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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. Green
marketing affects all areas of our economy, it does not just lead to environmental protection butit also create new
market and job opportunities. Companies that are environmental stewards stand a chance of gaining many

satisfied and loyal customers.

According to the American Marketing Association, green marketing is the marketing of products that are presumed
to be environmentally safe. Thus green marketing incorporates a broad range of act'i\"i'ties, incluqi;?g product
modification, changes to the production process, packaging .changes, as well as.n1odxtymg advertising. Green,
environmental and eco-marketing are part of the new marketing approaches which do notjust refocus, adigst or
enhance existing marketing thinking and practice, but seek to challenge those approaches and provide a

substantially different perspective.

OBJECTIVES OF STUDY

1 rketing,.

To understand the concept of Green Ma
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)
) To study the scope of Green Marketing,

3) To assess the pros and cons of Green Marketing.

9 To study the Green Marketing enterprises in GO

5) nsumer awareness and preference for green products.
0
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In the world of changing business scenario, consumers 11.1t
dramatically & their consumption also gets changed notice vironmental friendly pr
evident by astudy, in India, around 25% of the consumer's preferen  isionation e Gonsuthers regarding the
may be n#nsidcréd as health conscious. But one also witnesses con emphasizing the features & significarce y
pm‘dud. Therefore, in the industry, green product manufacturers areeen advertising is an extermal non- perser.y
green products for society while advertising their products. Today, gr

promotion tool. (Studies In Business Practises)

i any environmentg|
i i factured & marketed keeping as m
A truly green product would be one that is designed, manu \ . it
factors as poss};ble inmind. This necessitates a complex but highly worthw}.ule exterc1:E ca‘lglteen ‘1/ irozmemal C::\e e::
(LCA). Several Indian companies, textile exporters are working to meet stringent quality
prescribed for their products by importing countries. (Mahazareen Dustur ).

Another area where green products can be pushed is eco - construction material. Green bu. ilding polif:ies have
created enormous opportunities for innovation in energy - efficient technology. Market is abuzz with green
building products for lighting, insulation & glazing. (Down To Earth Sept. 2012).

Sustainable green marketing therefore re

ecology. This is possible through produc
marketing communication is one of edu

quires the development of a marketing mix that is compatible with the
t& delivery system designs for environment protection. For this role of
cating customers about long term ecological benefits & values. (Rajan
GREEN MARKETING - Meaning and Definition

Pride and Ferrell (1993) Green marke

ting, also alternativel
marketing, refers to an organization’

y known as environmental marketing and sustainable

s efforts at designing, promoting, pricing and distributing products that will
not harm the environment Green marketing consists of a]] 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. Majority of people believe that green marketing
refers solely to the promotion or a isi
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CREEN MARKETING?
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Products those are originally grown,

Products those are recyclable, reusable and bmdt‘ﬂr“d“bl"’

Products with natural ingredients,
Products containing recycled contents, non-toxic chemical,
Products contents under approved chemical,

Products that do not harm or pollute the environment,

reusable, refillable containers etc.

Products that have eco-friendly packaging i.e.

Green Advertising
ommunicati

Advertising is*perceived as a form of strategy for every green markete‘r .tow.ards co dumcahng and

influencing the target market. In the present information era, green advertising is perceivedasa tool of the

. . . a parti
business enterprise to bend the potential green consumers to purchase or cons,:lme] p | ticular green
product or service. Green advertising is an external factor of non personal promotional tool.

Green Washing

There is often a thin line between doing so for its own benefit and for social responsibility reasons. The term
“green washing” refers to all industries that adopt outwardly green acts with an underlying purpose to
increase profits. The primary objective of green washing is to provide consumers with the feeling that the
organization is taking the necessary steps to responsibly manage its ecological footprint. In reality, the
company may be doing very little that is environmentally beneficial. The term green washing was first used
by environmentalist Jay Westerveld when objecting to hotelier’s practice of placing notices in hotel rooms
which asked their guests to reuse towels to “save the environment”. Westerveld noted that there was little
else to suggest that the hoteliers were interested in reducing their environmental impacts, and that their
interest in washing fewer towels seemed to be motivated by a concern to save costs rather than the

environment.

GREEN MARKETING PROCESS

External Green P’s Internal Green P’s
» Paying customers » Products
» Providers » Promotion
» Politicians » Price
» Pressure groups » Place
> Prub.lel?ls » Providing information
» Predictions > Processes
» Partners » Palicies
— —r—
FIGURE 2: THE GREEN MARKETING PROCESS
The Ss of Green Success
. Satisfaction - of stakeholder needs
. Safety - of products and processes
. Social acceptability - of the company
. Sustainability - of its activities
N e —— 306 ———— —
R ve e
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(M OF GREENMARKETING
OBLF

S roblem firms face is that those who modify th
A . , eir prod . t
, L~onf9“d with the fact that consumers Perceptions ‘"eEOm;?::edsue tto increased consumer concern mus
. not correct.
en firms attempt to become socially responsible, ¢

'h . .
W ftoday will be found to be harmfuy] jp, the

h , B .
ono €y may face the rigk that the environmentally respor\slble
ac

future,

" etitive it : :
‘ Reacting to comp pressures can cause a]] followers” to make'the same mistake as the “leader.”

o reduce costs or i : %
The push ¢ Increase profits may not force firms to address the important issue of

i degradation. -of-pi :
environmental ~gradauon. Ef‘d f’f P1pe solutions do not necessarily address the larger environmental
problemf though it may minimize its short term affects.

cHALLENGES
Need for standardization

. o ' —
Itis found that orl\ly 5 % of the marketing messages from Green campaigns are entirely true and there is a
jack of standardization to. authenticate these claims. There is no standardization currently in place to
certify a product as organic. Unless some regulatory bodies are involved in providing the certifications

there will not be any verifiable means. A standard quality control board needs to be in place for such
labeling and licensing.

+  New concept

Indian literate and urban consumer is getting more aware about the merits of Green products. But it is still
anew concept for the masses. The consumer needs to be educated and made aware of the environmental
threats. The new green movements need to reach the masses and that will take a lot of time and effort. By
India’s ayurvedic heritage, Indian consumers do appreciate the importance of using natural and herbal
beauty products. Indian consumer is exposed to healthy living lifestyles such as yoga and natural food
consumption. In those aspects the consumer is already aware and will be inclined to accept the green
products.

Patience and perseverance

The investors and corporate need to view the environmentas a major long-term investment opportunity,
the marketers need to look at the long-term benefits from this new green movement. It will require a lot of
patience and no immediate results. Since it is a new concept and idea, it will have its own acceptance
period.

Avoiding green myopia

The first rule of green marketing is focusing on customer benefits i.e. the primary reason why consumers
buy certain products in the first place. Do this right, and motivate consumers to switch brands or even pay
apremium for the greener alternative. Itis not going to helpifa product is developed which is absolutel_v
greenin varioys aspects but does not pass the customer satisfaction criteria. This will lead to green myopia.

G -
"EENMARKETING AND SUSTAINABLE DEVELOPMENT

Cord; : ) “ent (1978), Sustainable Development is “meetin
the g to the World Commission on Environmental Dev elopment (1978) &

. o ois future generations to meet their own needs”. The

o f the Present without compromising the ability of the fUtEe 8 -d to integrate economic and ecologic
ONtheme throughout this of sustainable development, is the neec folnteg semngical
consideraﬁons o decg .Out §tratbegy king policies that conserve the quality of agricultural development and
env"o“mental Protecl:;m r}l;lkmg i’l Tfhe eig product of green marketing is, environmental protection for the
n. This is wha
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. i >rations, better polluti
present and the future generation. The development of energy- efficient operatio P f‘hon Controls,
all part of green marketing which alsq

recyclable and biodegradable packaging, ecologically safe products are
leads to sustainable development.

GREEN MARKETING IN GOA

Green Essentials - 'l'a]eigan, Goa.

Started by Karan Manral and Yogita Mehra, They have made a foray into waste management, natura'lly. Green
Essentials largely has the more popular terracotta compost pots ideal for apartment dwellers that aerobl'ca]ly turn
all the biodegradable waste into ready to use compost. It also has insect and pest repellal.nts and anti bacterjg]
solutions that are chemical free and double up as air fresheners. Still inits nascent stage, being only a few months
old, Green Essentials has already made profits way beyond expectations with only word of rr.10uth publicity ang
referrals. Currently all the products are sourced from outside the state and are reasonably priced.

Valmik Construction

Datta Naik is an established veteran in the Goan real estate market. ‘The Landings’ is one of the first project in
Goa to go eco-friendly and implement comprehensive and scientific green design guidelines from the Indian
Green Building Council.

Integrated Water Management Plan

. Rainwater harvesting and Groundwater recharge
. Sewage treatment plant with ultra-purification

. Water-efficient fixtures and controls

Comprehensive Energy Efficiency

. Thermal efficiency measures for building exterior to reduce cooling requirements
. Solar Photovoltaic Power for common lighting

. Solar Thermal for water heating

Health and Well-Being

. Non-toxic low-VOC interior paints and finishes

. Fenestration design for optimum natural light and fresh air in living spaces
Eco-Friendly Idols

Idols in Goa are done considering the environment aspects. Idols of vegetables, dals, coconut coir, etc. The main
goal is to save our marine life and environment by adopting Go Green Ganesha (eco-friendly) idols as an
environment-saving alternative to the harmful Plaster of Paris (PoP) Ganesha idols.

CONSUMERS OF GOA

It is found that green businesses have a great potential in Goa as most Goans as consumers are not only well
informed and aware but inquisitive and enthusiastic too. Almost all the consumers have shown a change in their
attitude in order to preserve our environment. But on the other side they are not willing to pay a premium for green
products. There is future for green products, provided they are sold at lesser price. The survey was done in Panjim
and Vasco area which are metropolitan cities and their views are different compared to remote areas. So it may be
wrong to say that majority of Goans are aware of it. But with the advent of

s . people becoming more environment
friendly in future period of time, Goans are going to go green.

LIMITATIONS

1. There were difficulty in securing information about green marketing in Goa as there are few enterprise who
are dealing with green marketing.
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y of data depends upon the

The accurac information given by the

- arketing helps in the effective outcomes like
m

respondents,

I‘c“" n

ety

cost cutting, empl atisfacti inimisation,
. , oyee satisfaction, waste min

" fare for the companies as well for society also B ployee satisfaction, wé

;W . .

i is the right time b0 select “Green Marketing” globally. It will come with drastic ;-hanft’ in the world of

] nations will make stritft roles because green marketing is essential to;ave worlc’l from pollution.
L marketing should not be considered as just one more approach to marketiﬁ&{(uut has to be pursued with
o ter vigor, as it has an environmental and social dimension to it. With the threat of global warming

.-,ﬁ(h gfl‘ N ]
, large, itis extremely important that green marketing becomes the norm rather than an exceptiorror justa
a safe and environmentally harmless manner should become

A .,nl‘S»‘ if al

ming . ) .
ot ing of paper, metals, plastics, etc,, in

;,1 Recycl : .
" ymore systematized and universal.

%
- en Marketing is stillin its infancy stage and a lot of research is to be done on it to fully explore its potential. It

[g ght time to adopt the concept of sustainable development in the marketing mix of the companies and
_worate them to save the planet from the upcoming risk.
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