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ABSTRACT

Marketing is one of the Marketing techniques which is booming in the modern world. In
present corporate situation ecological problems plays a significant role in today’s business
life. In utmost of the country’s government is anxious about the ecological difficulties. In
today’s business ecologically supportable growth has become a vital problem. Thus, Green
marketing is one of the approaches that can be implemented to achieve its vision. Green
Marketing refers to the procedure of trading or retailing the products and /or services
founded on their ecological assistances. Such a product or service must be environmental
in/by itself or formed in an environmental method. In current ecological sensible world, the
word “Green” has developed a Crickey word. Green causes are increasingly popular with
communal creating green marketing virtuous for public relations and business sales. The
American Marketing Association has defined Green Marketing as “The study of the positive
and negative aspects of marketing activities on pollution, energy depletion and non-energy
resource depletion”. However, one of the straightforward traditions of green marketing is
that latent customers would be prepared to pay higher for a “green” product. The present
paper explains us the meaning, advantages, disadvantages and roles of the green marketing
in Modern Era.

Introduction to Sustainable Marketing:

In the today’s busy world, we as a consumer have changed our habitat according to the
culture. Our nation is the top-most in the developing countries, However, we have forgot
the blessings of the nature and what nature has given to us.
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We have adapted ourselves according to the demanding world to start using products which
are mostly non environmental, thus affecting both the nature and our health. To eradicate
this issue, came the Green marketing. Green marketing means producing and selling
products do not harm the environment when it is produced or even disposed. In simple
words, the usable/consumable products which are manufactured by reducing the pollution
is called Green Marketing.

Currently, Green marketing can be one of the brilliant prospects to gain market positions
and increase our consumer base. People have opened their eyes and realized that destroying
nature is a suicidal attempt which will affect the living both in present as well as the future.
In the future, green marketing will be a compulsory feature of the business world.

Businesses needs to follow all manufacturing process green in order to establish their
ecological compassion. In terms of conservationism, it is enormously significant for
commercial owners and administrators to be ecologically aware and make other workforces
so, to select raw materials with the minimum harm to the ecology, to progress the
developments of manufacturing in demand to decrease waste quantity, to reprocess waste,
to accumulate un-recyclable waste and extinguish it with the minimum destruction to the
ecology. Reducing the quantity of packaging, selecting recyclable decomposable material
for packing and inspiring the collecting of packing leftovers are energy elements of dispersal
and upgrade.

Importance of Sustainable Marketing:

The purpose of this study is to reveal the levels of information, methods and levels of
understanding about the ecological issues and green marketing. Environmental problems
are one of the most significant difficulties of our day. Trades are looked as the utmost causes
of ecological issues due to their applications, procedures of making, products and ecological
wastes. In this esteem, in order for ecological subjects to be condensed to least, businesses
must modify their procedures of manufacturing to source less ecological leftovers, design
their products with an determination to reduce their things on the environment, reduce
ecological left-over to least over recycling and process ecological leftover for minimum
damage to the environment, choose for packaging products decomposable material with the
least ecological harm and decrease the amount of packing used. Moreover, recalling
measures which save energy and give less damage to the atmosphere in the procedures of
circulation and upgrade is important in relationships of attaining a supportable economy
and a supportable business administration. In this respect, it is significant in terms of a
maintainable commercial administration to classify the levels of information, attitudes,
leanings and views concerning atmosphere and green marketing who take an academic and
expert interest in communication and are expected to be business managers in the future.

Roles of Sustainable Marketing:

Many companies are starting to understand that they are associates of the broader
community and therefore must work in an ecologically responsible manner. This interprets
into companies that trust they must achieve ecological objectives as well as revenue
associated purposes. This results in ecological issues being integrated into the firm's
corporate culture. Firms in this situation can take two standpoints.
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They can use the fact that they are ecologically accountable as a marketing instrument and,
they can develop responsible without encouraging this fact. While this behavior is a modest
advantage, the firm was recognized precisely to offer consumers environmentally
responsible alternatives to conventional cosmetic products.

The consumers have also changed their mind and started to switch to organic products
which results in growth of green marketing. Few enhancements which we can see in the
modern people are as follows.

a) People started to reduce usage of plastics and plastic-based products.

b) They have started to use leaves instead of plastic pieces; jute and cloth bags instead of
plastic carrying bags which are eco-friendly.

c) Increased usage of herbal products in the place of processed products and, also usage
of herbal medicines and natural therapy has also been a great change in people.

d) The farmers have increased their use of bio-fertilizers which is prepared by agricultural
waste and wormy-composed in its place of chemical fertilizers and decreased the use of
pesticides.

Advantages of Sustainable Marketing:
a) Sustained Growth:

Being the green marketing is one of the best initiatives to switch over for manufacturing
and consuming natural and safe products, It will have a sustainable growth in the long run.
We can expect the green marketing as a successful attempt because, many consumers have
started to use natural products instead of processed products

b) Cost Benefit:

In the initial days, we can feel that we are spending more on natural products, Since the
product manufacturer is prepared and processed in an organic way the price of the product
is slightly more than the processed products. In the long run, we can feel that we are saving
money in other aspects since we are consuming healthy and safe products.

c) Marketing Advantage:

The people are aware of the initiative to save the nature and reduce non-decomposable
products. So, it is the right time of the investors to invest in green marketing which will help
them to increase their sales and thus resulting in profit of the business.

d) Satisfactory Marketing:

Both the consumers and the manufacturers who are the key players of the markets will feel
satisfied if they switch over to the usage of natural products. Manufacturing or consuming
the organic and natural products not only increase the profit of the business, but also it gives
a satisfaction on achieving social responsibility of saving the nature.
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Disadvantages of Sustainable Marketing
a) Change Primes to Costs:

The existing user will find it difficult when they are switching over since the organic and
natural products are slightly higher when compared to all the other processed products.

Even-though in long run, it is going to be useful and normal, people may tend to feel high
cost during the initial stage of switching.

b) Green Certifications Are Costly and Hard to Get:

To sell the organic and natural products in the market, the dealer or the manufacturer should
get the proper certification to commence the business since it has direct impact on health of
the consumers and the safety of the environment.

So, it is very difficult to get the certificates since the process has lots of documentation and
rules to follow.

c) False Claims by Company:

There are chances where the company may intentionally or unintentionally provide wrong
commitments and claims regarding the eco-friendliness. So, when purchasing the product
consumers must check the manufacturer so that they can be aware of the products and its
raw materials.

d) Natural Products Costly Compared to Normal Products:
The natural products are produced organically, So the cost of the natural products will be
little expensive when compared to processed products. So, the consumers may be hesitant

to start using the products which are naturally manufactured.

In the same way the manufactures must produce the product without with less usage of
pesticide and natural raw materials where it becomes costly when compared to produce the
processed products.

Sustainable In Digital Marketing:
Product:

The environmental purposes in forecasting products are to decrease reserve ingesting and
pollution and to upsurge preservation of rare resources.

The dealer's part in product managing includes providing product designers with new
market-driven drifts and purchaser desires for green product characteristics such as
liveliness convertible, biological, organic chemicals, limited finding, etc.
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Price:

Price is a serious and significant issue of green marketing mix. Most customers will only be
ready to pay supplementary value if there is an awareness of additional creation value. This
price may be better presentation, purpose, project, graphic petition, or sensitivity. Green
marketing should take all these evidences into deliberation whereas incriminating a finest
price.

Promotion:

There are three types of green advertising: - Advertisements that lecture a rapport among a
invention/facility and the biophysical atmosphere. People who encourage an organic
lifestyle by stressing a product or amenity. Advertisements that exist a commercial image
of ecological accountability.

Place:

Place is somewhere the product must be bought and comprises how the product is dispersed
to the acquiring site. Place can be a corporeal accumulation as well as a simulated stock on
the Internet, also known as an e-trailer. Amazon is possibly one of the finest and prime
examples of an e-trailer as it has no “element and filling” storefronts.

Conclusion:

Green marketing must not neglect the commercial feature of marketing. Dealers essentially
need to comprehend the consequences of green marketing. If we reflect clients are not
anxious about ecological topics or will not pay a quality for goods that are more eco
accountable, then we must contemplate over. We require to find a chance to improve your
product's concert and reinforce your buyer's trustworthiness and knowledge a sophisticated
value.

Green marketing is still in initial stages and a lot of research needs to be done on green
marketing to fully discover its possibilities. Marketers similarly have the accountability to
brand the customers recognize the vital for and aids of green products as associated to non-
green ones. In green marketing, consumers are eager to pay more to preserve a cleaner and
greener environment. Lastly, customers, manufacturing purchasers and dealers require to
force the diminishing of the undesirable belongings on the environment. Green marketing
undertakes even more reputation and significance in emerging countries like India.
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