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Abstract

lu the recent time of globalization, it has become a challenge to keep our natural
environment safe and that is the biggest need of the day. Globally, business enviromment
is passing through the phase of dvnamic change where the needs and expectations of the
people are changing day by day and they are hecoming more concerned about the
environment. The changing attitudes of consumers regarding environmental protection,
and the change of consumplion habits force enterprises o look for new alternatives and
activities. In the light of new phenomenon, it becomes the responsibility of the business
houses 1o salisfy human needs and desires while preserving the integrity of the natural
environment. Green marketing, in a broader sense, is an ethical approach and alse acts
a3 4 lool of CBR that encourages businesses to become socially tesponsible to provide
better products and contribute to the communily. This paper deals with the concept of
green markeling and highlights the reasons why companics are moving towards green
marketing approach. It alse attemnpls to review how the green marketing and Corporate
Sectal Responsibility ds fulfilled by various Indian orgenisations. Companies need to
evaluate themselves whether they are really pructicing green and socially responsible
marketing by inculcaling green practices into their operations, So. the development of green
marketing concept has opened the door of opportunity [or the companies to aclieve long-
lerm profits in a greener way. The paper concludes that green marketing is being used as
a tool by business houses to perform their CSR and provides compelitive advantage to them
to ensure & balance between development and envirommental sustainability.
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INTRODUCTION

Environmental deterioration has been the matter of concern since the
past few decades and environmental consciousness has been raised worldwide
because of the rising evidences of environmental problems. Environmental issucs
like air pollution, ozone depletion. hazardous waste, water pollution. global warming
ele. are now so common thal we need to address them as soon as possible to
sustain our ccosystem. So to keep our nawral ¢nvironment safe is the biggest
need of the time. The business environment 1s going through the phase of
dynamic change at the global level where the consumers of today are more
environmental sensitive in their attitudes. preferences and purchases. Practically,
business depends upon society and socicly depends upon business. The business
depends upon socicly for its needed inputs like men, material/services. money,
skills etc. while society depends upon business for products and services produced
by business for their daily requirements and employment also. Tt is perceived that
the success of business depends on profit and social responsibility is important
means of profil maximization.

CORPORATE SOCIAL RESPONSIBILITY

The concept of "Corparate Social Responsibility” (CSR) becomes an integral
part of the business vocabulary and is regarded as an important issue in the present
time. Therefore. the company nceds to develop its social responsibility in its
policies and practices in order to make them an mtegral part of its mission, values,
strategy and operalions,

Corporate social responsibility has various meanings to various people.
but generally it is considered to know what is right or wrong in the workplace and
doing what's right. CSR is generally accepted as wherever the firm operates, that
15 either in the domestic or global economy, it should work for the improvement of
its emplovees. customers and environment in which 1t operates. In other words,
corporate social responsibility is the continuing commitment by business to behave
ethically and contribute to economic development while improving the quality of
life of the workforce and their families as well as of the local community and society
at large.

Kotler and Levy, in their book, "Corporate Social Responsibility”
define corporate social responsibility as a commitment to improve community well-
being through discretionary business practices and contributions of corporate
TEesources,
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The Pyramid of Secial Responsibility

PHILANTHROFPIC
Responsibilities
Be a good Corporate Citizen
Contribute resources to the
community, improve gquality of hie,
ETHICAL
Responsibilitics
Be ethical
Obligation 1o do what is right.
just and Gur, avord hamm.

LEGAL
Responsibilities
Obey the Law
Law is society's codification of right and wrong;
play by the rules

ECONOMIC
Responsibilities
Be Profitable
The foundation upon which all others rest

Source : Camroll 1999

Some of the benefits of being socially responsible include (a) enhanced
company and brand image (b) casier to atract and retain employees (¢) increased
market share (d) lower operating costs and (g) easier to attract investors, A socially
responsible firm will care aboutl customers, emplovees, suppliers. the local
communily, society, and the environment. CSR can be described as an approach by
which a company recognizes that its activities have a wide impact on the society
and that development in society. in turn, supports the company to pursue its
busimess successfullv. This approach is derived from the principles of sustainable
development and good corporate governance.

GREEN MARKETING

The green movement is a part of the larger framework of Carparate Social
Responsibility which is based on the principle that businesses have the
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responsibility to satisfy human needs and desires while preserving the integrity of
the natural environment. Green 1s the new buzzword in marketing and going green
has become the new success mantra in marketing 1o differentiate the products and
services [rom their competition,

According to the American Marketing Association, green marketing is the
marketing of products that are presumed to be environmentallv safe. It involves
developing and promoting products and services that satisfy customers' needs and
wants in terms of Quality, Performance, Affordable Pricing and Convenience without
having a detrimental impact on the environment,

Green marketing refers to the development and distribution of ecologically-
safe products. We can define green products by following measures

»  Products those are recyclable, reusable and biodegradable.

o Products with natural ingredients.

+ Products containing recveled contents.

#  Products that do not harm or pollute the environment.

» Products that have eco- friendly packaging i.e. reusable, refillable

containers eic.

Consumers are becoming more aware and conscious regarding the
protection of the environment in which they live and are slowly moving towards
enviranment — friendly products.

REVIEW OF LITERATURE

Malhotra Gunjan and Maheshwari Aditya (2011). in their research study
‘Green Marketing - A Study on Indian Youth' investigated that most consumers now
display concern about environmental deterioration. In this study. authors have
focused on the youth and have tried to understand awareness level of green
products, their perception about green products. the parameters they consider for
buying green products and i Green Marketing really affects their decision to buy
products. Result showed that consumers are not overly-committed to improving
their environment and may be looking to lay 100 much responsibility on industry
and government,

Vinayagamoorthy A and Somasundaram M. (2012), in their research paper
‘Emerging Trend of Green Marketing', revealed that green marketing factor is making
its place in the modern market trend. As a result of this, businesses have increased
their ¢fforts of targeting consumers who are concerned about the environment.

Kiran Uday K. (2012), in the research study 'Opportunity and Challenges
of Green Marketing', with special reference to Pune, examined some of the reasons
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why organizations arc adopting green marketing philosophy besides some of the
problems hnked with green marketing. The study concluded that increased awareness
among the consumers [orces the business houses to inculcate green practices into
their operations.

Agarwal Kriti and Sharma Pooja (2013), in their rescarch study "The Altering
Magnitude of Green Marketing : Indian Development' concluded that green marketing
is a phenomenon which has developed its particular growth in the modern market,
It has emerged as an impartant concept in India as in other pans of the developing
and developed world which opened the door for companies to earn profits in
greencr way.

Kaur Parminder (2013). in her study 'Green Revolution in Marketing : Need
of the Hour in Changing Business Environment' discussed about the benefits of
adopting green approach by the companies. The study concluded that marketing
approaches should be customer and environmental oriented for sustamable growth.
There is a need for shifl in the pattern of the way the business houscs think about
their role in attaining suslamable development.

Tyagi Himani (2013}, in research study 'Emerging Stralcgics of Green
Marketing in India’ emphasized upon green marketing as a business practice that
takes into account consumer concerns about promoting prescrvation and
conservation of the natural environment, The study concluded that marketers are
responding to growing conswmer demand lor environment- friendly products
specifically for those concerned with energy efficiency, waste reduction,
sustainability, and climate conirol,

OBJECTIVES OF THE STUDY

The objectives of the study are ;

* To highlight the reasons why green marketing approach is adopted
by the companies.

« To studv some of the green marketing practices and initiatives of
companics conceming corporate social responsibility m the present
scenario.

« To examine the challenges faced by the companies pursuing green
marketing.

GREEN MARKETING-REASONS FOR ADOPTION BY THE FIRMS

There are various reasons to 'go green' for the companies. These are
o  Organizations perceive environmental marketing to be an oppaortunity
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that can be used to achieve its objectives [Keller 1987, Shearer 1990];

»  Organizations believe they have a moral obligation o be more socially
responsible [Davis 1992, Freeman and Liedtka 1991, Keller 1987,
Mclntosh 1990, Shearer 1990];

»  Competitors' environmental activities pressure firms to change their
environmental marketing activities [NAAG 1990);

«  Govemmental bodies are forcing firms to become more responsible
[NAAG 1990); and

+  Cost factors associated with waste disposal. or reductions in material
usage, forces firms to modify their behaviour |Azzone and Manzini
1994,

Green Marketing as an Opportunity

Generally it has been found that both mdividual and industrial consumers
are becoming more concerned about the environment. In 1992, a study of sixteen
companies. more than 30% of consumers in each country, other than Singapore,
indicated they were concerned about the environment [Ottman 1993]. In a 1994
study in Australia found that 84.6% of the sample believed all individuals had a
responsibility to care for the environment. A further 80% of this sample indicated
that they had maodified their behaviour, including their purchasing behaviour due
lo environmental reasons [EPA-NSW 1994]. As the demand for eco- friendly products
increases, many firms sce this as an opportunity to be exploited.

Green Marketing as Social Responsibility

Many companics are taking the initiative to become environment-friendly.
Sometimes it also acts like a marketing tool, while in some cases they are doing il
without promoting this fact.

« Coca Cola does not promotc ils environmental initiatives. Although
they have invested large sums of money in various recyeling activilics
and also modificd their packaging to minimize the environmental
impacl. Coca Cola pumped svrup dircetly from tank instead of plastic,

«  Panasonic's 'Eco Ideas’ to produce energy efficient products. 1o reduce
CO, emissions across all their manufacturing sites and to spread
awareness about the cnvironmental activities through celebrity
endorsers in India and all across the world.

Green Marketing Due to Governmental Pressure

Many governments all across the globe arc also trying to contribute to
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protect the environment. Governmental regulations relating to cco- marketing arc
designed to protect consumers in several ways ; (1) reduce production of harmiul
goods or by- products; (2) ensure that all types of consumers have the ability to
evaluate the environmental composition of goods.

Many by-producis of production are controlled through the issuing of
various environmental licenses, thus modifying organizational behaviour. In some
cases governments try 1o induce final consumers to become more responsible.

Green Marketing Due to Competitive Pressure

As consumers are becoming more aware and environment conscious.
many companies are forced to look after the environmental concerns to maintain
their competitive position. In some instances, this competitive pressure has caused
an entire industry to modify and thus reduce its detrimental environmental behaviour.
For example. it could be argued that Xerox's "Revive 100% Recveled Paper” was
introduced a few years ago in an attempt to address the introduction of recycled
photocopier paper by other manufacturers.

Green Marketing Due to Cost or Profit Issues

Firms may also use green marketing i an attempt to address cost or profit-
related 1ssues. The firms that can reduce harmful wastes may incur substantial cosi
savings. When atlempting to minimize waste, firms are ofien forced to re-cxamine
their production processes. In these cases thev often develop more effective
produciion processes that not only reduce waste, but reduce the need for some raw
malenals, This serves as a double cost savings, since both waste and raw maicrial

are reduced.
GREEN MARKETING INITIATIVES AS A SOCIAL RESPONSIBILITY

In order 1o protect the environment and to improve the quality of life,
marketers need (o pay attention to those issues that include conservation of natural
resources. reducing environmental pollution and control of land use.

Lead Free Paints From Kansai Nerolac

Kansai Nerolac Paints Ltd., being a responsible corporate, has worked on
removing hazardous heavy metals like lead, mercury and chromium from their paints
which 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 1o lower mtelligence levels and memory loss,
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Philips India

(Quote from Philips Global Site "At Philips we are in the unique position
to link our brand heritage to the challenge of improving the guality of people lives.
For us there was no difference between doing business and sustainable business.
Putting people and their socicty at the center is inhereni to our way of doing
business". Sustainability is buill into their heritage. values and their commitinent
to improve the quality of people's lives. Their journey to sustainability requires a
breakthrough in thinking towards true innovation. In this way they can improve the
quality of life around the world helping bring meaningful technology innovations
to market at the right time.

Best Green IT Project @ State Bank of India

By using eco and power-lricndly equipment in s 10,000 new ATMs, the
banking giant has not only saved power costs and camed carbon credils, bul also
set the right example lor athers 1o follow, SBI is providing many services like paper
less banking, no deposit slip, no withdrawal form and no money transactions, All
these transactions are done through SBI shopping and ATM cards, SBI became the
first Indian bank to harness wind energy through a 15- megawatt wind farm developed
by Suzlon Energy. The wind project is the first siep in the Siate Bank of India's
green banking program dedicated to the reduction of its carbon footprint and
promotion of energy ¢fficient processes, especially among the bank clients.

INTRODUCTION OF CNG

New Delhi. the Capital of India. got polluted at a very fast pace until
Hom'ble Supreme Court of India ordered the Delhi Government to examing ways and
means to reduce the pollution and also forced a change to alternate fuels . In 2002,
a directive was 1ssued to completely adopt CNG m all public transport systems to
curb pollution. This put pressure on petrolewm companies for launching clean fiels
with low sulphur content and lead [ree petrol. Also the only CNG supply company
INDRAPRASTHA GAS LTD had to increase its supplv. The vehicles had to be
manufactured with required alterations. This led to Delhi Transport Corporation
becoming the largest CNG powered transport system in the country,

ITC Limited
ITC has strengthened its commitment to green technologics by introducing

'‘Ozone-treated elemental chlorine free' environmental - friendlv papers and boards
for the first time in India. ITC is also providing an opportunily to consumers to be
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a pariner in efforts to mitigate the adverse impact of climate change and create
pasitive environmental foolprints, It 1s also selling 'Classmate’ notebooks which are
also environment-friendly.

Tovota is trying to push gas / electric hybrid technology into much of its
product line. It is also making the single largest R & D investment i the hvdrogen
car project and promoting itself as the first eco-friendly car company.

Tata Metaliks Limited (TML)

Every day 1s Environment Day at TML. It is one of the top green companics
in India. The company has adopted a policy o discourage working on Saturdays
at the corporale office. Employees follow the practice of switching off Lights during
the day.

CHALLENGES AHEAD OF GREEN MARKETING

Although a large number of firms are practicing green marketing but there
are a number of problems which need 10 be addressed while implementing Green
marketing. The major challenges to Green marketing which have to be laced are:

New Concept : Indian literate and urban consumer is getling more aware
about the menits of green products but it is still a new concept. The consumer needs
to be educated and made aware of the environmental threats. The new green
movemenis need to reach the people and that will take a lot of time and effort,

Cost Factor : Green marketing involves markeling of green products or
services. green lechnology, preen power/energy for which a lot of money has 1o
be spent on R&ED for their development which may lead to increased costs,

Sustainability : Since renewable and recyclable products and green
lechnologies are more expensive, so initially the profits are very low, Green marketing
will be successful only in long run, Hence the business needs to plan for long-term
rather than short-term strategy and prepare for the same,

Non-Cooperation : The lirms praclicing green marketing have to strive
hard in convincing the stakeholders and many a time it may fail to convince them
about the long-term benefits of green marketing as compared to short-term expenses.

Patience : The marketers need to look at the long-term benefits from this
new green movement. [t will require a lot of patience and no immediate results. Since
it is almost a new concept and idea, it will have its own acceptance period.

CONCLUSION

Environmental consciousness has been raised worldwide because of the
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rising evidences of environmental problems. The increased pressure of environmental
deterioration has forced the business houses to become socially responsible by
developing products that meet the demand of environmentally conscious consumers,
Green marketing is an initiative which is making a reasonable growth in the modem
market. Rising customer expectations, desire for eco- friendly products, government
pressure and changing phase ol business environment at the global level, are
several forces driving companmics (o practice a higher level of CSR. The concept of
green consumerism and sustainable development are actively promoting the
preservation and conservation of the natural environment. The firms using green
marketing must ensure that their activities arc nol misleading to consumers or
industry and do not breach any of the regulations or laws dealing with environmenial
marketing. Successful businesses should promote the interests of not only their
sharcholders bul also keep in mind social responsibility programs that aims to serve
the society, Green marketing assumes even more importance and relevance in
developing countrigs like India and the green business is ultimately going to benefit
the consumers with better products and thus help the society to save itself from
pollution,
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