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Abstract

In the modern sector, green marketing is a big trend. The idea has already
started repackaging and remarketing current products that adhere to these rules.
Additionally, green marketing development companies have enabled firms to co-
brand their products on a certain line; nevertheless, some have emphasized
environmental friendliness while disregarding other aspects. Additionally, green
marketing development companies have enabled firms to co-brand their products on
a certain line; yet, some have hailed environmental friendliness while ignoring
others. This article examines the idea of green marketing as well as the potential and
problems faced by companies that use it. In addition to explaining why businesses
use it, the report comes to the conclusion that demand for and usage of green
marketing is still rising. Green marketing might be more costly than traditional
marketing strategies and messaging, but because of the growing demand, it can also
be more profitable. For instance, local sourcing and supply chains result in a
significantly lower carbon footprint than things imported from abroad, even though
locally produced goods in North America are often more expensive than those
produced utilizing cheap labor abroad. The cost difference is outweighed by the
environmental benefit for some customers and business owners.

Green marketing entails developing and promoting products that will last a
long time in the environment. It is a specific type of marketing in which products are
sold because they are environmentally friendly. It is referred to as "green™ when the
goods are manufactured without causing harm to the environment, and the
ingredients and packaging are also environmentally friendly. Reusing shopping bags
is a form of green marketing. Businesses encourage customers to help the
environment and minimize their impact by advocating the usage of reusable
shopping bags.

Keywords: Green marketing, Recyclable, Environmentally safe, Eco-friendly, Green
Product, Growing demand, supply chains, reusing shopping bags, nevertheless

Introduction:

In the late 1980s and early 1990s, "green marketing" gained popularity.
Two more terms that are used interchangeably are environmental marketing and
environmental marketing. The first "Ecological Marketing" workshop was held by
the American Marketing Association (AMA) in 1975. One of the first books on
green marketing, "Ecological Marketing," was released with the workshop's contents.
As a result, green marketing encompasses a range of actions, including modifying
products, altering advertising, and changing the production process and packaging.
However, because several definitions overlap and contradict one another, green
marketing is a challenging term to define. First, the rise of green marketing can be
attributed in part to environmental concerns.

Somase, V. D., & Shelar, M. P. (2025). The Green Marketing in India: Challenges and Opportunities. International Journal of Economics, Business,
Accounting, Agriculture and Management Towards Paradigm Shift in Research (IJEBAMPSR), 2(2), 25-28. https://doi.org/10.5281/zenodo.15813231

e

i

DEEAMDPSR

International Journal of Economics, Business, Accounting, Agriculture and Management towards Paradigm Shift in o5
Research (IJEBAMPSR), ISSN: 3065-9140,Volume-2 Issue-2 | April-2025| Website: https://ebamr.com



=B International Journal of Economics, Business, Accounting, Agriculture and Management towards Paradigm Shift in

Objectives of the Study:
The present research is guided by the
following objectives:
a. To Study of the concept of green marketing.
b. To Detail Study of the challenges and
opportunities of green marketing.

Research Methodology:

Research is inspective focuses on
literature  reviews, newspapers, magazines,
websites.

Concept of Green Marketing:

Environmental concerns are crucial to
marketing in today's corporate environment.
Almost every government in the world is worried
about green marketing practices and has tried to
control them.

A common misconception is that green
marketing only includes the promotion or
advertising of environmentally friendly items.
Consumers typically identify green marketing with
phrases like "phosphate free,” "recyclable,"
"refillable," "ozone friendly," and "environmentally
friendly." Generally speaking, green marketing is a
far more expansive idea that can be used for both
consumer and business products, as well as
services. For instance, resorts all over the world are
starting to market themselves as "ecotourism"
establishments, or establishments that focus on
interacting with nature or conducting business in a
way that has the least negative influence on the
environment. As a result, green marketing
encompasses a wide range of actions, such as
altering advertising, changing the production
process, changing the product, and changing
packaging.

"Green or environmental marketing
comprises all activities intended to generate and
facilitate any exchanges intended to satisfy human
needs or wants, such that the satisfaction of these
needs and wants occurs, with minimal detrimental
impact on the natural environment,” is the
definition of green marketing.

Challenges in Green Marketing:

Although it is crucial for advancing
sustainability, green marketing has its own set of
difficulties. Here are a few of the main obstacles:

1. Cost Implications: Because of sustainable
sourcing, manufacturing, and certifications,
eco-friendly items frequently have higher
production costs. Products may become less

-
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competitive as a result of these expenses
being passed on to customers.

2. Consumer Skepticism: With the
development of "greenwashing" (misleading
claims about environmental advantages),
many customers question the veracity of
green promises made by businesses.

3. Lack of Knowledge: It can be expensive and
time-consuming to inform customers about
the environmental advantages of green
products. Not every customer is aware of or
inclined to choose more environmentally
friendly solutions.

4. Regulatory Difficulties: Businesses must
follow stringent environmental laws and
acquire certifications, which can be difficult
and differ by location.

5. Limited Market Share: A niche market is
frequently the focus of green products. The
popularity of green marketing initiatives is
limited because many consumers place a
higher  value on affordability  than
sustainability.

6. Limitations of the Supply Chain: Since not
all suppliers follow green practices, it might
be difficult to find and maintain a sustainable
supply chain.

7. Finding a Balance between Sustainability
and Profitability: Businesses frequently find
it difficult to reconcile sustainability with
environmental responsibility.

The Value of Eco-Friendly Advertising

1. Green marketing encourages customers to
make more sustainable decisions and
helps spread knowledge of environmental
challenges.

2. Businesses may stand out from the
competition and attract customers who are
looking for more ecologically friendly
goods and services by promoting eco-
friendly processes and products.

3. By promoting goods and procedures that
use recycled materials or have a smaller
carbon footprint, it can also assist
businesses in lessening their
environmental effect.

4. Positive brand reputation and greater
customer loyalty are two advantages for
businesses that are perceived as
environmentally conscious.

5. Businesses can encourage good change
and contribute to a more sustainable future

FOx International Journal of Economics, Business, Accounting, Agriculture and Management towards Paradigm Shift in 26
[ Research (IJEBAMPSR), ISSN: 3065-9140,Volume-2 Issue-2 | April-2025| Website: https://ebamr.com



=B International Journal of Economics, Business, Accounting, Agriculture and Management towards Paradigm Shift in

by adopting sustainable practices and
promoting them through marketing
efforts.

Suggestions:

Green marketing is still in its infancy, and
more study is needed to reach its full potential.
Here are some pointers for finding green marketing
opportunities or scheduling a meeting to talk about
the challenges of green marketing. Make sure the
customer understands and cares about the issues
your solution is meant to solve. Initiatives for green
marketing and advertising are a good place to start
with this strategy. Customers should be encouraged
to switch products or spend more money on
environmentally friendly alternatives. Make sure
your clients think they can make a difference. This
is what we call "empowerment.” It serves as the
primary defense for buying eco-friendly products.
In order to preserve the validity and credibility of
green products, the seller needs to take additional
measures to prevent misleading claims and
promises. In order to successfully and efficiently
use the idea of green marketing, the government is
essential. The government must pass strict laws and
utilize its authority to enforce them before the idea
can be developed. Let's say governments,
businesses, and consumers collaborate to reduce
the negative environmental effects of their
operations. They can surely preserve the
environment and make the globe a better place to
live if that is the case. It is insufficient for one.
Customers hope their items will be affordable and
lessen their personal environmental effect in order
to make them green. Green marketing is still a USP
(Unique Selling Proposition) with little clout
because it is superficial on the majority of business
agendas. Consequently, successful green marketing
that targets the appropriate demographic can have
an impact.

Conclusion:

The goal of green marketing is to preserve
the environment for next generations. It's a difficult
idea. The company should make plans and then
find out how feasible this is. Given that green
marketing is still in its infancy, it requires
development. In the long run, adopting green
marketing will benefit the company, even though it
might not be feasible in the short term. The use of

Research (IJEBAMPSR), ISSN: 3065-9140

benefit the company in the long run. In Indian
businesses, green marketing is still relatively new.
Opportunities abound. Globally, this is the ideal
moment to adopt green marketing. Green
marketing is crucial to preventing pollution in the
world, therefore if all nations enact stringent
regulations, the business sector will undergo
significant change. An astute marketer, from a
business standpoint, reassures the customer and
involves the customer in the promotion of his
goods. Since green marketing has an impact on the
environment and society, it should not be viewed as
just another marketing strategy.Green marketing
must become the standard, not the exception, given
the gravity of the global warming problem. There
has to be greater systemic and widespread
recycling of paper, metals, plastics, and other
materials in a safe and sustainable way. Energy-
efficient lighting and other electrical appliances are
now commonplace. Additionally, Indian consumers
are prepared to pay more for eco-friendly goods.
One thing that needs to be underlined is how high
and erratic current consumption levels are. Thus,
green marketing and a shift in consumer attitudes
and behavior toward eco-friendly lifestyles are
necessary. An environmentally conscious business
can manufacture goods that lessen their negative
environmental consequences and pressure their
suppliers to act in a more ecologically conscious
manner. End users and business purchasers can
also compel companies to include environmental
considerations into their corporate culture, which
will guarantee that all businesses reduce the
negative environmental effects of their activities.
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