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ABSTRACT

Green marketing is a new word in the
modern era in which the promotion of goods and
services that are safe for the environment and
economy. It includesthe production, devel opment,
distribution of goodsand services, sales promotion
activities, consumption in a sustainable manner
so that the damage should be minimum to
environment. The green products price are
relatively more than the non green products and
the customersareready to pay moreif the producer
provides the green and the value of additional
products. Green marketing is one of the wide
movements regarding environmentally and socially
practices of businessin the present time. The goods
and service should be produced in eco-friendly way
so that the environment protected from harmful
manner. The marketing mix (4Ps) are includesin
green marketing. A companies can generate
revenuve after satisfying the need of the customer
by providing green and environment friendly
products and services. The companies should
implement the green marketing strategy and
produced green products for the consumer. The
green marketing concept to reach large number
of buyerswill take more effort and along time. So
it is the exact moment to implement the activities
of green marketing. The companies and business
should also aware the customer about the green

products to safe the environment and themseves.
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Green Environment, Ps, Green Marketing,
Green Product.

INTRODUCTION

Green marketingisanew wordinthemodern
erainwhich the promotion of goodsand servicesthat
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aresafefor the environment and economy. It includesthe production, development, distribution of goodsand
services, sdespromotion activities, consumptioninasustanable manner o that the damage should beminimum
to environment. Green marketingisoneof thewide movementsregarding environmentaly and socidly practices
of business. Theroleof green marketing practicesinthelifeof public and businessesplay asignificanceinthe
wholeworld. Thebusinesshouses consi der the green marketing activitiesto save the earth and these activites
increased day by day among the marketers (Awasthi and Soni, 2022).

Thegoodsand service should be produced in eco-friendly way so that the environment protected from
harmful manner. Intoday timethe cussomersare more aware and vigilant towardsthe goodsand servicesthat
are purchased by them. Dueto these reasons various popul ar and reputed businessesfollow the practi ces of
green marketingto fulfil therequirementsof the customersand sati sfied the need and protect the environment.
Green marketing isan event that devel op special va ueinthe modern market. The green marketing concept
enabl ed theexisting goods and servi cesaccording to the present demand. The concept persuadesthe companies
to produce green-friendliness production that isbeneficial and not harmful for theenvironment (Singh and
Panday, 2012). The companiesinvested hugeamount in variousenvironmental and socia activitiesinthe
recent timesto runtheir businessinlong run.

Review of Literature

Hasan and Ali (2015), analysed the green marketing policy influenced on the Malaysian certified firms’
performance. Theresultsof thestudy showed that performance of thefirmspositively affected by theinnovation
and thegreen promoation.

Balgi (2017), studied the correl ation between green marketing and sustai nable devel opment, and the
various marketing strategiesthat facilitated the sustainabl e devel opment. Thestudy highlighted that it isbound
duty of the marketer to satisfy the need of the buyer towards consuming the productsthat producelessharm
to theenvironment.

Khan (2019), analysed the practices and process of green marketing in thefood industry of India
through aquestionnaire based survey. Theresultsof the research showed that the green marketing practices
positively linked with theworth of product and show positives gnificant impact on the protection of environmen.

Milanetd. (2021), studied theconsumers preference and sengtivity for avariety of green commodities
and practiceswith asampledataof 86 consumers. They also investigated diversefactorsthat influencethe
consumers’ opinion to purchase green goods. The result showed that customers play a vital job in the force for
defensivetheenvironment and the green product show higher inenergy terms, performance, safety and saving.

Tyagi and Yadav (2021), highlighted the green marketing need, conceptsand a so explored thechd lenges
and practicesof businessin referenceto the green marketing. The study concluded that the green marketing
isthe need of the present time dueto the environmental issues spread wordwide.

Objectives of the Sudy
1. Toknow thegreen marketingimportance& chalenges.
2. Tostudy thegreen marketing mix.

Research Methodology

Keepingin mind the study objectives, the datais primarily based upon the published data. The data
have been a so collected from different books, articles, journa's, newspaper, etc. The study istheoritical in
nature. Searching information throughinternet isaso avery important source of the present study.

Green Marketing Mix

Green marketingisanimportant tool inthe hand of companiesto produce eco friendly product and
serviceto their customersin order to satisfy the needs. Green marketing includes the 4 elements of the
marketing mix.
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Green Product: Marketing mix first pisproduct. Now thesetimealarge number of companiesare
aware about the product that are manufactured by the varioustype of upgraded techniquesare used to save
the energy, increase the efficiency of environmental resourcesand to €iminatethe use of toxic and polluted
items. The products made from non-biodegradabl e plastic can be consider asgreen products (Bhalerao &
Deshmukh, 2015).

Green Price: Green price mean the amount rewarded by the consumer to obtain the environment
friendly product. The price of thegoodsand service affected by many factorslike, material, market shareetc.
Thegreen productspricearerelaively morethan the non green products. In the case of e ectronicitems, TV
and LCD TV arereatively low pricethan LED dueto greener than theformer. Thehybrid carsare costly than
the conventiona cars(Yusianaet a. 2019).

Green Place: Placeiscommonly known asthe channe of distribution. Green placemay be something
that minimizethehard work of manufacturer and customer inreceiving and selling aproduct. Theavailability
and choiceof product and service hass gnificant impact on actua and potentia buyers. Now thistime, alarge
number of buyersisinterested in green products. Thelocation of the company aso increasesthevaue of the
company. Thegreen place can convincethe smart customers about the featuresand quality of the products.
Inthecommon term the environmental benefit isaadded bonus and afactor to decideequal quaity and value
of theproducts(Vija & Anitha, 2020).

Green Promotion: Companiestook thehd p of promotiond actionsto generate consciousnessregarding
services and products. Thesmart green marketers used sustai nabl e marketing and communi cation practices
and ableto strength the environmentd credibility.

I mportacce of Green Marketing

The perception of green marketing first comeinto the existence since 1980s after the st workshop of
AmericanMarketingAssociation (Mani & Bhandari, 2019). Green marketing first wavenoted in the published
forminbooksthat called green marketing. Inthetoday timetheissue of environment play avital roleinthe
busi nessand thedemand of themodern market situation. Therearediversfied benefits of green productsand
servicesfor the consumersand society.

CompetitiveAdvantage: The company or firm attain the competitive advantage by manufacturing
and sdlling theenvironmenta friendly productsat higher pricethan other firms producting non green products.
The customersthese days aware about green product and they prepared to pay higer valuefor green products
than non green products (NeergjaRani et a., 2014).

Corporate Social Responsibility: Now the present time many companies feel that to produce
environment friendly product asaresponsibility towards society inwhich they runtheir businesses. They can
earn profit after satisfying the needs of the customers by providing green products.

Cut in Cost: Sometimethereduction of harmful waste can be lead to substantial cost savingsfor
business. The production of waste by oneentity may be used by another entity at low charge. Green marketing
can assist the compani esto reduce production and operating costs dueto | owering energy usage.

I mpact of the Gover nment: The Government from timeto timeframed varioustypes of consumer
protection rules and regulations. So to reduce the production of harmful goodsthat are not good for the
environment itisbenefit for the bus nessto produce environment friendly products. The Government designed
regulationsto control the amount of hazard waste produced by theindustriesand by productsthrough licence
(Aggarwal, 2013). For exampleban of plastic bags.

Purchasing Behaviour of Consumer : Consumersof themodern timeare more awareand conscious
about the envioronment. The decision making system of consumer isal so reflected by theawarenessto
purchaseagreen product. Thefunction of green marketing inthe ol ution of problemsrel ated to environmental
issuesisplay avery decisiveroleaccording to consumers.
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Effect on Employee: The companiesadoptsthe environment related activititiesin their organisation
can attract more potential employeesdueto fed proud they arebecome part of apositive businessculture.
Thepotentid employeesmore attractive towardsthe compani eswhich areenvironmentdly sensitiveand the
employeesfed apart of positive corporate culture (Poonkothal, 2019).

Higher Revenue: The company whichisengaged inthegreen activities earn morerevenuethan other
companieswhich are not adopted the green activities. At the present time situation thevigilant customers
ready to pay more pricefor green and environmental productsin the market.

Challenges of Green Marketing

Sandar dization: Theamount of green campaignsarevery samal and no standardizationto recoginise
the authennticaion of these claims. Dueto thelack of standardization it isvery difficult to certiy that the
product isorganic or not (Sharath, 2016).

Cost: To adopt green marketing activities for the products the costs may increased due to heavy
expense of research and development for devel oping green products and services, green energy, green
technology etc.

Influenceon Customer s: Thefirm strategy about green marketing forcesvery much for implementing
theeco-labdling strategy. But sometime the consumer may not believein thesetypesof productsand strategy
also not willing and ready to pay the extraprice.

New Per ception: Theliterate consumersand urban consumersaremoreresponsivewith referenceto
the advantage of the green and environment friendly goods. Thisideaisnew for thelargeamount of the
society. Therewill beaneed of more practices and effeort and long period to spread the green marketing
among the population.

SenstiveTowar dsPrice: The consumer of the Inian market are sensitivetowardstheprice. They do
not want to pay higher pricefor the product that arefriendly to environment (Gupta, 2017). They want to
purchase the goodswhich areless costly and cheap than green products.

Risk: If acompany takethe decision of green marketing and invested alarge amount of money in
R& D and green marketing promotion activitiesthen thereisno guranteethat company will earn revenue. So
therewill berisk inthe adoption of green marketing activitiesfor future planning.

Cut Throat Competition: Thecommon buyersmostly purchasethe chegper goodsfromthe market.
The price of the green products higher due to benefitsand quality of the products. So the company which
adoptsthe green marketing practices often facetherivalry from other companieswhich sdlstheir productsat
low price(Veena& AjithKumar, n.d.).

CONCLUSION

Thecompaniesinvolveintheactivities of environment friendly understand the economic aspectsof the
green marketing activities. Therearevariety of benefitsof green marketinginthe present times. Thecompanies
shouldimplement the green marketing Strategy and produced green productsfor the consumer. Thecompanies
can generaterevenue after satisfying the need of the customer. If acompany not produced healthy products
for thecustomersthen the survival of that company isnot possible. So it isthe correct moment to implement
theactivitiesof green marketing to support the goodsand servicesin present environment. Companiesshould
awarethe customer about the green products and their benefitsfor the safety of environment and health.
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