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Introduction

Yes, green marketing is a golden goose. As per Mr. J. Polonsky, green marketing can be
defined as, "All activities designed to generate and facilitate any exchange intended to
satisfy human needs or wants such that satisfying of these needs and wants occur with
minimal detrimental input on the national environment."”

Green marketing involves developing and promoting products and services that satisfy
customer's want and need for Quality, Performance, Affordable Pricing and Conyénience
without having a detrimental input on the environment.

Evolution of Green Marketing

The green marketing has evolved over a period of time. Agcording to Peattie (2001), the
evolution of green marketing has three phases. First phase’'was termed as "Ecological”
green marketing, and during this period all marketing aetivities were concerned to help
environment problems and provide remedies for,enviconmental problems. Second phase
was "Environmental” green marketing and the€focus shifted on clean technology that
involved designing of innovative new produdets,\which take care of pollution and waste
issues. Third phase was "Sustainable" green marketing. It came into prominence in the
late 1990s and early 2000.
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Why Green Marketing?

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.

Benefits of Green Marketing

Companies that develop new and improved products and gerwvices with environment
inputs in mind give themselves access to new markets,‘increase their profit sustainability,
and enjoy a competitive advantage over the companies which are not concerned for the
environment.
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HISTORY

The term Green Marketing came into prominence in the late 1980s and early 1990s. The
American Marketing Association (AMA) held the first workshop on "Ecological
Marketing" in 1975.The proceedings of this workshop resulted in one of the first books
on green marketing entitled "Ecological Marketing".

The first wave of Green Marketing occurred in the 1980s. Corporate Social
Responsibility (CSR) Reports started with the ice cream seller Ben & Jerry's where the
financial report was supplemented by a greater view on the company's environmental
impact. In 1987 a document prepared by the World Commission on Environment and
Development defined sustainable development as meeting “the needs of the present
without compromising the ability of future generations to meet their own(need”, this
became known as the Brundtland Report and was another step towards widespread
thinking on sustainability in everyday activity. Two tangible milestones for wave 1 of
green marketing came in the form of published books, both,ef which were called Green
Marketing. They were by Ken Peattie (1992) in the United Kingdem and by Jacquelyn
Ottman (1993) in the United States of America.

Despite these challenges, green marketing has contineed tesgain adherents, particularly in
light of growing global concern about climate change. This concern has led more
companies to advertise their commitment to reduee their climate impacts, and the effect
this is having on their products and seryices
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Greenhouse gas reduction market

The emerging greenhouse gas reduction market can potentially catalyze projects with
important local environmental, economic, and quality-of-life benefits. The Kyoto
Protocol’s Clean Development Mechanism (CDM), for example, enables trading between
industrial and developing nations, providing a framework that can result in capital flows
to environmentally beneficial development activities. Although the United States is not
participating in the Kyoto Protocol, several US programs enable similar transactions on a
voluntary and regulatory basis.

While international trade in greenhouse gas reductions holds substantial promise asra
source of new funding for sustainable development, this market can be largely
inaccessible to many smaller-scale projects, remote communities, and least developed
localities. To facilitate participation and broaden the benefits, several barriers’must be
overcome, including: a lack of market awareness among stakeholders,andsprospective
participants; specialized, somewhat complicated participation rules;/and the need for
simplified participation mechanisms for small projects, without which transaction costs
can overwhelm the financial benefits of participation. If the bakriers are adequately
addressed, greenhouse gas trading can play an important role supporting activities that
benefit people’s lives and the environment.
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Popularity and effectiveness
Ongoing debate

The popularity of such marketing approach and its effectiveness is hotly debated.
Supporters claim that environmental appeals are actually growing in number—the Energy
Star label, for example, now appears on 11,000 different companies ‘models in 38
product categories, from washing machines and light bulbs to skyscrapers and homes.
However, despite the growth in the number of green products, green marketing is on the
decline as the primary sales pitch for products. (NEEDS CITATION) On the other hand,
Roper’s Green Gauge shows that a high percentage of consumers (42%) feel that
environmental products don’t work as well as conventional ones. This is an unfertunaté
legacy from the 1970s when shower heads sputtered and natural detergents left clothes
dingy. Given the choice, all but the greenest of customers will reach for synthetic
detergents over the premium-priced, proverbial "Happy Planet" any<day, including Earth
Day. New reports, however show a growing trend towards green praduets.

Confusion

One challenge green marketers -- old and new -- aredikelyst0 face as green products and
messages become more common is confusion in theéymarketplace. "Consumers do not
really understand a lot about these issues, and there's a’lot of confusion out there,"” says
Jacquelyn Ottman(founder of J. Ottman Consulting and author of "Green Marketing:
Opportunity for Innovation.") Marketers'sometimes take advantage of this confusion, and
purposely make false or exaggerated "greent/claims. Critics refer to this practice as
"green washing".

Statistics

According to market researcher’Mintel, about 12% of the U.S. population can be
identified as True Greens, consumers who seek out and regularly buy so-called green
products. Another68% can be classified as Light Greens, consumers who buy green
sometimes. "What chief marketing officers are always looking for is touch points with
consumers, angethis is just a big, big, big touch point that's not being served,"” says Mintel
Research¢Direetor David Lockwood. "All the corporate executives that we talk to are
extremely'convinced that being able to make some sort of strong case about the
envirgnment is going to work down to their bottom line."
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Adoption of Green Marketing

There are basically five reasons for which a marketer should go for the adoption of green
marketing. They are -

Opportunities or competitive advantage

Corporate social responsibilities (CSR)

Government pressure

Competitive pressure

Cost or profit issues

Green Marketing Mix

Every company has its own favorite marketing mix. Some have 4 P's and some have 7 P's
of marketing mix. The 4 P's of green marketing are that of a conventional marketing but
the challenge before marketers is to use 4 P's in an innovative manner.

Product
The ecological objectives in planning products are to reduce resource consumption and
pollution and to increase conservation of scarce resources (Keller man, 1978).

Price
Price is a critical and important factor of green marketing mix. Most consumers will only
be prepared to pay additional value if there is a perception of extra product value. This



www.studymafia.org

value may be improved performance, function, design, visual appeal, or taste. Green
marketing should take all these facts into consideration while charging a premium price.

Promotion

There are three types of green advertising: -

Ads that address a relationship between a product/service and the biophysical
environment.

Those that promote a green lifestyle by highlighting a product or service

Ads that present a corporate image of environmental responsibility

Place The choice of where and when to make a product available will have significant
impact on the customers. Very few customers will go out of their way to buy green
products.

A Conceptual Frame Work on Green Marketing
INTRODUCTION

Many people believe that green marketing refers solely to the promotion or advertising of
products with environmental characteristies. Generally terms like Phosphate Free,
Recyclable, Refillable, Ozone Friendly, andiEnvironmentally Friendly are some of the
things consumers most often associate, with green marketing. In general green marketing
is a much broader concept, one thatcan'be applied to consumer goods, industrial goods
and even services. For example,‘around the world there are resorts that are beginning to
promote themselves as "ecoteurism” facilities, i.e., facilities that specialize in
experiencing nature or gperating in a fashion that minimizes their environmental

impact .Thus green marketing incorporates a broad range of activities, including product
modification, changes,to“the production process, packaging changes, as well as
modifying advertising. But to define green marketing is not a simple task. The
terminology ‘Usediin this area has varied, it includes: Green Marketing, Environmental
Marketing an@eEcological Marketing. While green marketing came into prominence in
the late;1980s and early 1990s, it was first discussed much earlier. The American
Marketing Association (AMA) held the first workshop on "Ecological Marketing" in
1975. The proceedings of this workshop resulted in one of the first books on green
marketing entitled "Ecological Marketing". Green marketing is defined as "Green or
Environmental Marketing consists of all activities designed to generate and facilitate any
exchanges intended to satisfy human needs or wants, such that the satisfaction of these
needs and wants occurs, with minimal detrimental impact on the natural environment.”

This definition incorporates much of the traditional components of the marketing
definition, that is "All activities designed to generate and facilitate any exchanges
intended to satisfy human needs or wants" Therefore it ensures that the interests of the
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organization and all its consumers are protected, as voluntary exchange will not take
place unless both the buyer and seller mutually benefit. The above definition also
includes the protection of the natural environment, by attempting to minimize the
detrimental impact this exchange has on the environment. This second point is important,
for human consumption by its very nature is destructive to the natural environment. So
green marketing should look at minimizing environmental harm, not necessarily
eliminating it.
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IMPORTANCE OF GREEN MARKETING

Man has limited resources on the earth, with which she/he must attempt to provide for the
worlds' unlimited wants. There is extensive debate as to whether the earth is a resource at
man's disposal.. In market societies where there is "freedom of choice", it has generally
been accepted that individuals and organizations have the right to attempt to have their
wants satisfied. As firms face limited natural resources, they must develop new or
alternative ways of satisfying these unlimited wants. Ultimately green marketing looks at
how marketing activities utilize these limited resources, while satisfying consumers
wants, both of individuals and industry, as well as achieving the selling organization's
objectives.

When looking through the literature there are several suggested reasons for firms
increased use of Green Marketing. Five possible reasons are as follows:

1.0rganizations perceive environmental marketing to be an,epportunity’'that can be used
to achieve its objectives.

2. Organizations believe they have a moral obligation to be ' mare socially responsible.
Governmental bodies are forcing firms to become morefresponsible.

3. Competitors' environmental activities pressure firms,to‘ehange their environmental
marketing activities.

4. Cost factors associated with waste disposal, oreductions in material usage forces
firms to modify their behavior.

OPPORTUNITIES

All types of consumers, both individual’and industrial are becoming more concerned and
aware about the natural environment. 1n a 1992 study of 16 countries, more than 50% of
consumers in each country,(other than Singapore, indicated they were concerned about
the environment. A 1994 study-in Australia found that 84.6% of the sample believed all
individuals had a responsibitity to care for the environment. A further 80% of this sample
indicated that theychad modified their behavior, including their purchasing behavior, due
to environmentdl reasons. As demands change, many firms see these changes as an
opportunity tobeexploited. It can be assumed that firms marketing goods with
environméntahkeharacteristics will have a competitive advantage over firms marketing
non-eaviranmentally responsible alternatives. There are numerous examples of firms who
haveistrived to become more environmentally responsible, in an attempt to better satisfy
their consumer need. McDonald's replaced its clam shell packaging with waxed paper
because of increased consumer concern relating to polystyrene production and Ozone
depletion. Xerox introduced a "high quality" recycled photocopier paper in an attempt to
satisfy the demands of firms for less environmentally harmful products.

This is not to imply that all firms who have undertaken environmental marketing
activities actually improve their behavior. In some cases firms have misled consumers in
an attempt to gain market share. In other cases firms have jumped on the green
bandwagon without considering the accuracy of their behavior, their claims, or the



www.studymafia.org

effectiveness of their products. This lack of consideration of the true "greenness™ of
activities may result in firms making false or misleading green marketing claims.

Five simple rules of green marketing

1. Know your customer:

If you want to sell a greener product to consumers, you first need to 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.Empower consumers:

Make sure that consumers feel, by themselves or in concert with all the otherusers of
your product, that they can make a difference. This is called "empowerment” and it's the
main reason why consumers buy greener products.

3. Be transparent:

Consumers must believe in the legitimacy of your preductand the specific claims you are
making. Caution: There's a lot of skepticism out theke that is fueled by the raft of spurious
claims made in the "go-go" era of green marketing, that occurred during the late 80s-
early90s

4. Reassure the buyer:

Consumers need to believe that your preduct performs the job it's supposed to do - they
won't forego product quality in the name of the environment. (Besides, products that don't
work will likely wind up infthestrash bin, and that's not very kind to the environment.)

5. Consider your pricing:

If you're charginga premium for your product - and many environmentally preferable
products cost m@re due to economies of scale and use of higher-quality ingredients -
make sure thatieensumers can afford the premium and feel it's worth it. Many consumers,
of coursegcannpt afford premiums for any type of product these days, much less greener
ones, so keep this in mind as you develop your target audience and product
speeifications.”
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CONCLUSION

Green marketing covers more than a firm's marketing claims. While firms must bear
much of the responsibility for environmental degradation, ultimately it is consumers who
demand goods, and thus create environmental problems. One example of this is where
McDonald's is often blamed for polluting the environment because much of their
packaging finishes up as roadside waste.

It must be remembered that it is the uncaring consumer who chooses to disposes of their
waste in an inappropriate fashion. While firms can have a great impact on the natural
environment, the responsibility should not be theirs alone. It appears that consumers are
not overly committed to improving their environment and may be looking tolay, too
much responsibility on industry and government. Ultimately green marketingirequires
that consumers want a cleaner environment and are willing to "pay" for itjpessibly
through higher priced goods, modified individual lifestyles, or evepsgovernmental
intervention. Until this occurs it will be difficult for firms alene,to"lead*the green
marketing revolution. It must not be forgotten that the industrial buyer also has the ability
to pressure suppliers to modify their activities.

Thus an environmental committed organization mayynet only produce goods that have
reduced their detrimental impact on the environmgni, they may also be able to pressure
their suppliers to behave in a more environmentally “résponsible” fashion. Final
consumers and industrial buyers also have the ability to pressure organizations to
integrate the environment into their corperate culture and thus ensure all organizations
minimize the detrimental environmental impactof their activities.
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