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Abstract:  The modern era has witnessed several environmental challenges due to the growing impact of globalization, particularly 

in business and trade. The incessant drive for profitability has contributed to environmental hazards such as global warming, 

pollution, and threats to human health. As a result, environmental issues have gained importance in both business and public life 

worldwide. Consequently, businesses have started adapting their behavior to address societal concerns about the natural 

environment, adopting practices such as environmental management systems, waste minimization, and eco-friendly products. Green 

marketing has emerged as a significant phenomenon in the global market, including India and is viewed as a crucial strategy for 

facilitating sustainable development. Green marketing involves the development and promotion of products and services that are 

environmentally friendly or have minimal negative impact on the natural environment. This can encompass various aspects, such 

as using eco-friendly materials, implementing sustainable manufacturing processes, minimizing waste and emissions, and 

promoting energy efficiency. In recent times, consumers have become more concerned about the environment and are willing to 

pay a premium for natural products that have a reduced adverse impact on the environment and human health. This study evaluates 

the challenges and opportunities that businesses face in adopting green marketing strategies. It examines how green marketing 

initiatives by Indian companies can contribute to sustainable development. Furthermore, it explores the main reasons for green 

marketing and describes the trends of green marketing in India. 

Keywords: Green Marketing, Green Products, Global Warming, Environmental-friendly, Eco-friendly Products, Green Strategy, 
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I. INTRODUCTION 

 

As society's concern for the natural environment grew, businesses began modifying their behavior to address these emerging 

concerns, leading to the development of Green Marketing. The concept of green marketing emerged in the late 1980s and early 

1990s. The American Marketing Association (AMA) organized the first workshop on "Ecological Marketing" in 1975, which 

resulted in one of the earliest books on the subject, titled "Ecological Marketing." The evolution of green marketing can be divided 

into three phases. The first phase, termed "Ecological" green marketing, focused on marketing activities aimed at addressing 

environmental problems. The second phase, "Environmental" green marketing, shifted the emphasis toward clean technologies and 

innovative product designs that addressed pollution and waste issues. The third phase, "Sustainable" green marketing, gained 

prominence in the late 1990s and early 2000s (Peattie, 2001). 

Green marketing has emerged as a significant trend in the business world, driven by growing environmental concerns and changing 

consumer preferences. As awareness of the environmental impact of commercial activities has increased, both consumers and 

companies have recognized the need to adopt more sustainable practices. The negative impact of human activities on the 

environment is a matter of concern today, with governments worldwide making efforts to minimize human impact. Today's society 

is more concerned with the natural environment. Understanding these new societal concerns, businesses have begun to modify their 

behavior and integrate environmental issues into organizational activities. Green marketing has received considerable attention in 

recent years from practitioners and academics alike (Junaedi, S. 2012). Academic disciplines have integrated green issues into their 

literature, including the field of marketing, where terms like "Green Marketing" and "Environmental Marketing" have been 

incorporated into curriculum. Governments worldwide have become so concerned about green marketing that they have attempted 

to regulate it. 

 The concept of green marketing can be multifaceted, encompassing various aspects from product development to 

advertising campaigns. Often referred to as sustainable marketing, environmental marketing, green advertising 
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, eco-marketing, or organic marketing, green marketing essentially involves branding and marketing strategies that appeal to 

consumers' desire for environmentally friendly products and services. According to the American Marketing Association, green 

marketing refers to the marketing of products presumed to be environmentally safe. It covers a wide range of activities, including 

product modification, changes in production processes and packaging, adjustments to advertising campaigns, and the elimination 

of any activities with negative environmental impacts. In today's world, where environmental issues are more pressing than ever, it 

is imperative for companies to position and market themselves as eco-friendly. Green marketing is emerging as a popular 

promotional strategy due to increased consumer awareness and environmental concerns. 

 At its core, green marketing involves the development and promotion of products and services that are environmentally 

friendly or have minimal negative impacts on the natural environment. This can encompass various aspects, such as using eco-

friendly materials, implementing sustainable manufacturing processes, minimizing waste and emissions, and promoting energy 

efficiency. The rise of green marketing has been driven by several factors. Firstly, there is increasing public awareness and concern 

about environmental issues such as climate change, pollution, and resource depletion. Many consumers, particularly in developed 

nations, actively seek out eco-friendly products and are willing to pay a premium for environmentally responsible offerings. 

Secondly, governments and regulatory bodies have implemented stricter environmental regulations and policies, encouraging 

businesses to adopt greener practices. Companies that fail to comply with these regulations risk facing fines, penalties, and 

reputational damage. 

 The concept of green or ecological marketing calls upon businesses to follow ethical and environmentally responsible 

practices while dealing with customers, suppliers, dealers, and employees. Companies have started marketing themselves as green 

companies, and even public sector units and state governments are paying increased attention to environmental issues such as global 

warming, pollution, or water contamination, taking steps to prevent environmental pollution. There are many environmental issues 

impacted by the production of goods and rendering of services, and therefore there are also many ways a company can market their 

eco-friendly offerings. Green marketing can appeal to a wide variety of these issues: an item can save water, reduce greenhouse gas 

emissions, cut toxic pollution, clean indoor air, and/or be easily recyclable. When put side by side with the competition, the more 

environmental marketing claims your product or service can make, the more likely it is the consumer will select it, provided the 

price point isn’t too much higher than the alternative. 

 

II. OBJECTIVES OF THE STUDY  

 

 The objectives of the present study are: 

 To gain insights into the components of the green marketing mix. 

 To investigate the impact of green marketing strategies on sustainable development. 

 To conduct a SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis of green marketing concepts in 

formulating green marketing strategies. 

 To examine the current trends and adoption of green marketing in the Indian context. 

 To evaluate the initiatives undertaken by Indian companies in integrating green marketing principles into their core 

business values and operations. 

 

III. RESEARCH METHODOLOGY 

 

To investigate the concept of green marketing, an extensive literature review was conducted. The study adopted a descriptive 

approach, aiming to explore diverse perspectives on the subject matter. Secondary data was gathered from electronic databases, 

yielding numerous relevant research articles. A comprehensive examination of published journal articles was carried out to obtain 

information pertinent to the study's objectives. The research methodology focused on synthesizing existing literature to provide 

theoretical insights and critical analysis on various aspects of green marketing. 

 

IV. REVIEW OF LITERATURE  

 

Green marketing has been defined and conceptualized in various ways by different scholars over the years. Charter (1992) viewed 

it as a holistic and responsible strategic management approach that identifies, anticipates, satisfies and fulfils stakeholder needs 

while ensuring minimal adverse impact on human or natural environmental well-being. Pride (1993) considered green marketing, 

also known as environmental or sustainable marketing, as the design, promotion, pricing and distribution of products in an 

environmentally-friendly manner. 

Polanski (1994) defined green marketing as activities facilitating exchanges that satisfy human needs and wants with minimal 

detrimental impact on the natural environment. Lamb et al. (2004) explained that green marketing has become an important way 

for companies to build awareness, loyalty and position their brands as environmentally conscious, conveying concern for the 

environment and society. 

According to Soonthomsai (2007), green marketing broadly refers to the promotion or advertising of products with environmental 

concerns, including product modification, changes in production processes, packaging, and advertising. Saxena and Khandelwal 

(2010) analyzed that the challenges of global warming have led to the emergence of green businesses, whose marketing philosophy 

is termed as green marketing, and their environment-friendly products are known as green products. 

Sachdev (2011) studied that customers were not clear about the benefits of eco-friendly products to society, and there is no legal 

authority to certify environmental claims made by manufacturers. The author suggested that companies should focus on improved 

environmental quality and customer satisfaction while striking a balance between visibility and transparency to convey trust. 

Akter (2012) defined green or environmental marketing as activities designed to facilitate exchanges that satisfy human needs and 

wants with minimal detrimental impact on the natural environment. Cherian and Jacob (2012) determined the relationship between 

consumer attitudes and green marketing, studying the impact of consumer perception of green marketing on their attitude and 
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purchase behavior towards it. The researchers suggested the need to explain inconsistencies in consumer attitudes through individual 

factors using reference group theory. 

In their study, Kumari and Yadav (2012) examined people's awareness and beliefs towards green marketing. They concluded that 

educated individuals in society are willing to pay more for environmentally safe products, as it has become a status symbol to some 

extent. While educated people are self-motivated towards environmental concerns, the common people remain indifferent unless 

pressured by the government. Furthermore, the authors found that people are generally dissatisfied with governmental efforts 

towards environmental protection. 

Singh (2012) discussed the evolution of green marketing in three distinct phases. The first phase, termed "Ecological" green 

marketing, focused on addressing environmental problems and providing remedies. The second phase, "Environmental" Green 

Marketing, emphasized clean technologies and the design of innovative new products that addressed pollution and waste issues. 

The third phase, "Sustainable" green marketing, emerged as it became essential for companies to produce environmentally friendly 

products due to rising awareness and customer demand for eco-friendly products and technologies. 

In their study, Bhatia and Jain (2013) found that consumers have a positive attitude towards green products, but they are 

simultaneously concerned about the availability and pricing of such products. This implies that marketers should make green 

products readily available for consumer consumption, as customers have shown a willingness to purchase green products if they 

are accessible. The authors noted that consumers consider the ill effects of manufacturing and consumption on the natural 

environment, and they may be more inclined to purchase green products if marketers can raise awareness about the benefits of these 

products (which consumers perceive as being priced higher) compared to traditional alternatives. The study also revealed that the 

percentage of people who exclusively buy green products is relatively low, presenting an opportunity for marketers to expand their 

product portfolios and promote themselves as green. 

Singh (2013) analyzed the ethical measures taken by various companies in the marketing domain. The researcher studied the 

effectiveness and consumer awareness of green marketing practices. Additionally, the study examined demographic factors and 

their relationship with green marketing practices. The author suggested that consumer awareness can only be increased through 

collaborations with NGOs and the government. The researcher recommended that companies should develop appropriate and 

affordable technologies to achieve wider acceptance of green products, which will have a significant impact on environmental 

protection. 

According to Nadaf and Nadaf (2014), green marketing is used interchangeably with terms such as Environmental Marketing, 

Ecological Marketing, and Sustainable Marketing. Currently, green marketing encompasses a broad range of activities, including 

product modification, changes to the production process, sustainable packaging, and modifications to advertising practices. Green 

marketing also has a close relationship with issues of industrial ecology and environmental sustainability, such as extended producer 

liability, life-cycle analysis, material use, resource flows, and eco-efficiency. 

Passaro et al. (2015) defined green marketing as "the process of planning, implementing and controlling the development, pricing, 

promotion, and distribution of products in a manner that satisfies consumer needs, achieves business objectives, and maintains 

compatibility with the ecosystem." 

In their study, Singh and Kumar (2015) found that most respondents from North India were familiar with green marketing. They 

explored that the rising consumer awareness about green or eco-friendly products, the promotion of such products through web-

based marketing/internet, consumer focus on environmental issues, and necessary initiatives taken by the government and 

corporations were the main reasons for the prominence of green marketing. 

Ward (2017) defined green marketing as the process of selling products and/or services based on their environmental benefits. 

Kapil and Kumar (2022) highlighted consumers' perceptions and preferences towards green marketing practices and products. A 

study conducted on 106 respondents revealed a high level of awareness about green marketing practices and products among 

consumers. While consumers exhibited a positive attitude towards green products, they were also concerned about the availability 

and pricing of such products. This implies that marketers should make green products readily available for consumer consumption, 

as customers have shown a willingness to buy green products if they are accessible. The study has implications for marketers as 

well as consumers and makes a compelling case for the advent of an era of green marketing in the area of Himachal Pradesh.  

 

COMPONENTS OF GREEN MARKETING MIX 

 

Green marketing has gained significant importance in recent years as businesses strive to align their marketing strategies with 

environmental sustainability principles. While the traditional marketing mix consists of four components – product, price, place, 

and promotion – green marketing incorporates an environmental perspective into each of these elements. According to Kotler and 

Keller, the marketing mix can be defined as "mixing and matching marketing activities to maximize their individual and collective 

efforts." 
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1. Green Product: Companies should prioritize the use of environmentally friendly resources and materials in the 

manufacturing of their products. The characteristics of the resources and materials used, as well as the product packaging, 

should be eco-friendly and minimize environmental impact. Green products may feature eco-labels, be recyclable, energy-

efficient, and utilize sustainable production processes. Companies should identify and cater to the needs and wants of 

environmentally conscious consumers. 

2. Green Price: Pricing plays a crucial role in determining product demand and consumer willingness to pay. Customers are 

often willing to pay a premium for products that offer green benefits. Green pricing should be strategic, considering 

productivity, social responsibility, and profitability. Marketers should set prices that align with consumer income levels 

and the demand for eco-friendly products, ensuring affordability while maintaining profitability. 

3. Green Place: The distribution and availability of green products are essential factors in attracting consumers. Green place 

management involves optimizing logistics to reduce transportation emissions and carbon footprint. Green products should 

be easily accessible in the global market, enabling customers to conveniently purchase them. 

4. Green Promotion: Green promotion encompasses various promotional tools, such as advertising, public relations, direct 

marketing, sales promotions, website promotions, marketing materials, videos, and product packaging. Traditional 

advertising has evolved to incorporate green messaging. Companies are increasingly leveraging internet advertising, web-

based marketing, and web-based advertising as effective tools for promoting their eco-friendly products and services. 

 

Some researchers have proposed an extension of the marketing mix to include additional components specifically tailored to green 

marketing, such as green process, green people, and green physical evidence. Furthermore, external factors like paying customers, 

providers, politicians, pressure groups, problems, predictions, and partnerships also play a significant role in shaping green 

marketing strategies. 

 

GREEN MARKETING AND ENVIRONMENTAL SUSTAINABILITY 

 

 Our economies and societies are constrained by environmental limits (Ott K., 2003). Our economic and social activities 

must be framed in a way that ensures optimal utilization of natural resources while safeguarding the environment. Throughout 

history, different cultures have taught us to respect and appreciate nature. However, in recent times, we have exploited natural 

resources not merely to fulfill our needs but to satisfy our greed. This unsustainable behavior has led to numerous social, economic, 

and environmental challenges that pose threats to our way of life. The solution to these pressing issues lies in embracing sustainable 

development practices. 

 Green marketing strategies play a pivotal role in promoting sustainable development by aligning business practices with 

environmental conservation and social responsibility. By adopting green marketing approaches, companies can contribute 

significantly to the achievement of the United Nations' Sustainable Development Goals. These strategies not only mitigate the 

negative environmental impact of business operations but also foster economic growth and social well-being. The implementation 

of green marketing strategies encourages sustainable production and consumption patterns. Companies that emphasize eco-friendly 

product design, responsible resource utilization, and waste reduction contribute to the conservation of natural resources and the 

mitigation of environmental degradation. This, in turn, supports the long-term availability of resources for future generations, 

promoting intergenerational equity – a cornerstone of sustainable development. 

 Moreover, green marketing strategies drive innovation and the development of environmentally sustainable technologies. 

By investing in research and development of eco-friendly products and processes, companies drive technological advancements 

that can be applied across various industries, fostering a transition towards a greener economy. From a social perspective, green 

marketing strategies often involve engaging stakeholders, including employees, suppliers, and local communities, in environmental 

initiatives. This collaborative approach raises awareness about sustainability issues and promotes responsible consumption 

behaviors, ultimately contributing to the creation of sustainable societies. The adoption of green marketing strategies can enhance 

a company's reputation and brand value, as consumers increasingly prioritize environmentally conscious brands. This can translate 

into increased customer loyalty and competitiveness, ensuring the long-term viability of businesses while contributing to economic 

growth and job creation – key pillars of sustainable development. 

To fully harness the potential of green marketing strategies, it is crucial for businesses to adopt a holistic approach, integrating 

sustainability principles into all aspects of their operations, from product design to distribution and promotional activities. By doing 

so, companies can actively contribute to the achievement of the United Nations' Sustainable Development Goals, creating a more 

sustainable future for all. 

 

 

GREEN MARKETING: SWOT ANALYSIS 

 

Green marketing has become an increasingly important strategy for businesses seeking to align their operations with environmental 

sustainability and societal expectations. However, like any other marketing approach, it presents both opportunities and challenges 

that must be carefully evaluated. A SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis can provide valuable 

insights into the potential benefits and risks associated with implementing green marketing practices. 
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STRENGTHS 

 Improved brand reputation and customer 

loyalty among environmentally conscious 

consumers. 

 Cost savings through efficient resource 

utilization and waste reduction. 

 Competitive advantage by differentiating 

products and services as eco-friendly. 

 Compliance with environmental regulations 

and industry standards. 

 Marketers get access to new markets and 

gain an advantage over competitors that are 

not focusing on―greenness.  

 Marketers can charge a premium on products 

that are seen as more eco-responsible. 

 Organizations that adopt green marketing are 

perceived to be more socially responsible. 

WEAKNESSES 

 Higher initial costs associated with eco-friendly 

product development and sustainable practices. 

 Potential for greenwashing, which can damage 

credibility and consumer trust. 

 Lack of standardized certification and labeling 

for green products. 

 Limited consumer awareness and understanding 

of environmental issues. 

 Most customers choose to satisfy their personal 

needs before caring for environment.  

 Overemphasizing greenness rather than 

customer needs can prove devastating for a 

product. 

 Many customers keep away from products 

labeled ―Green because they see such labeling 

as a marketing gimmick, and they may lose trust 

in an organization that suddenly claims to be 

green 

OPPORTUNITIES 

 Growing demand for sustainable products 

and services driven by increasing 

environmental concerns. 

 Government incentives and tax benefits for 

adopting environmentally responsible 

practices. 

 Collaboration with environmental 

organizations and stakeholders to enhance 

credibility. 

 Technological advancements enabling more 

efficient and sustainable production 

processes. 

 Organizations perceive green marketing to 

be a competitive advantage, relative to the 

competitors. 

 

THREATS 

 Intense competition from established brands 

with strong green marketing initiatives. 

 Rapidly changing environmental regulations and 

standards, requiring constant adaptation. 

 Skepticism and cynicism from consumers 

regarding green marketing claims. 

 Limited availability and higher costs of eco-

friendly raw materials and resources. 

 Uncertainty as to the environmental impact of 

present activities, including that is perceived to 

be less environmentally harmful.  

 Uncertainty as to which green marketing 

activities are acceptable from a government 

perspective. 

 

TRENDS OF GREEN MARKETING IN INDIA  

 

Green marketing has been gaining traction in India in recent years, driven by increasing environmental awareness, government 

initiatives, and changing consumer preferences. Here are some notable trends in green marketing in India: 

1. Growth of Organic and Natural Products: The demand for organic and natural products, including food, cosmetics, and 

personal care items, has been increasing in India. Businesses are capitalizing on this trend by promoting their eco-friendly 

and sustainable offerings. 

2. Renewable Energy and Energy Efficiency: Companies are adopting renewable energy sources like solar and wind 

power, as well as implementing energy-efficient practices in their operations. This trend is driven by both environmental 

concerns and cost-saving opportunities. 

3. Eco-friendly packaging: Businesses are exploring sustainable packaging solutions, such as biodegradable materials, 

reduced packaging, and reusable packaging options, to minimize their environmental impact. 

4. Corporate Social Responsibility (CSR) Initiatives: Indian companies are increasingly engaging in CSR activities 

focused on environmental protection, tree plantation drives, and community awareness programs related to sustainability. 

5. Green Marketing Campaigns and Advertising: Brands are launching green marketing campaigns and advertising their 

eco-friendly credentials to appeal to conscious consumers. Social media and digital platforms are being leveraged for 

promoting green initiatives. 

6. Sustainable Tourism: The tourism industry in India is witnessing a growth in eco-tourism, with more hotels and resorts 

adopting sustainable practices and promoting responsible tourism. 

7. Green building and infrastructure: The construction industry is embracing green building practices, such as using eco-

friendly materials, energy-efficient designs, and sustainable construction methods. 

8. Certifications and Labeling: Eco-labels and certifications such as "Organic," "Fair Trade," and "Energy Star" have 

become crucial for consumers to identify products and services that meet specific environmental standards. These 

certifications serve as a means for companies to build trust and credibility with their target audience, demonstrating their 

commitment to sustainability.  

9. Waste Minimization and Recycling Initiatives: Brands are actively focusing on reducing waste generation and 

promoting recycling practices. Some companies have implemented take-back programs, where they responsibly dispose 

of or recycle their products at the end of their lifecycle, fostering a closed-loop system.  
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10. Circular Economy Principles: The concept of a circular economy, which emphasizes product longevity, repairability, 

and recyclability, has gained significant traction. Businesses are exploring strategies to extend the lifecycle of their 

offerings and minimize waste generation, recognizing the environmental and economic benefits of such an approach. 

 

 

GREEN MARKETING INITIATIVES BY INDIAN COMPANIES  

 

 Organizations perceive green marketing as a strategic opportunity to achieve their objectives. Companies have recognized 

the growing consumer preference for products that do not harm the natural environment or human health. By marketing eco-friendly 

products, firms gain a competitive edge over those that do not, allowing them to simultaneously meet their business goals and cater 

to environmentally conscious consumers. Additionally, organizations acknowledge their moral responsibility to be socially 

responsible, aligning with the corporate social responsibility (CSR) philosophy that has been widely adopted by businesses to 

enhance their corporate reputation. In recent years, Indian companies across various sectors have made significant strides in 

embracing green marketing initiatives. Notable examples include the introduction of eco-friendly product ranges, water 

conservation efforts, promotion of electric and hybrid vehicles, biodegradable and plant-based cleaning products, energy-efficient 

data centers, renewable energy solutions, waste management initiatives, and the use of recycled materials in product manufacturing. 

As environmental awareness continues to grow, more companies are likely to adopt sustainable practices and promote eco-friendly 

products and services to meet consumer demand and contribute to environmental conservation efforts. This trend reflects the 

increasing importance of green marketing in the Indian corporate landscape. In recent years, Indian companies across various sectors 

have taken significant steps to embrace green marketing initiatives. Here are some notable examples: 

 

COMPANY NAME COMPANY LOGO GREEN MARKETING STRATEGY 

ITC Limited 

 

 

 

 

 Pioneered the concept of e-Choupal 

(digital kiosks) to directly connect with 

farmers, reducing inefficiencies in the 

supply chain. 

 Launched eco-friendly paper and 

stationery products under the 

"Paperkraft" brand. 

 Promotes sustainable practices in 

agriculture, manufacturing, and 

hospitality sectors. 

 The company has launched several 

eco-friendly products, such as the 

"Sunfeast Yippee Tricolor Pasta," 

which uses natural colors and flavors. 

Hindustan Unilever 

Limited (HUL) 

 

 

 Launched the "Pureit" water 

purifier, which is designed to 

reduce plastic waste. 

 Introduced eco-friendly packaging 

for its products, using materials like 

recycled plastic and paper. 

 Focuses on water conservation, 

waste management, and sustainable 

sourcing of raw materials focusing 

on sustainability through its 

"Sustainable Living Plan." 

Tata Group 

 

 

 

   Tata Power promotes renewable 

energy sources like solar and wind 

power to reduce its environmental 

impact and promote sustainable 

development. 

 Tata Motors has launched electric 

and hybrid vehicles. 

 Tata Steel emphasizes on waste 

reduction and recycling initiatives. 

Mahindra & Mahindra 

 

 

 

 Produces electric vehicles and 

hybrid cars under the "Reva" and 

"e2o" brands. 

 Promotes sustainable urbanization 

through its real estate ventures. 

 Focuses on energy efficiency and 

water conservation in its 

manufacturing processes. 

 The group has launched several 

initiatives, such as the "Mahindra 
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Hariyali" program, which aims to 

promote sustainable agriculture, 

and the "Clean and Green" 

initiative, which focuses on waste 

management and environmental 

conservation. 

Wipro 

 

 

 

 Implements green computing 

practices and energy-efficient data 

centers. 

 Launched "Eco Eye" – a range of 

eco-friendly computer peripherals 

and accessories. 

 Focuses on reducing carbon 

footprint and promoting sustainable 

practices across its operations. 

Godrej Consumer 

Products Limited 

 

 

 

 Launched "Godrej Ezee" – a range 

of eco-friendly liquid detergents and 

fabric care products. 

 Promotes sustainable sourcing of 

raw materials and responsible waste 

management. 

 Focuses on reducing water 

consumption and energy usage in its 

manufacturing processes. 

 Group aims to reduce the 

environmental impact of its products 

and operations and promote 

sustainable living. 

Suzlon Energy        

Limited 

 

 

 Manufactures and supplies wind 

turbines for renewable energy 

generation. 

 Promotes the use of clean and 

sustainable energy sources. 

Oil and Natural Gas 

Corporation (ONGC) 

 

 

 Invests in renewable energy 

projects like solar and wind power. 

 Focuses on reducing flaring and 

venting of natural gas to minimize 

environmental impact. 

Indraprastha Gas 

Limited (IGL) 

 

 

 Promotes the use of Compressed 

Natural Gas (CNG) as a cleaner 

alternative to traditional fuels. 

 Expands CNG infrastructure and 

distribution network across cities. 

 

 

 

 

 

CONCLUSION: 

 

 Green marketing is a long-term strategic approach that recognizes and addresses potential gaps in poverty and resource 

scarcity. It provides opportunities for fostering alternative economic, production, and livelihood models while protecting 

development and growth prospects from the impacts of environmental degradation. The key to successful green marketing lies in 

credibility. Companies must avoid overstating environmental claims or establishing unrealistic expectations, and should 

communicate transparently through trusted sources. Given the recent global trends and increasing importance of green marketing, 

it can be argued that if sustainable development is the need of the hour, then green marketing can fulfill this need and become a 

means for achieving sustainability by harmonizing people, profit, and environmental protection. 

 Green marketing is becoming increasingly crucial in today's world as consumers demand eco-friendly products and 

services, driven by growing environmental consciousness. By promoting environmentally friendly offerings and highlighting efforts 

to reduce environmental impact, green marketing enables companies to differentiate themselves, attract new customers, and enhance 
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their reputation. In India, several companies have recognized the importance of green marketing and are actively promoting 

sustainable products and services, leading the way in this domain. Their sustainable business practices serve as exemplary models 

for other businesses to follow, demonstrating the potential for green marketing to contribute to sustainable development goals in 

the Indian context. 
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