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Abstract 

Green Promoting is a peculiarity which has created specific significance in the cutting-edge 

market. It entails creating and promoting products and services that do not have a negative 

impact on the environment and meet customer needs for quality, performance, affordability, 

and convenience. Additionally, a review of previous studies has been conducted to examine the 

difficulties, trends, and future scope of consumer market dynamics.“Green" and "Going Green" 

is a confounded idea in the business area. Albeit the two words are frequently utilized 

conversely, Green, and maintainable do not mean the same thing. 'Green' alludes to the 

exercises that give a more effective utilization of assets and limit the destructive effect on the 

climate when contrasted with comparable items. Since many are referred to by other names 

like eco-marketing, sustainable marketing, and organic marketing. The study's objective was 

to determine how green marketing products affect consumer purchasing decisions. The primary 

goal of this study is to figure out the different elements that impact the purchaser purchasing 

conduct towards green items. The reasonable concentrate additionally examines the different 

drives presented by chosen organizations for advancing green advertising upheaval. The 

conceptual study also discusses the various initiatives introduced by selected companies for 

promoting green marketing revolution. 

Keywords: Green Marketing, Buying Behaviour, Green Initiatives 
 

Introduction 

The term green promoting became a force to be reckoned with in the last part of the 1980s and 

mid-1990s. The procedure of this studio brought about one of the primary books on green 

showcasing named "Environmental Promoting" 

The term 'green' is demonstrative of immaculateness. Green signifies fair or just dealing and 

pure quality. For instance, green promoting implies publicizing without unfavourable effect on 

society. Green message implies developed and impartial realities, liberated from 

misrepresentation or equivocalness. Green showcasing is exceptionally discussed theme from 

laypeople to profoundly proficient gatherings.  
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The Prime Minister of India ‘Narendra Modi’ on 15th august; 2019 while addressing the nation 

from the parapet of Red Fort, Delhi has enthused the Nation to say “NO” to plastic bags from 

2nd October; 2019, on the birthdate of 

Mahatma Gandhi, the father of nation. 

Equally important the decision taken by 

‘Milk Supply Agency of Bombay’ to ask the 

consumer that every day they should return 

the milk pouch. This has been done because 

1 crore milk pouch is used every day and its 

wastage will not only block the drain 

resulting in floods but also spoil the beauty 

of sea. Another appeal by Prime Minister 

Modi was to conserve and save every drop 

of water. 

Environment means water, air, land, and the 

inter-relationship which exists among water, 

air, land, human beings, other living 

creatures, plants and micro-organism. 

The Sun is the environment’s God and mother Earth is the environment’s goddess. We salute 

and take refuge in them. Our Vedas and Smrities are full of strategies for bringing a complete 

harmonization between man and the bounty of natural environment. Thepopular ancient Indian 

texts constitute the world’s ocean of wisdom which exhibits the existence of richest civilization 

of the world in India. 

LITERATURE REVIEW 

Based on the literature review conducted by various researchers, it can be deduced that Green 

Marketing has experienced significant growth worldwide. This trend has led to consumers 

becoming more conscientious and engaging in environmentally-friendly practices. Notably, 

in developing nations such as India, the importance and relevance of Green Marketing have 

further amplified. 

S.NO. RESEARCHERS FINDINGS 

1. Vishal Laheri (2014) Emergence of Green Marketing Concern back in 

1975, the American Marketing Association (AMA), 

after a span of 45,000 years, made the visionary 

statement about the emergence of green marketing 

concern. This newfound concern was triggered by 

individuals becoming more conscious of the 

environment and their willingness to tweak their 

behaviours in order to mitigate their impact. The 

awareness level of consumers, which plays a 

significant role in their eco-conscious purchasing 

Green  
Marketing 
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Reuse 

Reduce 
Repurpose 

 

Refuse 
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decisions, has experienced a considerable surge 

owing to advancements in education and cultural 

values. 

 

2. Yuvika Singh (2015) In these uncertain times, the looming threat of global 

warming hanging over our heads, is extremely 

important that green marketing becomes the norms 

rather than an exception or a fad. We must take 

decisive actions to protect our planet for future 

generations, not a mere trend, but a responsibility we 

cannot ignore. With, the increasing awareness about 

climate change and its disastrous consequences, 

green marketing has emerged as more than just a 

passing fad. Its significance lies in its ability to 

promote products and services that are 

environmentally friendly and socially responsible. 

 

3. Dr. Shruti P. Maheshwari 

(2016) 

The paper has appeared that Indian markets for 

green items is beneath abuse by marketers. There is 

more prominent require of promoting brands that are 

eco-friendly which will make buyer awareness for 

adjust between green and development. 

 

4. Neeti Kasliwal (2016) From the think about of literature review it was 

found that customer living in urban regions are more 

ecologically concerned in comparison to rustic 

shoppers. 

5. Kavita Kumara (2017) Green promoting is still in its earliest stages and a 

parcel of investigate is to be done on green 

showcasing to completely investigate its potential. 

The preeminent thing is to draw in the clients more 

towards green items, the marketers must make 

advancement which are both reasonable and have 

ethical values and the item accessibility in terms of 

volume and assortment are moreover vital. 

 

6. Dr. M.S Ranjith Kumar & 

Priya Nandini (2018) 

Natural concern may rise as one of the effective 

drivers that impact buy, but it has not really 

brought about within the capacity to command a 

maintainable premium: customer willing to 
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purchase eco-friendly item but not pay the higher 

cost. 

 

7. Mihael Kardos (2019) The examination gave an integrator vision on green 

promoting parts in lighting up, reinforcing, 

instructing, and changing purchaser’s conduct 

towards common sense and to incorporate the 

inevitable results of investigate as for Plant Bottle 

green packaging's effect on the ordinary 

commitment of lively clients. The investigation of 

the subject was coordinated based on a consider, and 

data was arranged with quantifiable procedures. 

Noteworthy revelations that were observed are 

shoppers' nonattendance of information inciting 

normal commitment; the impact of environmental 

information and mindfulness on green able conduct; 

and the ought to increment endeavours towards 

normal obligation. 

 

8. Rashmi Punjabi (2021) It is found that number of shoppers is more with 

higher recurrence utilization of natural 

nourishments compared to lower recurrence 

utilization of natural nourishment at examined zone. 

Comparative discoveries moreover famous that 

buyers of unused advertise zone more habitually 

expending natural nourishments compared to 

customers to ancient advertise region. 

 

9. Magali Morale & Francis 

Kwakye (2022) 

Our results showed that consumers who have 

already bought ecological products and consumers 

who are satisfied with previous purchases were 

willing to buy again. In fact, satisfaction is related to 

purchase intention. In addition, the importance of 

WOM and green product promotion and the fact that 

consumers believe in the green claim explain the 

difference in purchase intentions. A positive attitude 

toward willingness to pay extra for green products 

also correlates with purchase intention. At the same 

time, we also noticed that a positive attitude towards 

green products does not always lead to actions, i.e., 

purchasing these products. Our results showed that 

there were differences mainly between women and 
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men in green product attitudes and purchase 

intentions.   

 

Research Gap 

GAP 1:  
This gap exists due to retailers or manufacturers perception about the green consumers. They 

must have a complete understanding about the customer which lacks while analyzing 

consumer’s perceptions. There is also information that is provided by the retailer to the 

manufacture regarding the current customer trends in the market. Thus, the marketers need to 

closely analyze the changing attitudes of the consumers in a dynamic environment.      

                      

10. Gino Verleye (2023) Consumers may benefit from being somewhat 

sceptical of green claims made in advertising. It can 

even be seen as an opportunity for companies to 

educate consumers and provide them with tools and 

information to distinguish real environmental claims 

from lies. Companies with a natural motivation for 

sustainable development should learn to 

communicate their sincere intentions more 

effectively, and above all it is important to 

implement what is promised in the advertising 

message. Since both the content of the message and 

the characteristics of the sender affect the credibility 

of the advertisement, it is clear how all the above 

points explain why it is difficult for consumers today 

to perceive green advertising as credible. Just as 

"business as usual" cannot make the world 

sustainable, "messaging as usual" does not make 

green advertising credible. 

 

11. Hanna Olasiuk & Udit 

Bhardwaj (2023) 

The paper presents the comes about of an 

observational investigation of the impacts of buyer 

inclinations on the recurrence of eco-shopping 

activities, which appeared a critical relationship 

between buy recurrence and level of natural 

concerns. The inquire about experimentally affirms 

and hypothetically demonstrates that expanding 

request for data almost eco-brands does not lead to 

more frequently shopping. The comes about of the 

inquire about can be valuable for eco-firms to 

upgrade marketing-mix able to offer competitive 

cost, quality, dispersion, and communication with 

clients. 
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GAP 2: 

This hole endeavors to clarify the errors in item plan and communication. The mode of 

communication can make intrigued and want for the consumers. A good mode of 

communication can generate great sales and thus lead to purchases. Whereas a disgraceful 

mode of communication lead to client lack of engagement and non-purchases. In this way, the 

sort of item plan and communication makes a difference customers, producers and retailers 

meet each other’s needs and needs. 

Research Methodology 

Research Methodology is the strategies or methods utilized to distinguish, select, prepare, and 

analyse data approximately a theme. 

Objectives of the Study- 

1. To study about the perception of people towards green products. 

2. To study the buying behavior of consumer towards green products. 

3. To suggest measures to increase the awareness of green marketing product in present 

economic situation. 

Hypothesis- 

 
H1: The colour green has a positive impact in customers attitude towards the purchase of       

green products. 

H2: Consumers who opt for green products over normal ones are more satisfied. 

H3: Consumers attention to companies’ green marketing communication influences their 

green purchasing behavior. 

H4: Consumers who purchase green products tend to be environmentally conscious. 

Research Design- 

1. Sampling size - 
 A decision must be taken concerning a sample unit before selecting sample. Sample unit 

of proposed research in select districts of U.P. The proposed research sample size is 

approximately 400. 

2. Sampling Methods - 
Probability sampling -In this research, under probability sampling, Simple random sampling 

is chosen for data collection. 
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3. Data Collection – 
Primary Data-   Primary data is information that's collected by a analyst from first-hand 

sources, utilizing strategies like overviews, interviews, or tests.  In this research, primary 

data will be collected through questionnaire.  
Secondary Data- Auxiliary information implies information that are as of now accessible, 

it implies which have as of now been collected and analyzed by somebody else.In this 

research, the secondary data will be collected external sources such as Journals, Books, 

Websites. 
 

 

Evolution of Green Marketing 

Phase I: “Ecological Green Marketing” – aims to mitigate environmental issues and offer 

solutions. 

Phase II: “Environmental Green Marketing”- focuses on technological advancements made 

possible by clean energy.  

Phase III: “Sustainable Green Marketing”- which emphasizes environmental preservation via 

sustainable growth. 

Impact of Green Marketing on Consumer 

Green marketing always affects positively the heath of people and the ecological environment. 

People, you know, are aware of pure products and pure methods of producing, using, and 

disposing the products. It is like they are super into it. It energizes coordinates endeavours for 

immaculateness in generation and utilization as well 

We can, like, witness following impacts of green marketing: 

• Now, people are like insisting pure products – edible items, fruits, and vegetables based 

on organic farming. The number of individuals looking for vegan nourishment is on 

rise. 

 

• Reducing use of plastics, which, like, you know, are totally bad for the environment 

and stuff, and plastic-based products. 

 

 

• Increased consumption of herbal products instead of boring processed products, which 

honestly have way too many chemicals. 

 

• Recommendations use of leaves, like hello, instead of plastic pieces; jute and cloth bags 

instead of plastic carrying bags. 
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• The use of bio-fertilizers (made of agro-wastes and wormy-composed) is, like, way 

more popular than chemical fertilizers (i.e., organic farming), which really messes up 

the environment and like, not cool at all. And minimum use of pesticides, because 

seriously, who wants pesticides in their food?  

 

• Imposing strict norms for pollution control. Consideration of pollution control efforts 

and eco-technology in awarding IS, ISO 9000, or ISO 14000 certificates and other 

awards. 

 

 

Green Initiatives Taken by Indian Companies 
 

Many companies in India are adopting green for capturing market opportunity green marketing. 

This shows companies' commitment, either as part of their corporate social responsibility or 

something else, to do something worthwhile in this direction. 

 Honda 

India introduced its Civic Hybrid Car. However, initially, it was unable to sell the same due to 

the high price. The price was reduced to Rs. 8 lakhs, and, within a day, 98 Civic Hybrids were 

sold, which was more than what Honda had been able to sell during the previous five months 

since its launch. 

 Reliance Industries Limited (RIL) 

RIL, India's biggest private segment company, has grasped green innovation as a key column 

for economic development. The aggregate has contributed billions in renewable vitality 

ventures, counting sun oriented and wind ranches. They as of late declared a groundbreaking 

association with a driving European innovation company to send state-of-the-art carbon capture 

and capacity in their office. RIland's commitment to decreasing carbon emanations not as it 

were bolsters India's clean vitality objectives but too contributes altogether to the worldwide 

battle against climate alter. 

 Samsung 

In fact, Samsung offers a host of eco-friendly products. It was the primary to dispatch eco-

friendly versatile handsets (made of renewable materials)- W510 and F268- in India. 

 IOC 

 Indian Oil Enterprise to construct India's to begin with green hydrogen plant at Mathura 

refinery. 
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 Lead Free Paint from Kansai Nerolac 

Kansai Nerolac paint Ltd., has always been committed to the welfare of society and the 

environment. Kansai Nerolac has worked on evacuating unsafe overwhelming metals from 

their paints. Lead in paints particularly postures peril to human wellbeing, where it can cause 

harm to the Centra Nervous System (CNS), kidney, and regenerative framework. Children are 

more inclined to lead harming driving to lower insights names and memory misfortune. 

 Nestle India 

Nestle helped to install 'Wall of Hope' in Mussoorie, which has been constructed using 15000 

plastic bottles to encourage tourists not to litter. The establishment may be a part of Hilldaari 

Extend, which points to extend mindfulness approximately plastic squander administration and 

the significance of making a plastic-waste free environment. 

Lean, green and clean: How green initiatives can bolster Indian 

startups 

It pays to be green! The Union Budget 2023 -2024 has introduced with it green development 

as one of the seven major needs. Beneath this umbrella, programs for green fuel, green vitality, 

green cultivating, green portability, green buildings, green hardware, and green arrangements 

have been squeezed out for proficient utilize of vitality over different financial segments. 

The 2030 Plan by the UN Countries recognizes that comprehensive and participative 

economies and social orders, in which the government is responsible, accomplish superior 

results for all individuals since their structures are not divisive, and they take off no one behind. 

Along comparative lines, the UN continuously pushed that countries centre on making 

approaches for a green economy which makes strides human well-being and builds social value 

whereas decreasing natural dangers and shortages. This year’s Budget is pointing at an 

ecologically cognizant way of life supported and upheld by financial maintainability in India. 

 

✓ Scaling and supporting feasible development 

Due to the exhausting normal assets and their abuse, little companies and driven people have 

embraced ventures to use unbounded vitality sources to form plenitude. Many illustrations of 

this incorporate expanded utilization of sun-oriented boards, sun powered lights, bioenergy and 

more. But aspiration and great deliberate seldom nourish the mouth. 

✓ Gathering the pieces that fit 

The arrangements which the government plans to start through the budget guarantee to 

incentivise the rise of green new businesses with reestablished vitality by centring on 

implanting capital through speculation. Following to our objectives as guaranteed by the 

Panchamrit within the COP-26 looks balanced to play a key part! This incorporates: 
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❖ Coming to 500GW non-fossil vitality capacity by 2030 • 50 per cent of our vitality 

prerequisites to come from renewable vitality by 2030. 

 

❖ Diminishment of the carbon escalated of the economy by 45 per cent by 2030, over 

2005 levels. 

❖ Accomplishing the target of net zero outflows by 2070. 

Individuals all around the world are nowadays, more than ever, intensely mindful of the 

potential destruction climate alter can cause to human life and the environment. It is presently 

more than ever the time to form an environment where there's solid competition between green 

new companies to supply the finest solutions and items that can help us restrain or indeed 

annihilate the harm since, there is no Plan(et) B and after all, typically the as it were domestic, 

we have! 

 

Data analysis and interpretation 

I. Reliability study- It allows you to study the properties of measurement scales 

and the items that compose scales. This procedure calculates several commonly 

used measures of scale reliability and provides information about the 

relationships between individual items in the scale. 

 

II. Factor Analysis - It is a way to condense the data in many variables into a just 

a few variables. It is a technique that is used to reduce many variables into 

fewer number of factors. 

 

 

III. Regression analysis- It is a common technique in market research which helps the 

analyst understand the relationship of independent variables to a dependent variable. 
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