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Abstract

In the recent times consumers have become more rational about environment and are also becoming more socially respo
companies are also increasing their attention on consumers’ aspirations for creating the environment around them by using
products or packaging or make products recyclable and reusable, use green energy for product production, design products fre
materials to reduce waste, choose local selling to reduce transportation energy, and more. Sustainability has become
consumers, who are increasingly on the lookout for products that are high-quality, affordable and environmentally-fri
leading the companies also to devise green product and marketing strategies. In the attempts to leverage such increa
companies are employing their marketing tactics to assure consumers that their products are green. Green issues ar

and highly technical. This includes green design, positioning, pricing, logistics, and disposal. The present study is an atte‘
the green marketing initiatives undertaken by Indian organizations.
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Introduction

Green marketing is a most preferred concept in the recent business world. In the recent times it became a majol
business strategies of many organizations. Green marketing was given prominence in the late 1980s and 1990k
proceedings of the first workshop on Ecological marketing held in Austin, Texas (USA) in 1975. According to Peafl
the evolution green marketing has three phases. First phase was termed as “Ecological” green marketing. In'th
majority of marketing activities were oriented to identify and provide remedies to environmental problems. Tk
phase was “Environmental” green marketing and the orientation shifted to clean technology which involved the d
innovative new products which can take care of pollution and waste issues. The third phase was “Sustaina
marketing. It became prominent in late 1990s and early 2000 (Ganeshbala, 2009).

In a recent global online survey, by AC Nielsen study a whopping 81% of global respondents feel strongly
should help improve the environment. Millennials, Gen Z and Gen X are the most supportive, but their olde

aren’t far behind. In that study Indian respondents topped with highest percent who preferred sustainability near
respondents out of 11 countries.

Objectives of the study

1. To understand the importance of green marketing in the present business scenario.
2. To study about the sustainability and CSR activities of Indian Organizations

3. To study and analyze the green marketing practices of selected Indian organization

Methodology
Green marketing is mostly preferred now a days in the recent marketing literature as it is initiated in the busine
present study is based on secondary data which includes articles, research papers and the websites in the interne
study includes the practices undertaken by selected Indian organizations in their attempt to go green. It howeve
the complete study of the all Indian organizations and green marketing.

Green marketing 4
According to American Marketing Association “Green marketing is the marketing of products that are pr

environmentally safe, involves developing and promoting products and services that satisfy customer’s want
Quality, Performance, Affordable Pricing and Convenience without having a detrimental input on the enviro
marketing also ties closely with issues of industrial ecology and environmental sustainability such as cxtend
liability, life-cycle analysis, material use and resource flows, and eco-efficiency.

As per Mr. J. Polonsky, green marketing can be defined as, "All activities designed to generate and
exchange intended to satisfy human needs or wants such that satisfying of these needs and wants occur
detrimental input on the national environment."
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The "Green Marketing” is holistic marketing concept incorporates a broad range _of activitigs, wherein the':pr.oductlon,
marketing, consumption and disposal of products and services happen in a manner tha_t is less qeg'lmental to the .enwronmen_t.
lAccording to Charter (1992), green marketing is defined as ‘greener marketing is a holistic and respon_;;__lble (sltrategui
panagement process that identified, anticipates, satisfies and fulfill stakeholder needs, for reasonable reward, that does no

L adversely affect human or natural environmental well being’.

Green marketing and Indian organizations . . '
Protection of the environment is an issue of key concern which has permeated into all spheres of life. Consumers are

easingly becoming concerned about the environment and various issues rglated to it at the glot?al h?vel. This ch'ange has
encouraged a couple of organizations and has also compelled many organizations to respond w1th enwro'nmentally friendly
oducts. Green marketing is perceived as an opportunity by many Indian organizations to achieve their long term goe_als.
Breen marketing incorporates a broad range of activities, including product modifications, changes to the production
mocesses, packaging changes, as well as modifying advertising .

CORPORATE

CORPORATE SUSTAINABILITY GAINS STEAM OVER LAST FIVE YEARS
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In the public eye retail and manufacturing industries are collaborating with governments to make major commitments to
' reduce waste — particularly single-use plastics. Adjacent industries such as fast-food, restaurants and food delivery
organizations are also jumping on the bandwagon — rolling out plans to curb plastic by eliminating utensils or straws to
coordinating with local service organizations to ensure un-purchased food goes to underserved communities.

FIVE CURRENT SUSTAINABILITY STRATEGIES FOR RETAILERS AND MANUFACTURERS
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The more companies embrace sustainability, the more they change the product and retail landscape. Consumers are
constantly reacting to and evolving in this space, growing more sophisticated. In order to stay relevant, companies will need
to ensure they are putting consumer needs at the center and doubling down on their marketing and execution strategies.

Sustainability In India
Keep it simple in new sustainability markets: be available on shelves and help consumers see themselves in sustainability

Journal of Management Research and Analysis, ISSN: 2394-2762 197



