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INTRODUCTION

In recent years the term green or eco marketing have come to prominence and reflect a growing concern at all levels of the impact of the increased consumption on physical environment. The implications of  the destruction of the forests , the appearance of ‘ holes ‘  in the ozone layer  etc were widely published  and created a wave concern  about the destruction of our  natural environment. Therefore many consumers are in favor of eco-friendly products .This has created some impact on marketing. Many people believe that green marketing refers solely to the promotion or advertising of products with environmental characteristics. Generally terms like Phosphate Free, Recyclable, Refillable, Ozone Friendly, and Environmentally Friendly are some of the things consumers most often associate with green marketing. In general green marketing is a much broader concept, one that can be applied to consumer goods, industrial goods and even services. Green marketing incorporates a broad range of activities, including product modification, changes to the production process, packaging changes, as well as modifying advertising. But to define green marketing is not a simple task. Green marketing is defined as "Green or Environmental Marketing consists of all activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs, with minimal detrimental impact on the natural environment."
Need for green marketing
As resources are limited and human wants are unlimited, it is important for the marketers to utilize the resources efficiently without waste as well as to achieve the organizational goal. So green marketing is inevitable.

There is growing interest among the customers all over the world regarding protection of environment world wide evidence indicates people are concerned about the environment and are changing their behavior.  As a result of this, green marketing has emerged which speak for growing market for sustainable and socially responsible products and services.

Why are firms using green marketing?

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

1. Organizations perceive environmental marketing to be an opportunity that can be used to achieve its objectives. 
2. Organizations believe they have a moral obligation to be more socially responsible.
3. Governmental bodies are forcing firms to become more responsible. 
4. Competitors' environmental activities pressure firms to change their environmental marketing activities.
5. Cost factors associated with waste disposal, or reductions in material usage forces firms to modify their behavior.

Objectives of green marketing
· To identify the customers to fulfill their need.

· To create awareness about the ecological process and environmental, sustainable, green marketing process.

· To educate the customers.

· To avoid the wastage of resources.

· To utilize maximum resources in an effective manner a cycle process.

· To tell the truth and generating hype regarding a brand.
Benefits of green marketing

Green marketing offers a number of significant benefits:

· Marketers get access to new markets and gain an advantage over competitors that are not advocating “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.
· Green marketing builds brand equity and wins brand loyalty among customers

* It ensures sustained long-term growth along with profitability.
* It saves money in the long run, thought initially the cost is more.
* It helps companies market their products and services keeping the environment aspects in mind. 
· It helps in accessing the new markets.
· * Most of the employees also feel proud and responsible to be working for an environmentally responsible company.
Problems with green marketing

· The environmentally responsible action of today may be harmful in the future

· There is difficulty in establishing policies that will address all environmental issues

· Reacting to competitive pressure can cause all to make the same mistake as the leader

· To reduce cost or increased profit may not force firm to address the important issues of environmental degradation

· Consumers perceptions are not always correct

· Most customers choose to satisfy their personal needs before caring for the 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.

Challenges Ahead

·  Green products require renewable and recyclable material, which is costly

·  Requires a technology, which requires huge investment in R & D

· Water treatment technology, which is too costly

·  Majority of the people are not aware of green products and their uses

· Majority of the consumers are not willing to pay a premium for green products

Three keys to successful green marketing

Show potential customers that you follow green business practices and you could reap more green on your bottom line. Green Marketing isn't just a catchphrase; it's a marketing strategy that can help you get more customers and make more money. But only if you do it right.

For green marketing to be effective, you have to do three things;
i. Being genuine.
ii. Educating your customers 
iii. Giving your customers an opportunity to participate 
MARKETING MIX OF GREEN MARKETING
  When companies come up with new innovations like eco friendly products, they can access new markets, enhance their market shares, and increase profits. Just as we have 4Ps product, prices, place and promotion in marketing, we have 4ps in green marketing too, but they are a bit different. They are buttressed by three additional Ps, namely people, planet and profits.

A. PRODUCT: 

The products have to be developed depending on the needs of the customers who prefer environment friendly products. Products can be made from recycled materials or from used goods. Efficient products not only save water, energy and money, but also reduce harmful effects on the environment. Green chemistry forms the growing focus of product development. The marketer's role in product management includes providing product designers with market-driven trends and customer requests for green product attributes such as energy saving, organic, green chemicals, local sourcing, etc., For example, Nike is the first among the shoe companies to market itself as green. It is marketing its Air Jordan shoes as environment-friendly, as it has significantly reduced the usage of harmful glue adhesives. It has designed this variety of shoes to emphasize that it has reduced wastage and used environment-friendly materials.

B. PRICE

Green pricing takes into consideration the people, planet and profit in a way that takes care of the health of employees and communities and ensures efficient productivity. Value can be added to it by changing its appearance, functionality and through customization, etc. Wal Mart unveiled its first recyclable cloth shopping bag. IKEA started charging consumers when they opted for plastic bags and encouraged people to shop using its "Big Blue Bag".

C. Promotion

There are three types of green advertising: -
i. Ads that address a relationship between a product/service and the biophysical environment

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

iii. Ads that present a corporate image of environmental responsibility

D. PLACE

Green place is about managing logistics to cut down on transportation emissions, thereby in effect aiming at reducing the carbon footprint. For example, instead of marketing an imported mango juice in India it can be licensed for local production. This avoids shipping of the product from far away, thus reducing shipping cost and more importantly, the consequent carbon emission by the ships and other modes of transport. The choice of where and when to make a product available will have significant impact on the customers. Very few customers will go out of their way to buy green products.
Conclusion
Green marketing should not neglect the economic aspect of marketing. Marketers need to understand the implications of green marketing. If you think customers are not concerned about environmental issues or will not pay a premium for products that are more eco-responsible, think again. You must find an opportunity to enhance your products performance and strengthen your customer’s loyalty and command and higher price sustainable green marketing therefore requires the marketing mix i.e. compatible with the ecology. This is possible through product and delight system design for environment protection. For this purpose understanding the ecology is crucial. It is important for the market to understand that a proper functioning of the eco-system ensures the existence of life.
