green products, they will really embrace this 

if they observe the condition of the terrain and 

understand its significance. guests will take part in 

enterprise to produce a more natural and 

environmentally friendly terrain in order to come 

responsible citizens. [9] 

4.4. Green Promotion 

The terrain in which deals of green products do can 

serve as a model for others by producing favorable 

results. A cleaner and safer terrain will affect from 

the product, use, and disposal of similar products and 

services. Indeed, though many consumers are 

prepared to go over and beyond the norm to buy more 

precious green products, they will really embrace this 

if they observe the condition of the terrain and 

understand its significance. guests will take part in 

enterprise to produce a more natural and 

environmentally friendly terrain in order to come 

responsible citizens. 

5. Research Methods 

Sources of secondary material will include websites, 

magazines, newspapers, academic textbooks, as well 

as publications from both domestic and international 

sources. [10] 

6. World Wide Situation 

Around the world, green marketing has gained 

fashion ability, especially in developed countries like 

the US. The increased inclination of consumers to 

borrow sustainable products is the driving force 

behind this trend. Approximately 49 percent of 

consumers globally are willing to pay more for 
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environmentally friendly products, according to Hub-

Spot, a U.S.-based CRM software developer. The 

U.S. request for sustainability, which offers safer and 

cleaner druthers, is worth $150 million, because of 

the enormous request eventuality and nonsupervisory 

pressures, numerous businesses are enforcing green 

practices. Also, by supporting co-friendly enterprise, 

these practices ameliorate their character. Prominent 

companies similar as Apple, Starbucks, IKEA, 

Honda, Disney, Patagonia, Johnson & Johnson, 

Google, and Tesla are all putting eco-friendly and 

energy-effective procedures into place. Their use of 

renewable energy is growing. [11] 

7. Sustainable Marketing   

Besides the traditional CSR conditioning aimed 

towards the enhancement of community weal and 

cleanliness, numerous Indian companies are now 

shifting towards supporting ecofriendly enterprise 

and espousing green marketing programs. Home 

appliance brands like LG, Samsung, and Haier are 

creating eco-conscious products along with 

developing energy- conserving technologies. Other 

big IT companies like Infosys, HCL, Wipro, and TCS 

laboriously pursue eco-sustainability through 

colorful functional practices. Tata Power, Suzlon, 

Adani Power, and Renew Power are the frontrunners 

in the energy sector alongside other companies 

planning new renewable energy systems. As 

numerous associations are espousing green 

marketing programs, they're also taking advantage of 

central and state government programs similar as 

subsidized levies, reduced duty payments, and other 

critical structure backing. In a trouble to ameliorate 

environmental sustainability and reduce non-

biodegradable waste, the Government of India 

executed a restriction on single- use plastics in July 

2022, which includes a ban on the manufacturing, 

distribution, trade, and use of similar plastics 

alongside polystyrene. 

8. Challenges in Unborn Script  

Business associations face a myriad of challenges 

when trying to apply green marketing practices, and 

it's not always a walk in the demesne. Then are some 

of the crucial hurdles they encounter Responsibility 

when a company decides to embrace green 

marketing, it must traipse carefully. However, the 

fallout can be significant, leading to a loss of profit 

and character, if it gets caught engaging in any 

environmentally dangerous conditioning. Legal 

impacts are also a real possibility in similar cases. 

High Cost it’s enough clear that when companies 

borrow innovative styles for producing, packaging, 

promoting, and distributing eco-friendly products, 

their costs tend to rise compared to traditional 

approaches. As a result, they need to find effective 

ways to reduce these costs without immolating the 

quality they’ve promised. [12] 

 Competition: The green marketing 

landscape is fiercely competitive. To rise to 

the top, businesses must invest in research and 

development; otherwise, they risk falling 

behind. This competition is not only capital-

intensive but also heavily reliant on 

technology. [13] 

 Government Pressure: Governments are 

constantly streamlining environmental laws 

and regulations, which can produce 

significant challenges for both domestic and 

transnational businesses. What was formerly 

a standard operation or product can suddenly 

come illegal or supposed dangerous to the 

terrain with these changes. Authorities are 

tensing their grip on issues like manufacturing 

pollution, waste disposal, and land reforms. 

Maintaining credibility and avoiding green washing 

 Higher costs of production and operations   

 Intense competition that requires constant 

innovation 

 Being prepared for changing government 

regulations [14] 

Being difficult to implement, green marketing has the 

potential to preserve the environment for future 

generations. The firms need to undertake careful 

planning and research in the market to see if it is 

feasible. Therefore, it is not easy at first, but in all 

likelihood, green marketing should be able to help the 

firm once considered. 

Conclusion 

 Eco friendly marketing has the implicit to help save 

the terrain for unborn generations, but it's further 

grueling to apply than it may feel. Businesses must 

carry out in- depth planning and exploration in order 
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to estimate their request viability. Although enforcing 

green marketing may be challenging at first, the 

company will most probably profit greatly in the long 

run. Rather of viewing green marketing as just 

another tactic, we should approach it with lesser 

vehemence because it addresses social and 

environmental issues. With the growing trouble of 

global warming, green marketing needs to come the 

norm rather than the exception. 
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