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Abstract: 

In the modern era of globalization, it has become a difficult task to retain customers and consumers on 

board, as well as to keep our natural environment safe, which is the most challenging need of the time. 

This study would like to explain conceptual green marketing and its role as a source sustainable 

competitive advantage. This paper investigates the social effects of sustainable development and green 

marketing, examining their prospects and problems. It makes an effort to determine how best to apply 

and value green marketing. We can examine the major challenges in adoption of green marketing 

tactics. It describes the current Indian market scenario and investigates the challenges and opportunities 

that businesses have with green marketing. While green marketing and sustainable development present 

significant challenges, such as consumer distrust and a lack of government regulations, they also 

present significant opportunities, such as increased consumer loyalty and cost savings, according to this 

paper. The paper offers researchers and marketing managers a comprehensive understanding of the 

concept of marketing practices, including its causes, contents, and outcomes.  

Keyword: Green Marketing, Sustainable Development, Globalization, Eco-marketing. 

 

Introduction  

Green marketing and sustainable development are two important concepts that have gained significant 

attention in recent years. The term "green marketing" refers to the promotion and sale of 

environmentally friendly products and services, while "sustainable development" refers to the long-

term economic, social, and environmental well-being of society. Together, these concepts represent a 

new approach to doing business that takes into account the impacts of economic activity on the 

environment and on future generations. One of the main challenges of green marketing and sustainable 

development is to reconcile the conflicting interests of different stakeholders. For example, companies 

may be reluctant to invest in environmentally friendly products and services if they believe that 

consumers are not willing to pay a premium for them. On the other hand, consumers may be hesitant to 

http://www.euroasiapub.org/
http://euroasiapub.org/


(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

International Journal of Research in Finance & Marketing 

http://www.euroasiapub.org 

International Journal of Research in Finance and Marketing (IJRFM) 

Available online at: http://euroasiapub.org 

Vol. 11 Issue 05, May – 2021 

ISSN: 2231-5985 | Impact Factor: 8.132 
(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

   

27 

 

 

buy green products if they perceive them as being more expensive or of lower quality than 

conventional products. Another challenge is to ensure that green marketing and sustainable 

development practices are not just used as a marketing tool, but are actually implemented in the 

company's operations. Some companies may use greenwashing, or making false or misleading claims 

about the environmental benefits oftheir products, to capitalize on the growing interest in sustainability 

without actually taking action to reduce their environmental impact. Despite these challenges, there are 

also many opportunities for companies that embrace green marketing and sustainable development. For 

example, companies that invest in environmentally friendly products and services may be able to gain a 

competitive advantage in the marketplace, as more and more consumers are becoming aware of the 

environmental impact of their purchasing decisions. Additionally, green marketing and sustainable 

development can help to reduce the company's environmental impact and mitigate the risks associated 

with climate change. In addition to the benefits for companies, green marketing and sustainable 

development can also have a positive impact on society. By promoting environmentally friendly 

products and services, companies can help to raise awareness about the importance of protecting the 

environment and encourage consumers to make more sustainable purchasing decisions. Additionally, 

sustainable development can help to improve the quality of life for communities by promoting 

economic growth and reducing poverty, while also preserving natural resources for future generations. 

Overall, green marketing and sustainable development represent a significant opportunity for 

companies to improve their bottom line while also making a positive impact on society. However, it is 

important to ensure that these practices are implemented in a transparent and authentic manner, in order 

to truly make a difference. 

 

Literature Review  

(Syafei, 2020) study, Green Marketing (GM) is one strategy that can assist marketers in selling their 

goods and services and attaining their primary business goals. This strategy focuses on the generation 

of tangible environmental benefits. GM is a process by which individuals and groups meet their needs 

and desires while minimizing their negative environmental impact. Internal or external pressures can 

lead to an increase in green marketing activities. Responding to consumer demand and rising 

environmental pollution are examples of external forces that can cause problems. 

(Horisch & Schaltegger, 2019) found  The goal of this study is to examine how green marketing 

analysis contributes to sustainable competitive advantage in the age of Industry 4.0. Creating 

environmental efforts at the functional, managerial, and operational levels may help to reduce 

manufacturing costs. 

(Ganimete and Fatos, 2019) found, The most difficult task for companies is determining how to create 

an environmentally friendly marketing communication mix platform that is required for direct dialogue 

and building consumer trust, particularly when it comes to green marketing activities. Consumers seek 

new eco-value market offerings by evaluating offers based on green marketing elements such as 

product features, quality, origin, taste, price, packaging, labeling, performance, durability, service, or 
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any other environmental features that may be trying to appeal to them. 

Sanker and Janani (2020) investigated how different awareness programmes, such as green market 

tools, environmentally friendly labelling, and packaging must be based on environmentally friendly 

features, can motivate customers to engage in green marketing. Green marketing practises are closely 

related to product attractiveness, geo-culture, and marketing performance. 

 Edeh (2020) found the goal of the green marketing approach is to raise consumer awareness of 

environmental issues based on the goods or services they consume. As a result, consumers need to 

become more environmentally conscious. By altering their purchasing behaviors, individuals also play 

a significant part in safeguarding the environment. 

Tanwari& Burhan( 2020) studied for businesses to effectively sell their products in a market where 

customers do not believe the product being marketed is environmentally friendly, a lack of adequate 

consumer understanding about environmental issues is a major challenge. 

(FuiYeng & Yazdanifard, 2015) found nowadays, environmental issues are a hot topic because nearly 

every nation's government and people have begun to become more aware of them. This prompts the 

company to adopt the green marketing trend as one of its methods for making money while preserving 

the environment. 

 

Objectives 

i. To understand the concept and importance of green marketing. 

ii. To explore the different green practices adopted by various companies. 

iii. To understand the challenges that exists in applying green practices. 

 

Methodology 

A qualitative analysis of secondary data was done to achieve research objectives. The data for this 

research paper has been collected using secondary data sources from journals, reference books, online 

blogs, websites, articles and various other secondary sources to study the challenges and opportunities 

of Green  Marketing and Sustainable Development in order to better understand the topic. 

Evolution of Green Marketing 

Since 1960, green marketing has been evolving. (Figure 1).The evolution of green marketing is divided 

into three stages. i.e. ecological, environmental and sustainable (Mishra, Sharma, 2014; Zampese, 

2016; Lazar,2017; Papadas , 2017). All marketing activities were supposed to be a cure for 

environmental problems during the first one, i.e. the ecological phase. At the time, the most harmful 

and toxic industries (chemicals, mining) were at the forefront of researchers' and practitioners' 

attention. The main goal was on the most visible polluters. The ecological stage produced no useful 

results. During that time, the only benefit was increased government awareness. Green marketing is "a 

sort of response to environmental movement," according to the government. (Zampese, 2016). The 

discipline of green marketing saw an increase in environmental concerns in the late 1980s as social and 
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commercial environments changed. Marketers concentrated on clean technology that could be used to 

create creative products, a reduction in pollution, and a reduction in waste during the environmental 

phase. (Lazar, 2017). 

In contrast to the ecological phase, the environmental phase focused on environmental issues including 

ecosystem degradation and species extinction rather than just resource consumption. Electronics, travel, 

and apparel were all included in green marketing initiatives in addition to the most harmful and 

poisonous businesses. Environmental concerns have become a key competitive component in product 

markets. (Papadas, 2017). Companies found it challenging to guarantee the ecological value of their 

products and their features during the environmental period, and buyers showed mistrust for green 

activities. Nevertheless, this phase produced some useful outcomes for the effective application of 

package recycling. The environmental stage also produced some scientific findings: the topic of green 

marketing attracted a lot of interest in the 1990s, although this interest ultimately decreased. This 

reduction may have been caused by the fact that most businesses at the time saw environmental 

concerns as a financial burden and a constraint rather than a marketing opportunity. 

  

 

 

 

 

 

  

 

                

      

 

 

Fig-1 Development of green marketing orientation 

 

Need and Importance of Green Marketing 

Green marketing refers to the practice of promoting environmentally friendly products, services, and 

business practices. It is becoming increasingly important for several reasons: 

1. Environmental protection: Green marketing promotes environmentally friendly products and 

services, thereby reducing pollution and conserving natural resources. 

2. Consumer demand: Consumers are increasingly searching for environmentally friendly options as 

they become more aware of how the things they purchase affect the environment. Green marketing 

provides ecologically sound goods and services to meet this demand. 

3. Brand image: By presenting themselves as ethical and ecologically concerned, businesses that use 

green marketing can enhance their brand image. 
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4. Cost savings: By lowering waste and energy usage, which can result in cheaper expenses, green 

marketing can also help businesses save money over the long term. 

5. Legal and regulatory compliance: Green marketing can assist businesses in abiding by 

environmental protection rules and regulations. 

6. Innovation: As businesses work to create fresh, more environmentally friendly goods and services, 

green marketing can also be a source of creativity. 

7. Competitive advantage: Companies that use green marketing can get a competitive edge by 

standing out from the crowd and attracting customers who care about the environment. 

 

Current scenario of green marketing in India 

Green marketing refers to the process of promoting environmentally friendly products and services. 

Due to rising consumer knowledge and concern about environmental issues, India's market for green 

goods and services has been expanding in recent years. According to current market research by FMI, 

the market for green building materials is anticipated to develop at a rate of 11.2% over the forecast 

period. The value is projected to reach US$ 334 billion in 2023. By 2033, the sum is anticipated to 

exceed US$ 962 billion. The Indian government has been supporting green building methods as well, 

and it has set a goal for all new construction to be green by 2022. As a result, there is now more 

demand in the nation for green building products and services. 

In recent years, the renewable energy industry in India has also expanded quickly. The installed 

capacity of renewable energy in India has reached 165.94 GW, exceeding the goal of 175 GW by 2022, 

according to the Ministry of New and Renewable Energy. The Ministry of New and Renewable Energy 

is working to achieve 500 GW of installed power capacity from non-fossil sources by 2030 in 

accordance with the Prime Minister's announcement at COP26.  

Overall, it is anticipated that India's green market would expand over the next years thanks to rising 

consumer awareness and government backing for green goods and services. In conclusion, as more 

businesses begin to implement environmentally friendly methods and as customers become more aware 

of the effects of their consumption on the environment, green marketing is gaining pace in India. There 

are still obstacles to be addressed, though, before it can become more mainstream. 

 

The 4 Ps of Green Marketing 

Four Ps make up the marketing mix: product, pricing, venue, and promotion. They are significantly 

impacted by green marketing. Several qualities are required for a product to be referred to as a "green 

product." 
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Image credit: Extension, Conrado, and Knowledges (11) 

 

Industry 4.0  

Applications for Industry 4.0 utilize the most modern technologies, particularly in the fields of 

telecommunications, the internet, and nanotechnology, which allows us to use small devices very 

effectively. This fusion of cutting-edge technology enables the creation of numerous applications that 

have revolutionized the industrial sector and transformed the old idea of human and machine 

communication into the idea of machine and machine interaction. It is simple to see how quickly the 

industry is developing, which makes it crucial to monitor the new Industry 4.0 apps eagerly in order to 

keep up with this progress and profit from it. 

 

Industry 5.0 

The connection between people and machines is the main emphasis of the new manufacturing model 

known as "Industry 5.0." The Fifth Industrial Revolution, or Industry 5.0, is a new and developing 

stage of industrialization in which humans collaborate with cutting-edge technology and robots with 

artificial intelligence to improve workplace procedures. Along with this, there is a stronger emphasis on 

the needs of people, enhanced resilience, and a more human-centered approach. This new phase, which 

extends beyond manufacturing and builds on Industry 4.0, is made possible by technological 

advancements in areas like artificial intelligence, automation, big data analytics, the Internet of Things 

(IoT), machine learning, robotics, smart systems, and virtualization. Expanding on the ideas behind 

Industry 4.0, the European Union states that this new industrial revolution offers "a vision of industry 

that aspires beyond efficiency and productivity as the main goals, and reaffirms the role and 

contribution of industry to society." 
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Industry 1.0- Industry to 5.0 
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    Highlight of Industry 5.0 compared to Industry 4.0  
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Green IOT: 

Green IoT encourages our society's sustainable and environmentally friendly progress. It exclusively 

makes use of IoT advancements and apps that assist in making Earth livable and inhabited. Green IoT 

aims to reduce the greenhouse effect that our digitalized society causes by achieving low energy and 

utility consumption of IoT devices. A green IoT product must go through a process that includes green 

design, green manufacture, green utilisation, and recycling in order to be obtained. 

To secure the dependability of the Internet of Things and the implementation of an intelligent world, 

energy consumption is evolving to the state-of-the-art level. To create a sustainable, creative society, 

the IoT must be energy-efficient in order to reduce the greenhouse effect and carbon dioxide (CO2) 

emissions from sensors, devices, apps, and services. 

 

India’s IoT Market Trends: 

The Indian IoT market is expected to grow at a CAGR of more than 28% between 2015 and 2020. 

According to a joint report by IAMAI (The Internet and Mobile Association of India) and Deloitte, 

industrial IoT will surpass consumer IoT in India by 2020. 
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Healthcare, telecom, agriculture, automotive, retail, and transportation have all been affected by the IoT 

bug, but in India, IoT development will be guided by geography and cultural interests. India's IoT 

market is expected to grow at a rapid +29% CAGR by 2022, accounting for 5% of the global market. 

India is entering a new era in technological history. The government intends to invest heavily in smart 

city projects in order to make 100 cities more sustainable. According to Deloitte, India currently has 60 

million IoT devices, with the number expected to reach nearly 2 billion in the next three to four years. 

 

Opportunities in Green Marketing 

The following reasons may be cited as opportunities by the firms for adopting environment friendly 

practices/green marketing in their organizations: 

 

 Competitive Advantage: Technology related to the environment can give businesses a 

competitive advantage (Srivastava, 1995). Companies who adopt green practises will have a 

competitive advantage over their rivals in their industry. A company will establish a point of 

distinction (unique selling proposition) in the minds of consumers if it offers goods and 

services that may satisfy customers' needs and wants while also benefiting the environment. 

The consumers will be compelled to choose that specific product and service due to this point 

of differentiation. Possessing a competitive advantage improves an organization's standing in 

the marketplace and puts pressure on rival companies in the sector to follow suit and implement 

green practises. Green marketing offers businesses a situation where everyone benefits. 

 Increasing the Consumer Base : Numerous research on green marketing in the Indian context 

demonstrate that most customers nowadays are aware of and concerned about concerns related 

to the environment. (Ishwini & Datta, 2011; Mannarswamy, 2010; Paranjape, Bhakare, & 

Mathur, 2012), and are keen to buy eco-friendly/green products (Vernekar & Wadhwa, 2011). 

Thakar, Joshi, and Chitale (2009) conducted a study in Indore, Madhya Pradesh and found that 

Customers are aware of green advertising and goods. This demonstrates how the market for 

green products is growing over time. In addition to giving advertisers a sizable audience to 

target, this growing consumer base will also lower the cost per unit, which will be 

advantageous to businesses. Therefore, expanding the consumer base will provide both 

businesses and consumers more opportunities. Customers will benefit from lower prices, and 

businesses will benefit from increased profits and market share. 

 Meeting with Government Legislation as well as Receiving Subsidies from the 

Government: As is well known, environmental deterioration has grown to be a significant 

problem for the entire world and is now a sensitive topic in decision-making for all world 

governments. Governments all over the world are putting pressure on businesses and sectors to 

adopt green practises and environmentally friendly technologies. For instance, the Supreme 

Court of India has ruled against the use of plastic gutka and pan masala sachets, while the Delhi 
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government has prohibited the use of plastic bags. Employing eco-friendly methods will enable 

a company to comply with the legal framework for environmental preservation without 

resorting to coercive measures. 

 Cost Reduction: The cost of the finished product will decrease with less detrimental waste 

produced during manufacturing, which will result in lower costs for the company. Because 

disposing of waste has become such a problem, some businesses have established symbiotic 

relationships in which the waste or byproducts of one business are utilised as raw materials by 

the other. For instance, fly ash, which is formed when coal is burned, was originally released 

into the atmosphere, posing environmental and health risks, but it is now used as a raw material 

by the cement and brick industries as well as by building firms. 

 Corporate Social Responsibility: Organizations that adopt eco-friendly or "green" practises 

will demonstrate that they care about both society and the environment. As a new strategy and 

tool for corporate social responsibility, green marketing is now accepted. (Chowdhary & 

Dasani, 2013; Sheikh, 2011). The fact that an organisation cares about the environment can 

also be used as a marketing strategy. This will assist organisations in achieving both profit-

related and environmental objectives. The culture of the organisations will reflect the 

satisfaction their employees feel from contributing positively to society and the environment. 

 

Green marketing in India: actions taken by the government and other organizations 

Given the significance of the environment for people, the Indian government and a number of other 

organizations are implementing "green initiatives" for the preservation and sustainability of the 

environment. 

 

Initiatives taken by organizations: 

The following are some of the measures that different organizations have done to adopt 

environmentally friendly or "green" practices:- 

 

 HCL unveiled their line of environmentally friendly notebooks, the HCL ME 40. HCL asserts 

that this notebook is eco-friendly and free of polyvinyl chloride (PVC). Furthermore, the 

Bureau of Energy Efficiency gave this device a five-star rating. Additionally, they are 100 

percent recyclable, toxins-free, and comply with REACH requirements (REACH is the 

European Community Regulation on Chemicals and Their Safe Use). (Rediff.com: Here are 

some of India's Leading 'Green' Companies, 2011). 

 The government mandated that all electronic home appliances have energy star ratings when 

Voltas (Tata Group) introduced its "Green" line of air conditioners in 2007. The United States is 

the country of origin for the widely recognised Energy Star standard for energy-efficient 

consumer goods. (Rediff.com: Here are some of India's Leading 'Green' Companies, 2011). 

 

http://www.euroasiapub.org/
http://euroasiapub.org/


(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

International Journal of Research in Finance & Marketing 

http://www.euroasiapub.org 

International Journal of Research in Finance and Marketing (IJRFM) 

Available online at: http://euroasiapub.org 

Vol. 11 Issue 05, May – 2021 

ISSN: 2231-5985 | Impact Factor: 8.132 
(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

   

36 

 

 

 In an effort to reduce e-waste, Wipro also launched environmentally friendly workstations as 

part of its Wipro Green Ware project. The newly introduced systems follow a complete 

recycling programme and are devoid of toxins. There are 17 e-waste collection sites operated by 

Wipro in India where items are gathered and recycled. Additionally, 12 Wipro campuses there 

have received green building certification. (Rediff.com: Here are some of India's Leading 

'Green' Companies, 2011). 

 ACC has introduced Concrete+, their environmentally friendly brand. As fly ash disposal is a 

significant environmental issue, this brand employs fly ash, a hazardous industrial waste, to 

help save natural resources. This makes the product eco-friendly. The new item has been 

created specifically to assure excellent durability. (Rediff.com: Here are some of India's 

Leading 'Green' Companies, 2011). 

 In order to improve fuel efficiency for car owners, MRF introduced the environmentally 

friendly tubeless tyres MRF ZSLK. These tyres are comprised of special silica-based rubber 

compounds. (Rediff.com: Here are some of India's Leading 'Green' Companies, 2011). 

 Fevicol AC Duct King Eco Fresh, a synthetic resin glue from Pidilite, is environmentally 

friendly. It boasts of being an all-in-one glue and claims to be the first environmentally friendly 

adhesive in India. According to company representatives, this water-based glue spreads readily 

and smoothly at room temperature, emits no hazardous emissions, and is appropriate for both 

home and commercial installations. (Rediff.com: Here are some of India's Leading 'Green' 

Companies,2011). 

 By introducing its "Eco-Life" series of electronic items, Haier India took the lead on going 

green. These products are designed to be smart and environmentally responsible while yet 

meeting client needs. The company's assortment of electrical products available through this 

series includes LED & LCD TVs, split and window air conditioners, all automatic washing 

machine ranges, and refrigerators. (Rediff.com: Here are some of India's Leading 'Green' 

Companies, 2011). 

 Compact detergents for Ariel and Tide were introduced by P&G India in India using less 

packaging and raw materials while maintaining excellent consumer value. Additionally, P&G 

India updated the Olay pump container, which is 25% lighter and uses less plastic than the 

previous design. Over 400 tonnes of packing are saved annually thanks to the redesign of the 

pump package. (the weight of a Boeing 747)  

           (P&G, 2013). 

 SBI has been able to reduce its power expenses and earn carbon credits by employing 

environmentally friendly and energy-efficient equipment in its new ATMs. As part of the State 

Bank of India's green banking effort, SBI opened its first green banking branch at Jotsoma 

Science College in Kohima. (The Times of India, 2012). 
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Initiatives taken by the government 

The following are the initiatives taken by the Government of India:- 

 As part of its "Green Initiative," the Reserve Bank of India has asked Non Banking Financial 

Corporations (NBFCs) to take proactive measures and initiatives to increase the use of 

electronic payment systems, phase out checks over time, and do away with post-dated checks in 

their everyday business dealings. (Department of Financial Services, Government of India: 

Green Initiative Master Circular, 2012). 

 In the Union Budget for 2011, the Finance Minister earmarked 600 crore for green initiatives, 

mostly for the preservation and regrowth of forests and for protecting the environment. 

(iGovernment , 2011). 

 The government has established a number of environmental protection regulations, including 

fuel economy and pollution limits for automobiles, as well as energy efficiency criteria for 

appliances (such as refrigerators, air conditioners, tube lights, transformers, and other electrical 

equipment). (Ministry of Environment and Forest, Government of India, 2010). 

 For the first time, sustainable development and climate change were discussed in the 

Government's report of the Annual Indian Economic Survey 2011–2012, where lower-carbon 

sustainable growth was suggested as a key component of India's 12th five-year plan. (Patankar, 

2012). 

 India spent over US$45 billion on green IT and sustainability programmes in 2012, according to 

one estimate, and the amount might reach US$70 billion by 2015 as a result of the government's 

push for more adoption. (Yap, 2012). 

 

Green marketing in India: Issues in Implementation 

Implementation of green marketing may pose some challenges for an organization. Some of the 

Challenges that the firms may face are as follows: 

High Initial Cost: The initial cost of implementing green practises in organisations is relatively 

high, so most businesses, especially small ones, prefer to avoid doing so out of concern for immediate 

financial gain. On the other hand, implementing green practises over time ensures growth and 

profitability. Welling and Chavan (2010) came to the conclusion that while implementing green 

marketing may not be simple in the near term, it will undoubtedly benefit the company in the long run 

based on their study of small and medium-sized manufacturers in Mumbai. Lindner (2008) asserts that 

while the majority of environmental upgrades made by businesses do necessitate an initial financial 

commitment, doing so can ultimately save money and increase profits. 

Price Sensitive Consumers: Green products are expensive from the perspective of the consumer 

because they require higher prices. When purchasing things, buyers pay attention to a number of 

essential factors, including price. (Pillai, 2013). Most consumers in India may not be prepared to pay 

more because of price sensitivities, and those who are usually only willing to spend an additional 5–

http://www.euroasiapub.org/
http://euroasiapub.org/


(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

International Journal of Research in Finance & Marketing 

http://www.euroasiapub.org 

International Journal of Research in Finance and Marketing (IJRFM) 

Available online at: http://euroasiapub.org 

Vol. 11 Issue 05, May – 2021 

ISSN: 2231-5985 | Impact Factor: 8.132 
(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

   

38 

 

 

10% for green items. (Pandurangarao, Basha, & Satyakumar, 2011) or a small premium charged for 

things that are green (green automobiles) (Thakar, 2009). Therefore, the marketer should take this into 

consideration when coming up with a price strategy for green products. 

Low Awareness Among Consumers About Eco-Mark : The Ministry of Environment and 

Forest (MOEF), Government of India, created the voluntary labelling programme "Eco-Mark" in 1991 

for the certification of environmentally friendly items by the Bureau of Indian Standards (BIS). Only a 

few businesses obtained permits from Eco-Mark, Bureau of Indian Standards, as the industries did not 

support this project. Because the organisations took little action to increase public awareness, there is 

very little consumer knowledge about Eco-Mark (Dey, 2007). 

Green Washing or Green Sheen : False environmental claims concerning products and services 

by marketers or organisations are known as "green washing" or "green shine." The majority of 

instances of green marketing involve salespeople deceitfully promoting the idea that a company's goals 

and policies are environmentally beneficial in order to boost sales or win political support. People start 

to have a bad impression of these goods and services as a result. As an illustration, the documentary A 

World without Water placed a strong emphasis on examining the problem of water shortage and 

highlighted the water-stressed regions of third-world nations. As an example, the team looked into a 

Coke facility that draws water from beneath Rajasthan's deserts to produce bottled water and cold 

drinks. Because Coke absorbs three litres of water for every litre of soft drink it produces, the area's 

wells and other water sources have dried up annually since the factory began operating there. Through 

its sustainability report, Coke India claims to be engaged in a number of initiatives, including recycling, 

water conservation, energy management, and climate preservation. Such assertions could lead 

consumers to have a bad opinion of the organisations' environmental operations. (Mirza, 2012). 

Lack of Standardization: Only 5% of the marketing statements from green initiatives were 

determined to be totally truthful, and there are no standards in place to substantiate these claims 

(Mohansundaram, 2012). Therefore, before making any eco-friendly claims about their goods and 

services, marketers must verify the claim, including how the product is green, whether the packaging is 

eco-friendly, and whether the manufacturing process is eco-friendly. Now that consumers are 

increasingly aware of green products and services, they will seek for authenticity before paying a 

premium for them, and false claims will result in bad opinions of the company and its green policies. 

 The idea of green marketing is new to India, marketers should be actively involved in teaching 

consumers and raising awareness of green products. While setting premium prices for their products, 

businesses should keep in mind that cost is still a major factor in the Indian market. In addition, 

companies need ensure that the product can satisfy customers' needs and wants in addition to providing 

environmental benefits. 

 

Way Forward 

Green marketing is still in its infancy, and much research must be done on it before its full potential can 

be realised. There are several recommendations that organisations should put into practise to address 

http://www.euroasiapub.org/
http://euroasiapub.org/


(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

International Journal of Research in Finance & Marketing 

http://www.euroasiapub.org 

International Journal of Research in Finance and Marketing (IJRFM) 

Available online at: http://euroasiapub.org 

Vol. 11 Issue 05, May – 2021 

ISSN: 2231-5985 | Impact Factor: 8.132 
(An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

   

39 

 

 

the difficulties of green marketing and ensure its effective utilisation. Which are: The benefits of green 

products need to be made more widely known to consumers. For the majority of people, it is still a 

novel idea. The public has to be informed about the dangers to the environment. The consumer's 

awareness and concern for the problems your product tries to solve should be ensured. Green marketing 

initiatives and green advertising are positive steps in that direction. Reduced energy consumption, the 

use of renewable energy sources, and the implementation of recycling and waste reduction programmes 

are examples of such measures. Another approach is to encourage the government to develop policies 

that promote sustainable development and provide incentives for businesses to invest in 

environmentally friendly practises. To effectively promote green marketing and sustainable 

development in society, a combination of education, government policies, and corporate actions will be 

required. 

 

Conclusion 

Green marketing and sustainable development present society with both challenges and opportunities. 

On the one hand, adopting sustainable business practises and promoting environmentally friendly 

products can have a positive impact on the environment and society. However, there are some 

obstacles, such as a lack of consumer awareness and understanding, as well as the possibility of 

greenwashing. To fully realize the advantages of green marketing and sustainable development, 

businesses must communicate their efforts transparently, and consumers must educate themselves and 

make informed purchasing decisions. Furthermore, government policies and regulations can be critical 

in promoting and enforcing sustainable practises. Overall, green marketing and sustainable 

development can help to shape a more sustainable future for society. 

 

Scope for Further Research 

Organizations in India have accepted the idea of green marketing. Consumers in India are also 

responding positively to green products and services. Given the consumer interest in green products, 

future research studies may identify the various factors and processes that influence consumers' 

purchasing behaviour for green products. 
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