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Abstract. With the deterioration of our natural surroundings and depleting re-
sources globally, more number of nations are now actively looking out for vari-
ous avenues to balance and maintain a positive and sustainable environment,
industries and business need to be more careful and look for creation of new
and disruptive technologies, with these technologies and strategies, they are a
pushing for a green economy with the message being loud and clear about
adoption and harnessing this new technology and process. One of the critical
reasons for this study would be to understand how Green Marketing is affecting
businesses globally and its impact on changes in consumer’s behavior and also
to learn about people’s perceptions of green marketing and their level of aware-
ness of the environmental contributions provided by the industries , with more
companies being aggressive in its own expansion schemes , the exploitation of
natural resources is inevitable , more number of companies are now able to ac-
cess more advanced technologies and with the development of IT and Technol-
ogy, competitors are now even more engaged in fierce rivalries, it doesn’t help
that with more money and resources , the population has been one of the many
reasons for quick and drastic decrease in natural resources.

With green house gas emissions and degradation of land , acid rains , there
has been active global warming and it has lead to complications in Ozone layer
,declining forest cover, there has been an active reduction in the biodiversity
and many of the species have now become endangered and many extinct , due
to the loss of natural habitat, what’s worse is that we all are aware and still
choose to look the other way, other than attend summits and talk, we are not
taking effective steps to address these pressing challenges , what’s heartening is
that globally at least there has been outpouring on defending “planet Earth” ,
which has sparked green movements all over and marketers have become envi-
ronmentally conscious , there has now more demand than ever for green prod-
ucts as more number of consumers are environmentally sensitive. The transfor-
mation to green products is not just a company initiative, but all stake holders
such as shareholders, partners, employees and the media have played an active
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role, in some cases restrictions by the government have had positive impact , we
have truly evolved from business friendly to consumer and environmentally
friendly.

Keywords: Green Marketing, Strategy, Consumer Behavior, Green Product,
Eco-marketing

INTRODUCTION

Before we take the journey into understanding what strategies we need to influence
consumers, lets quickly first understand what green marketing is? We also know it
as eco-marketing or environmental marketing, the emphasis is on creating a strate-
gy which focuses on product and services keeping the positive impact it has on this
world and being environment friendly, it’s a comprehensive strategy to incorporate
various elements such as sustainability, impacting minimally on the environment
from the initial production to disposal , the key is to communicate these values and
to create a conscious system of thought for the product and service users.

The core around this concept is being favorable to the environment and focusing
on longevity which has not just social but various economic implications, the word
"green" here alludes to purity; it denotes "fair" or "just" treatment as well as "pure"
in quality. Promoting ecologically friendly goods, "green" packaging, "sustainable"
company methods, and concentrating marketing efforts on messaging that convey a
product's advantages are all part of green marketing.

Need of the study: Due to the rise in green marketing there has been an increase in
the businesses aiming to market themselves differently from other competitors,
however to do this there has to be investments made in the areas such as opera-
tions, accepting new technologies , qualified human resources and effective train-
ing systems and a massive campaign to communicate these advantages to the con-
sumer, with more stringent conditions prevalent , more number of companies have
now complied to stricter regulations and showing interest to showcase a more eco-
friendly image to the world at large.

In spite of this growth green marketing in India still is at a very nascent stage, consumers at
a basic level still do not comprehend eco-friendly products and opinions about them still re-
mains largely unknown, also the relationship between consumer understanding and their at-
titudes towards green products are still ambiguous. The transition from conventional market-
ing to green marketing requires additional knowledgebase and expertise.

1.1 Objectives

1. To develop a green marketing mix of consumers
2. To determine the challenges faced by companies puckering green marketing
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Literature review

According to Li Cui, Siwei Guo and Hao Zhang. (2020) pointed that considering
retailers' green marketing efforts while coordinating a sustainable agrifood supply
chain with revenue-sharing agreements

There has been an increase in sustainable consumption, environmental consumers,
and ecological concerns in society, businesses have focused their efforts on provid-
ing green products and services to meet environmental needs (Nguyen-Viet, 2022).
Global green trends are creating new challenges and opportunities for entrepre-
neurs around the world, as customers become more environmentally conscious and
more willing to pay for eco-friendly services and products. (Khan et al., 2020).
(Walia et al., 2019) seeks to understand the dynamics of consumers' broader atti-
tudes and purchase intentions towards environmentally friendly products in a rap-
idly changing consumer goods category.

Currently, Eco-friendly product is one that does not cause anyloss to the bio-
diversity during manufacture, use, and disposal. According to a study
(Pradana&Kartawinata, 2020),

Companies that are proactively working towards environmental protection through
strategic green marketing activities are more likely to address Indonesia's plastic
waste problem, especially the single-use plastic packaging waste industry utilized
by Fast. It turns out that there will be a special focus on overcoming this. Mobility
of Consumer Goods (FMCQG), typically applying the concept of implementation of
the Triple P (People, Profit, Planet) for sustainable development.

Green Marketing Mix

Green marketing refers to using the traditional concepts of marketing mix (product,
price, place, and promotion) and using them to understand the same in environ-
mental considerations, basically we look at each stage along with its implications,
and it begins from the conceptions of the product or service till the ultimate dispos-
al.
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3.1 Green Product

The design of the product must be developed with sustainability in mind. Envi-
ronmental friendliness should permeate every part of a green product, from con-
ception to manufacturing to consumption. It might make use of sustainable or re-
purposed materials and manufacturing techniques. Green products typically save
money, energy, and water while having little to no negative environmental effects.
One example of a product having an eco-friendly design is the Nike Air Jordan
line. It is produced using environmentally friendly production techniques and sus-
tainable resources, utilizing fewer hazardous glue adhesives. Nike produces a wide
range of goods by recycling plastic bottles, manufacturing leftovers, and discarded
goods into new materials, including basketball courts, yarn, and soles.

3.2 Green Price:

One crucial and significant component of the green marketing mix is price. Simply
said, the idea of superior quality is what draws many consumers to greener prod-
ucts: nontoxic garden supplies are safer for kids, concentrated laundry detergents
are easier to transport and store and water-saving showerheads reduce energy costs.
Customers desire high-quality goods at affordable prices that are healthy for both
the environment and themselves. The majority of customers won't be readily
spending more unless they believe the goods are worth more. Improved perfor-
mance, functionality, design, aesthetic appeal, or taste could constitute this value.
All these facts should be taken into account when charging a premium for green
marketing. Businesses can adopt eco-friendly practices in a number of ways to help
conserve resources, lessen pollution, and safeguard the environment. They can also
assist companies in cutting costs and increasing their profitability. By adopting
clean energy sources, such as solar, wind, hydropower, or geothermal electricity,
businesses can reduce their manufacturing costs and have a positive environmental
impact. Access to renewable energy sources has improved recently, and as more
countries invest in it over the coming decades, the market for harvesting renewable
energy is anticipated to grow.

3.3  Green Place:

Reducing transportation emissions contributes to green logistics by lowering car-
bon footprints. For instance, licenses for local production could be obtained rather
than marketing any imported goods in India. By doing this, the goods won't have to
be shipped from a distant distance, which will save on shipping costs and—more
importantly—the carbon emissions that come from ships and other forms of trans-
portation.Green packaging is also a part of it. The best example of a product with
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eco-friendly and creative packaging is the KFC edible cup. The coffee Cup, created
by Robin Collective for the fast-food restaurant chain KFC, is a biscuit shaped like
a cup that is double-wrapped in sugar paper and covered in a layer of white choco-
late. Its texture allows it to hold the fire of espresso and, best of all, it may be con-
sumed later

3.4 Green Promotion:

The promotion of environmentally friendly items helps consumers become more
aware of their greener options. These components make it easier for customers to
locate environmentally friendly products. Green marketing is an approach that fo-
cuses on protecting and enhancing the environment, which is advantageous for
both businesses and customers. Businesses that want to enhance the way that con-
sumers view their brand's environmental activities frequently use this green mar-
keting tactic as a springboard for other sustainability initiatives. Customers see sus-
tainability as advantageous. Choosing to be green demonstrates to the world that
you have goals beyond profit. When a business produces its goods in an eco-
friendly manner, it can concentrate on green marketing to inform the public that it
is trying to protect the environment.

3.5 Environmentally Sustainable Products

Representation of natural resources has a very wide scope. In real sense, there isn’t
any such product that is guaranteed to be a green product. Because every product
that is sold, stored, used and shipped in our daily lives contributes to ecological
damage at every stage of the product life cycle That is, as this research indicates,
refers to cases where the products made by the company are not 100%, but cus-
tomers see them as green, the company says it is good for the environment.

However, things can be classified based on these measures of effectiveness, and
the edges of quality can be mentioned (Cooper, 2000). (Maheshwari, 2014). If an
item barely impacts the environment, it is considered sustainable. The alternative
meaning of this term is that this item contains items that should only be available
for purchase and offered by organizations known for reducing the environmental
impacts of their event processes. However, the green market is on the rise and
companies are running advertisements and campaigns to increase consumer aware-
ness of green marketing.
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Fig.1.Challenges in Green Marketing.

Challenges

Green marketing is not a new idea and a new idea is not easy to accept. There are
several challenges in the area of green marketing:

Green Washing: with more number of companies and industries readily accepting
and jumping into the green bandwagon, it is bound to create exaggerated and false
products and services, which we know as “Green washing”, this can leads to false
green claims and overall damage the reputation of the brands and create an atmos-
phere of mistrust.

High Costs: with the implementation of sustainable investments especially in the
Green economy, companies will have to share the burden of additional costs, such
as recycling materials and to adopt energy efficient systems and technology, this
will have a direct impact on the production and economization of costs would defi-
nitely not be possible, with huge alternatives available the consumer always opts
for cheaper and more easily available services and products
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Consumer dilemma: most consumers are not aware and largely don’t care about
emergence of green products for most of them the cost and quality justifies pur-
chase, smart marketing tactics and employing these gimmicks might actually ham-
per the overall sales or growth of the product; however with genuine and honest
approaches the companies can leverage green marketing.

Standardization: with the lack of a universal policy or regulations, it basically
means whichever standard works best for each nation, this ambiguity can hamper
the overall growth of the green economy, unless more nations, governments and
businesses adopted a common agenda to further this, we won’t be able to promote
or harness the power of green marketing.

Balance Needs: Consumers around the globe are more aware than aware with in-
ternet and immediate information availability; companies need to strike a balance
between benefits to the environment and what the consumer expects? Just for sus-
tainability will the consumer be ready to differ in product quality, price and func-
tion etc, is something the proponents of this need to evaluate .A fine balance be-
tween sustainable green economy and consumer happiness is what we should as-
pire for.

Educating the buyer: it’s obvious without huge spending on marketing and promo-
tions of the impact of green products and its acceptance as a norm, every buyer will
always see any new attempts at changing the product as a marketing gimmick and
not as a difference he/she makes to the environment.

Green Marketing requires change and a change which is sustainable and heavy in
investment, right from research and development, product design to adoption of
new and faster technology. Productions process and the sourcing of raw materials
all have to be revamped keeping the ultimate goal of saving the environment and in
a price sensitive economy such as India, we are potentially looking up taking risks
at the behest of loosing markets, with a large population of 1.4 Billion we are look-
ing at very limited disposable income , in economies such as ours , there will be
high price sensitivity and many consumers cannot simply afford these commodities
and would not think twice to buy a cheaper alternative .

Discussion

Green marketing is a marketing strategy that can influence consumer behavior
(Burhan, 2020). The goal of an eco-conscious marketing approach is to provide
environmentally friendly consumers with the satisfaction of environmentally
friendly behavior. Green marketing is employed to create successful marketing ap-
proaches dedicated to environmentally conscious buying habits. (Sharma et al.,
2013). The trend of eco-friendly marketing is growing rapidly within retail busi-
nesses. Companies are using this approach to not only enhance their public image
but also to boost their overall success (Mukonza and Swarts, 2019). This study
found that green marketing strategies and activity positively affects the attractive-
ness of geocultural products and the effectiveness of marketing. Theoretically, this
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study and its results will help address the research gaps in the relationship between
green marketing strategies and marketing activities (Munir Abdul Razak et al.,
2020).

When implementing green marketing, green products should make consumers
aware of environmentally friendly products. This is done by labeling the product
with an environmental label. Adding to that the success and failure of companies in
implementing green marketing strategies, we can see green products, premium
prices and green distribution systems (Abdul et al., 2020; (Ali Asghar et al., 2020;
Yadav and Sharma 2020) Anwaruddin, 2020; Burhan, 2020; Sanker and Janani,
2020).

Conclusion

Green marketing (GM) is marketing that takes environmental issues into account.
Green marketing explains the regularity of all its efforts to create services and fa-
cilities to meet people's needs and wants without affecting the environment. How-
ever, despite the creation of laws by governments to improve consumer decision-
making and inspire consumers to be eco- friendly, there is a mismatch between
market and consumer considerations and competitive market pressures. It is always
a challenge to make policies that cover all areas. Finally, consumers' ignorance of
environmental issues causes companies to promote products or services in markets
where consumer’sdon’t believe that the products or services being promoted are
eco- friendly. Through our literature review, we know that a significant relation-
ship between green marketing characteristics for brand image, consumer behavior,
brand equity, purchase intent, and purchase decisions. In conclusion, this study
confirms the significant impact of green marketing on brand image and influences
consumers' purchase decision behavior.
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