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Abstract: 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. Additionally, the development of green marketing has opened the door of 
opportunity for companies to co-brand their products into separate line, lauding the green-friendliness of 
some while ignoring that of others. Green marketing is a phenomenon which has developed particular 
important in the modern market and has emerged as an important concept in India as in other parts of the 
developing and developed world, and is seen as an important strategy of facilitating sustainable 
development. In this research paper, main emphasis has been made of concept, need and importance of 
green marketing. As a result, this paper can be used by researchers who need to find out the impact of 
green marketing on environmental safety. With the outcome of this paper, the marketing will become 
safer and the consumers will have a safe and environment friendly access to the products. The result of 
this research paper will help in minimizing the wastages and making environment neat, clean and safe.  

Keywords- Green Marketing, Ecological, Eco-Friendly Practice, Globalization, Global Warming, 
Environmental Safety.  

Introduction  

In the last decade, consumers have become more enlightened on environmental issues. Green marketing 
refers to selling product or rendering services based on environmental benefit. It came into existence in 
late 1980s and early 1990s. Green marketing is growing rapidly and consumers are willing to pay a lot for 
green product. There have been little analysis of the impact of this new market on the consumers and the 
environ-ment so far. Green marketing affects all areas of our economy, it does not just lead to 
environmental protect- tion but it also create new market and job opportunities. Companies that are 
environmental stewards stand a chance of gaining many satisfied and loyal customers. Thus "Green 
Marketing" refers to holistic marketing concept wherein the production, marketing consumption an 
disposal of products and services happen in a manner that is less detrimental to the environment with 
growing awareness about the implications of global warming, non-biodegradable solid waste, harmful 
impact of pollutants etc., both marketers and consumers are becoming increasingly sensitive to the need 
for switch in to green products and services. While the shift to "green" may appear to be expensive in the 
short term, it will definitely prove to be indispensable and advantageous, cost-wise too, in the long run.  

 

Why Green Marketing It is really scary to read these pieces of information as reported in the Times 
recently: "Air pollution damage to people, crops and wildlife in US. Total tens of billions of dollars each 
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year". "More than 12 other studies in the US, Brazil Europe, Mexico, South Korea and Taiwan have 
established links between air pollutants and low birth weight premature birth still birth and infant death". 
As resources are limited and human wants are unlimited, it is important for the marketers to utilize the 
resources efficiently without waste as well as to achieve the organization's objective. So green marketing 
is inevitable. There is growing interest among the consumers all over the world regarding protection of 
environment. Worldwide evidence indicates people are concerned about the environment and are 
changing their behavior. As a result of this, green marketing has emerged which speaks for growing 
market for sustainable and socially responsible products and services. Thus the growing awareness among 
the consumers all over the world regarding protection of the environment in which they live, People do 
want to bequeath a clean earth to their offspring. Various studies by environmentalists indicate that people 
are concerned about the environment and are changing their behavior pattern so as to be less hostile 
towards it. Now we see that most of the consumers, both individual and Industrial, are becoming more 
concerned about environment friendly products.  

. Environmental Safety  Environment is simply our surrounding. The increased awareness on 
environmental issues is as a result of increased publicity on the media on issues such as, the warring 
off of the ozone layer and increased pollution of the environment by industries. Customers have 
become concern about their everyday habit and the impact it has on their environment.  Managing 
environmental safety issue is highly challenging, time consuming and expensive. There are many 
laws on environmental safety that have made companies liable to any wrongdoings. These laws 
cover areas such as, harmful pollution, managing of hazardous materials and soon. As a result, 
several hazard controls, pollution control and prevention programs are held in different parts of the 
world on emergency procedures, contingency planning and employee training.  Similarly, many 
regulatory bodies and acts are set to ensure environmental safety and protection, some of which 
include, OSHA (Occupational Safety and health Act), CERCLA ( Comprehensive environmental 
Respond Compensation liability Act), TSCA (Toxic Substance Control Act), HMTA ( the 
Hazardous Material Transportation Act), FIFRA ( Federal Insecticide, Fungicide and Rodenticide 
Act), FFDCA (Federal food, Drug and Cosmetic Act, Clean Air Act, Clean Water Act, GHS 
(Globally Harmonized System of Classification and labeling of Chemicals).  Environmental Safety 
is not an easy task to implement. Implementing the GHS standardization policies of a single frame 
work of the classification and labeling of chemicals so hazards are consistently defined across 
different national jurisdiction is beneficial but highly challenging, especially in countries like U.S, 
Japan and Korea that have multiple regulatory authorities. EH&S (Environmental Health and 
Safety) regulatory compliance and CSR (Cooperate Social Responsibility) initiative throughout the 
supply chain can help promote and sustain ongoing improvement within an organization. These 
improvements will help the com- pany achieve regulatory compliance and position itself as a 
socially responsible company.    

Literature Review:   

Cateora Graham, in International Marketing, has drawn a parallel line between green marketing 
and product development. The author has cited a variety of examples where the importance of green 
marketing has been laid focus on. Green marketing is a term used to identify concern with the 
environmental consequences of a variety of marketing activities. It is very evident from the author’s 

research and examples the packaging and solid waste rules are burdensome but there are successful 
cases of not only meeting local standards but also being able to transfer this approach to other 
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markets 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 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.  

. K.K. Shrivastava & Sujata Khandai, the author of Consumer Behavior in Indian Context, has 
discussed green marketing legislation in association with the multinational corporations. These face 
a growing variety of legislation designed to address environmental issues. Global concern for the 
environment extends beyond industrial pollution, hazardous waste disposal and rampant 
deforestation to include issues that focus directly on consumer products.  

GOLDEN RULES OF GREEN MARKETING  

. 1. KNOW YOU'RE CUSTOMER: Make sure that the consumer is aware of and concerned about 
the issues that your product attempts to address, (Whirlpool learned the hard way that consumers 
wouldn't pay a premium for a CFC-free refrigerator because consumers didn‘t know what CFCs 

were.).  
. 2. EDUCATING YOUR CUSTOMERS: isn't just a matter of letting people know you're doing 

whatever you're doing to protect the environment, but also a matter of letting them know why it 
matters. Otherwise, for a significant portion of your target market, it's a case of "So what?" and 
your green marketing campaign goes nowhere.  

. 3. BEING GENUINE & TRANSPARENT: means that a) you are actually doing what you claim to 
be doing in your green marketing campaign and b) the rest of your business policies are consistent 
with whatever you are doing that's environmentally friendly. Both these conditions have to be met 
for your business to establish the kind of environmental credentials that will allow a green 
marketing campaign to succeed.  

. 4. 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 quality in the name of the environment.  

. 5. CONSIDER YOU’RE PRICING: If you're charging a premium for your product-and many 
environmentally preferable products cost more due to economies of scale and use of higher- quality 
ingredients-make sure those consumers can afford the premium and feel it's worth it.  

. 6. GIVING YOUR CUSTOMERS AN OPPORTUNITY TO PARTICIPATE: means 
personalizing the benefits of your environmentally friendly actions, normally through letting the 
customer take part in positive environmental action.  
7. THUS LEADING BRANDS SHOULD 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 
environmental impact in their own lives too.  
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Objective of the Study  

. 1.To create awareness about the Environmental Safety,  Green Marketing process.  

. 2.To educate the customers about Green Marketing.   

3.To find out the ways to utilize maximum resources in an effective manner.   

 Research Methodology   

Secondary Data:  

During my Research I have used the secondary data method as below:   

. a)  It is obtained from existing literature, different scholars’ and researchers’ published books, 

articles published in different journals, periodicals, conference paper, working paper, 
magazines, news  paper, central & state government website.  

. b)  The secondary data and information will analyze for preparing the paper extensively.  

.  

.  

Some Cases  : Interestingly, green marketing continues to be an issue of 5 global 
interests. In fact, Google Trends reports that on are lative basis, more searches for “green 

marketing “originated from India than from any other country. Many companies are 
adopting green for capturing market opportunity of green marketing some cases  

 

EXAMPLE 1: Best Green IT Project: State Bank of India: Green IT@SBI By using eco and power 
friendly equipment in its 10,000 new ATMs, the banking giant has not only saved power costs and 
earned carbon credits, but also set the right example for others to follow. SBI is also entered into 
green service known as “Green Channel Counter”. SBI is providing many services like; paperless 

banking, no deposit slip, no withdrawal form, no checks ,no money transactions form all these 
transaction are done through SBI shopping & ATM cards. State Bank of India turn to wind energy 
to reduce emissions: The State Bank of India became the first Indian bank to harness wind energy 
through a15- megawatt wind farm developed by Suzlon Energy. The wind farm located in 
Coimbatore uses 10 Suzlon wind turbines, each with a capacity of 1.5 MW. The wind farm is spread 
across three states – Tamil Nadu, with 4.5 MW of wind capacity; Maharashtra, with 9 MW; and 
Gujarat, with 1.5MW. The wind project is the first step in the State Bank of India's green banking 
program dedicated to the reduction of its carbon footprint and promotion of energy efficient 
processes, especially among the bank's clients.  
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EXAMPLE 2: 

 Lead Free Paints from Kansai Nerolac Kansai Nerolac Paints Ltd. has always been committed to 
the welfare of society and environment and as a responsible corporate has always taken initiatives in 
the areas of health ,education, community development and environment preservation.  

Kansai Nerolac has worked on removing hazardous heavy metals from their paints. The 
hazardous heavy metals like lead, mercury, chromium, arsenic and antimony can have 
adverse effects on humans. Lead in paints especially poses danger to human health where it 
can cause damage to Central Nervous System, kidney and reproductive system. Children are 
more prone to lead poisoning leading to lower intelligence levels and memory loss.  

EXAMPLE 3: 

Indian Oil's Green Agenda Green Initiatives • Indian Oil is fully geared to meet the target of 

reaching EURO-III compliant fuels to all parts of the country by the year 2010; major cities will 
upgrade to Euro-IV compliant fuels by that time. • Indian Oil has invested about Rs. 7,000 crore so 

far in green fuel projects at its refineries; ongoing projects account for a further Rs. 5,000 crore. • 

Motor Spirit Quality Improvement Unit commissioned at Mathura Refinery; similar units are 
coming up at three more refineries. • Diesel quality improvement facilities in place at all seven 
Indian Oil refineries, several more green fuel projects are under implementation or on the anvil. • 

The R&D Centre of Indian Oil is engaged in the formulations of eco-friendly biodegradable lube 
formulations. • The Centre has been certified under ISO-14000:1996 for environment management 
systems.  

EXAMPLE 4: 

 India's 1st Green Stadium The Thyagaraja Stadium stands tall in the quiet residential colony behind 
the Capital's famous INA Market. It was jointly dedicated by Union Sports Minister MS Gill and 
Chief Minister Sheila Dikshit on Friday. Dikshit said that the stadium is going to be the first green 
stadium in India, which has taken a series of steps to ensure energy conservation and this stadium 
has been constructed as per the green building concept with eco-friendly materials.  

Findings  

Major Findings of my research paper is-  

       The research findings show that consumers have a strong positive attitude towards Green Marketing.   

         These days consumers are more aware of environmental issues.  

         Consumers agree to that: “In future more and more consumers will prefer     Green products.”  
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Consumers agree to that: “Companies which can establish themselves with Green image will have 
distinctive advantage in the market place.”  

Conclusion  

Green marketing is a tool for protecting the environment for the future generation. it has a positive 
impact on environmental safety. Because of the growing concern of environmental protection, there 
is an emergence of a new market which is the green market. For companies to survive in this 
market, they need to go green in all aspect of their business. Consumers want to identify themselves 
with companies that are green compliant and are willing to pay a premium for a greener life style. 
As such, green marketing is not just an environmental protection tool but also, a marketing strategy. 
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 roles 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, buthas 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.  
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