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ABSTRACT

Within the campus of business ethics and social responsibility, green marketing strategy has become a
much discussed issue in today’s academic world as well as in the profession. Though corporate greening
has gained a widespread recognition, different studies have found the concept still facing much confu-
sion especially on norms of ideal green marketing practices. As a consequence, many organizations
which are professing green marketing are not profound about it. Among those firms some are partially
involved while some are not yet convinced to adopt the green marketing strategy mostly because they
do not find it worthwhile regarding revenue and profit. In academia, there are considerable amount of
literature providing scattered individual insights from different perspectives. A chapter synthesizing these
literatures can be helpful for both academics and marketing practitioners.

This chapter attempts to review the literature to understand the origin and evolution of green marketing
and green marketing strategy with all its major fundamental dimensions. Based on the existing main-
stream literature, the chapter also reveals the green marketing strategy from the strategic consumer
behavioral perspective. Furthermore, it summarizes the key success factors behind green marketing,
its impact on the organizational performance as well as recommendations for successful implementa-
tions. The chapter is a synthesis of the green marketing philosophy and green marketing strategy that
might serve as an extensive reference material to both the researchers and marketing practitioners in
conducting interesting future research in the field as well as in formulating and adopting appropriate
green marketing strategies.
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INTRODUCTION

Are we familiar with the terms like cost effective
and eco friendly? More and more marketers are
tagging these terms with their offerings including
Phosphate Free, Recyclable, Refillable, Ozone
Friendly, and Environmentally Friendly. These
all are initiated by the modern marketing com-
munication (MC) approach lately named as green
marketing. The revolution seen in information
technology created an intensified media atten-
tion, and extreme coverage in less than a minute
over issues that cause environmental damage or
destruction. This ultimately raised the level of
awareness about environmental problems under
the influence of reports on various environmental
disasters, created interest and pressure groups
focused on environmental issues and promoted
stricter legislation on national and international
level.

As a result, the environmental concern be-
came the most powerful driving force both in
general society and in managing business pro-
cesses. Marketing, as a discipline, runs parallel
to socio-economic development, reflecting the
existing socio-economic relations. As ecologi-
cal orientation and sustainable development is
becoming an indispensable part of corporate
social responsibility, marketing, therefore, in both
theory and practice, is guided by the same ‘save
the planet” concern. Gradually over the last four
decades, environmental issues and sustainable
development have evolved from marginal issues
to a central theme of deliberation and research
(Ham, 2011).

Green marketing, which conceptually belongs
to social responsible marketing, has emerged in the
contextof growing environmental awareness across
all levels of society and of the rise of the segment
of green consumers (Ham, 2011). The term Green
Marketing started appearing in the late 1980s and
early 1990s, staring in Europe in the early 1980s
when certain products were found to be harmful
to the environment and society as a whole. As a
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consequence, new types of products were created,
termed “Green product” that would cause less dam-
age to the environment (Singh, 2012).

Green marketing, though not yet well devel-
oped, isa vast topic, having importantimplications
for business strategy to public policy. Generally
terms like Phosphate Free, Recyclable, Refillable,
Ozone Friendly, and Environmentally Friendly
are some of the things consumers most often as-
sociate with green marketing. Successful green
marketers no longer view consumers as people with
appetite for material goods but as human beings
concerned about the condition of the world around
them. The marketing of successfully established
green products also creates non green value to
consumers. The five desirable benefits commonly
associated with green products are: efficiency and
costeffectiveness; health and safety; performance;
symbolism and status; and convenience (Singh,
& Pandey, 2012).

This chapter discusses the fundamental issues
of environmentally oriented marketing communi-
cation and aims to explain the underlying concepts
and assumptions as well as major challenges that
the communication faces. This chapter begins
with discussions of issues related with promoting
products by claims about the environmental at-
tributes of it or about the firms that manufactures
and/or sells them. Then it discusses the product
and pricing issues in green marketing. Inferring
on multiple literatures, it provides answer to the
question -what needs to be greened (product, sys-
tem or how firm should think about information
disclosure strategies). Embedding green marketing
in business strategy and communication process
is the main focus of this chapter. Based on the
existing major literatures the chapter also reveals
the green marketing strategy from the strategic
consumer behavioral perspective. It summarizes
the key success factors behind green marketing; its
impact on the organizational performance as well
as provides few tips for the success. This chapter
concludes with discussions over managerial im-
plication and scope of future research is this area.
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