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1. Abstract 

This research provides a rigorous investigation into the nexus between green marketing strategies, consumer 

awareness, and demographic variables within the domestic market. In an era defined by accelerating 

ecological degradation, the shift from traditional profit-maximisation to a holistic environmental orientation 

is no longer elective but a strategic mandate. Utilising a descriptive research design underpinned by primary 

survey data and a synthesis of extant literature, the study evaluates the efficacy of ecological positioning in 

the study region.  

The contemporary business landscape is undergoing a significant paradigmatic shift, moving from an era of 

purely profit-driven motives to one where sustainability serves as a cornerstone of corporate strategy. This 

research synthesises the transition of green marketing from an ethical niche to a core business necessity , 

examining the intersection of sustainability, consumer trust, and organisational strategy. Within the Indian 

socio-economic framework, the discipline has underwent a strategic evolution from "Ecological" to 

"Sustainable" marketing, reflecting global policy needs and shifting consumer demands. Drawing upon 

empirical findings from the Delhi-NCR region, this study highlights that while environmental consciousness 

is pervasive among Indian consumers, purchasing intentions are heavily moderated by demographic 

variables and a nuanced paradox between awareness and willingness to pay. This analysis provides a high-

level strategic roadmap for organisations to achieve long-term cost-worthiness and genuine competitive 

advantage in an increasingly climate-anxious market.  

Keywords: Green Marketing, Eco-friendly Products, Consumer Behaviour, Sustainable Development . 

2. Introduction 

Green marketing, as articulated by the American Marketing Association (AMA), constitutes the marketing 

of products presumed to be environmentally safe. This paradigm encompasses a sophisticated spectrum of 

organisational interventions, including product modification, alterations to manufacturing processes, 

sustainable packaging, and the recalibration of advertising narratives. The contemporary transition from 

traditional marketing frameworks to an ecological orientation is a direct response to the urgent requirement 

for the rehabilitation of ecological balance. Global phenomena such as global warming, ozone layer 
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depletion, and land degradation have compelled a strategic pivot where environmentalism is no longer a 

peripheral concern but a central tenet of corporate survival (Surya & Banu, 2014). 

This investigation seeks to achieve four primary objectives: (1) to trace the historical evolution of the field; 

(2) to analyse the strategic adaptation of the Green Marketing Mix; (3) to evaluate the impact of 

demographic variables on usage patterns; and (4) to delineate strategies for the mitigation of marketing 

myopia. Viewed as a holistic concept, green marketing integrates environmentally responsible practices 

across the entire value chain—from production and packaging to distribution and reclamation (Mokha, 

2017). By harmonising ecological stewardship with consumer satisfaction, firms can cultivate a sustainable 

competitive advantage while fulfilling their broader social mandates. 

3. The Evolution of Green Marketing 

The trajectory of green marketing has matured through three distinct developmental phases, reflecting the 

deepening integration of environmental ethics into business logic (Peattie, 2001; Kumari & Yadav, 2012): 

1. The Ecological Phase: Emerging during the initial recognition of industrial impact, this phase 

focused on marketing activities designed to provide specific remedies for environmental problems, such as 

the management of hazardous waste. 

2. The Environmental Phase: This period witnessed a shift toward "clean technology" and innovative 

product design. The focus moved from end-of-pipe remedies to the proactive management of pollution and 

waste through superior engineering and manufacturing efficiency. 

3. The Sustainable Phase: Prominent since the late 1990s, this phase is predicated on "sustainable 

development"—the capacity to meet present needs without compromising the ability of future generations to 

meet theirs (Surya & Banu, 2014). This represents the transition from a niche "green consumer" focus in the 

1980s to the contemporary era of broad corporate social responsibility (CSR) and ESG mandates. 

4. The Green Marketing Mix (The 4Ps) 

The successful implementation of an ecological strategy requires a radical adaptation of the traditional 

marketing mix (Mokha, 2017; Rao, 2012): 

• Product: The objective is to minimise resource consumption and pollution. Marketers must infuse 

products with green attributes, such as energy efficiency and the use of non-toxic, recycled materials. For 

instance, Nike has distinguished itself by significantly reducing the application of harmful glue adhesives in 

its footwear, thereby lowering its chemical footprint. 

• Price: Pricing remains the most formidable barrier. Green products often command a "premium 

price" due to intensive R&D and higher-quality sustainable inputs. Consumers are generally only willing to 

absorb these costs if they perceive tangible extra value, such as superior performance, longevity, or health 

benefits. 

• Promotion: Professional green advertising focuses on three pillars: the product-environment 

relationship, the promotion of a sustainable lifestyle, and the projection of a responsible corporate image. 

• Place: Logistical strategies must prioritise ubiquity and convenience. Because very few consumers 

will exert significant effort to source eco- friendly alternatives, firms must ensure product availability at the 

point of need. Success is further driven by incentivising sustainable habits, as seen with IKEA and major 

grocery chains that charge for non-reusable materials while promoting multi-use alternatives (Surya & Banu, 

2014). 
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5. Drivers for Corporate Adoption and Social Responsibility 

Firms within the domestic market primarily adopt green marketing as a response to five distinct drivers 

(Rao, 2012): 

Strategic Opportunity 

Market data suggests that approximately 25% of the consumer base prefers environmentally friendly 

options, while 28% are identified as health-conscious. This represents a substantial, high-value segment that 

offers significant potential for long-term growth. 

Social Responsibility 

Modern organisations are increasingly adopting the "triple bottom-line" approach, balancing planet, people, 

and profit. Aligning corporate objectives with ecological preservation enhances brand equity and satisfies the 

moral expectations of contemporary stakeholders. 

Governmental Regulation 

Regulatory frameworks exert significant pressure on corporate behaviour. Legislative interventions, such as 

the prohibition of plastic bags in certain regions or the mandatory adoption of alternative fuels (e.g., CNG) 

in public transport within the domestic market, necessitate rapid adaptation to maintain compliance. 

Competitive Pressure 

The success of niche pioneers, such as The Body Shop, has created a "follow-the-leader" effect, forcing 

mainstream competitors to adopt green practices to avoid obsolescence and maintain market share. 

Cost Control 

Green marketing often facilitates significant cost savings through waste reduction and the principles of a 

circular economy. A prime example of "industrial symbiosis" is the utilisation of fly ash from thermal power 

plants—formerly a waste product—as a primary raw material for cement and brick manufacturing, thereby 

reducing both disposal costs and environmental impact (Rao, 2012). 

6. Strategic Implementation and Avoiding "Green Marketing Myopia" 

"Green Marketing Myopia" occurs when a firm overemphasises a product’s "greenness" at the expense of 

core performance, leading to consumer dissatisfaction. To mitigate this risk, firms must focus on three pillars 

(Rao, 2012): 

• Consumer Value Positioning: Products must perform at a level equal to or better than non-green 

alternatives. Environmental benefit should be framed as an "added value" rather than the sole selling point. 

• Calibration of Consumer Knowledge: Marketing must connect ecological attributes to functional 

benefits. For example, promoting "rechargeable batteries" as offering "longer-lasting performance" provides 

a functional justification for the sustainable choice. 

• Credibility of Product Claims: Specificity is paramount. Vague slogans must be replaced with third-

party certifications and transparent data. 

Furthermore, firms must avoid "greenwashing"—the act of misleading consumers regarding environmental 

practices. A critical example within the domestic market involves snack manufacturers, such as Frito-Lay, 

using "all-natural" slogans for products like Cheetos Puffs. While the packaging implies health and 

ecological purity, the data reveals that an 11-ounce bag provides 150% of an individual's daily fat needs, 
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with only a "pinch" of real cheese (Surya & Banu, 2014). Such practices erode consumer trust and invite 

regulatory scrutiny. 

7. Organisational Challenges and Success Factors 

The transition to a green model is impeded by high R&D investments and the premium cost of renewable 

materials. In price-sensitive domestic markets, the unwillingness to pay extra remains a critical hurdle. 

Furthermore, a pervasive lack of trust in corporate claims can stifle market growth. 

Keys to Success: 

• Genuine Mission Integration: Environmental priorities must be embedded into the corporate DNA 

rather than treated as a transient promotional tactic. 

• Employee and Customer Education: Firms must cultivate an internal culture of sustainability and 

educate consumers on the long-term benefits of their purchases. 

• Transparent Participation: Involving customers in sustainability initiatives and maintaining 

transparent supply chains are essential for building enduring loyalty. 

8. Conclusion 

It is therefore evident that green marketing is a futuristic necessity for industries within the domestic market, 

rather than a fleeting trend. Although awareness levels are encouraging, the gap between ecological concern 

and purchase intent—driven by price sensitivity and skepticism—remains the primary challenge for 

marketers. Organisations that adopt a genuine, value-driven, and transparent approach to sustainability will 

secure an early mover advantage, fostering the trust required to command premium pricing and achieve 

long-term profitability. Ultimately, success in the modern era requires an unwavering commitment to the 

"triple bottom line": the planet, the people, and the profit. 
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