A Review Based Study on Green Marketing
Abstract: 
Environment has become a crucial issue for all stakeholders (Customers, Business firms, Government and Society). The old school thought of Marketing was more concentrated on product quality and the demand from customers and it does not take into account of environmental issues and this has influenced the emergence of Green Marketing concept. But today, in India only few companies are more conscious about environmental issues and are taking into consideration the implementation of Green Marketing initiatives in their business models. The present paper is an attempt made to review the concepts like green marketing, green business, green consumer, and green marketing mix and to understand the relationship between green marketing mix and competitive advantage.
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1. INTRODUCTION AND REVIEW OF LITERATURE:
Environment has become a crucial issue for all stakeholders (Customers, Business firms, Government and Society).The old school thought of Marketing was more concentrated on product quality and the demand from customers and it does not takes into account of environmental issues and this has influenced the emergence of Green Marketing concept. But today, in India only few companies are more conscious about environmental issues and are taking into consideration the implementation of Green Marketing initiatives in their business models. 
The concept of green marketing came into existence in the late 1980’s and early 1990’s.It was first discussed much earlier. The American Marketing Association (AMA) held the first workshop on “Ecological Marketing” in Austin, Texas (US) in the year 1975 and the proceedings of the workshop has developed the first book on the area of green marketing entitled “Ecological Marketing” (Henion and Kinnear 1976).Since, then a number of other books on the topic have been published(Coddington, Ottman 1993).The AMA workshop attempted to bring all academicians, practitioners and policy makers under one roof to examine the impact of marketing on natural environment.
According to Henion and Kinnear the ecological marketing can be defined as “the study of positive and negative aspects of marketing activities on pollution, energy depletion and non-energy resource depletion. Polonsky(1994), defined the concept of green marketing as “all activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs with the minimal detrimental impact on the natural environment”. It is clear from the above definition that satisfying the needs and requirements of customers by minimising negative impact on the environment. According to Peattie (1995), green marketing is defined as “satisfying customer needs, safety of products, society acceptable and sustainability of the products”. According to alwett, L.F. & Berger, I.E (1993), in their study investigated that general attitude towards environment is not significantly related towards with purchase intention whereas attitude towards the product is positively related to purchase intention. That means, attitude towards eco-friendly products will influence consumers purchase intention. According to Roberts ,J.A. & Bacon,D.R(1997), in their paper author/s attempted to explore relationship between New Environmental Model (NEM) and Ecologically Conscious Consumer Behaviour(ECCB) and the study reveals that respondents who are environmental seems to be a motivating element in buying eco-friendly products. According to Davis (1993), Green marketers need to design and communicate to their customers which address the environmental issues in order to motivate them to buy products. So, it is clear that green marketers focus should be on designing environmental products and communicating the same to their customers to persuade them to buy products. Prothero, A. (1998), In this paper the authors presented numerous papers discussed in the July 1998 issue of 'Journal of Marketing Management' concentrating on the concept of green marketing. This paper includes review of existing literature on green marketing and definitions of green marketing, an empirical study of United States and Australian marketing managers, and a description of what a green alliance look like in practice in Great Britain, ecotourism. Kilbourne, W.E. & Beckman, S.C. (1998), this paper reviews the literature in the area of research on marketing and the environment during the period from 1971 to 1997.  The paper concludes that micro and macro issues are necessary for the developing and implementing a marketing thought in a greener way. Merilänen, S., Moisander, J. & Personen, S. (2000), the approaches towards Environmental management and green marketing have gained popularity in western market economies.  The cost-efficient and effective are viewed as positive and are associated with the impact of economic activity on the environment and it is argued that positive views are created on a number of thoughts, pictures and metaphors that retain many androcentric and inadequate assumptions about self, society and nature that may be unsuited with long-term environmental protection goals. Prothero, A. & Fitchett, J.A. (2000), in this paper, the author/s claim that the environmental enlightenment can be secured through capitalism by using the characteristics of commodity culture to further progress environmental goals. The authors have given a conceptual justification for the development and implementation of a green commodity to implement and achieve this, the prevailing conditions regarding the structure, nature, and characteristics of capitalism must be reviewed and redesigned. Oyewole, P. (2001), this paper highlights the conceptual view and connectivity among green marketing, environmental justice, and industrial ecology and also argues for awareness of environmental justice while practicing for green marketing. The researcher also identifies the term 'costs with positive results,' that may be related with the presence of environmental justice in green marketing. Walker, R.H. & Hanson, D.J. (1998), the authors attempted to highlight and discusses about the green/environmental implications and imperatives associated with destination marketing as distinct from those related to product and services marketing.  Fisk, G. (1998), argues that "reward and reinforcement" will help to accelerate the acceptance of environmentally appropriate production and consumption technologies. Ginsberg, J.M. & Bloom, P.N. (2004), the author/s proposed that companies should follow one of four strategies, depending on market and competitive conditions, from the relatively passive and silent "lean green" approach to the more aggressive and visible "extreme green" approach - with "defensive green" and "shaded green" in between.  Managers those who understand these strategies and the underlying reasoning behind them will be better prepared to help their companies benefit from an environmentally friendly approach to marketing. According to the Queensland Government (2006) the green marketing is: “to develop and promote products and services that satisfy your customers wants and needs for quality, performance, affordable pricing and convenience without having a detrimental impact on the environment” (Polonsky 1994). Many authors (Polonsky, 1994; Queensland Government, 2006; Prakash, 2002; Menon and Menon, 1997; Bradley 1989) consider the green marketing as implemented and an addition to the traditional marketing mix. In this way, Bradley was the first to speak about Green Marketing Mix. Menon and Menon (1997) gone further by claiming that green marketing is a part and a parcel of the overall corporate strategy as it requires an understanding of public policy processes. On the other hand, some authors have a more constrained point of view on the extent of green marketing. The two basics requirements of green marketing seem to be the top management involvement and long-term objectives that includes the will and interest of the firms to educate consumers (Glorieux-Boutonnat, 2004).
2. RESEARCH GAP:
From the literature review, various scholars who have been contributed in the domain of green marketing, various studies evident that concept of green marketing is still new and few research studies have been done in mostly western countries but rarely done in Indian context. The review on green marketing highlights that the concept of green or environmental marketing is new and so only few companies are implementing who have environmental consciousness Friend (2009) and Smith (2003).Many authors (Polonsky, 1994; Queensland Government, 2006; Prakash, 2002; Menon and Menon, 1997; Bradley 1989) consider the green marketing as implemented and an addition to the traditional marketing mix. Few studies show connectivity among green marketing, environmental justice, and industrial ecology and also claim for awareness of environmental justice while practicing for green marketing. Awareness need to be created among Industrial players and as well as for customers about the global warming, green gas effect, ozone layer and other environmental issues due to act of both business organisations and consumers. Governmental pressure on stakeholders and Environmental Protection and Prevention policies/Acts to be framed, periodically updating and implementation is required by all the concern in Indian economy. Further, with the review, we can evident that there is less or no implementation of green initiatives, when we look in different sector wise or industry wise like (Banking, Hospitality, Tourism, Garment, Airline , pharmaceutical, Automobile etc;).Another challenging issue in green marketing: is there any Green Business Model or Green Consumer Buying Model on various sector/Industry wise?

3. OBJECTIVE OF THE STUDY: 
The objective of the paper is to review concepts like Green Business, Green Consumer, and Green Marketing Mix to understand the concept in a better way and to find some research gaps from literature review. 

4. RESEARCH METHODOLOGY: 
The study focuses only on literature review on green marketing concept. Hence, the secondary data is used to collect the relevant data which is extracted from vast research papers contributed by scholars in journals indexed in (Elsevier, Sage, Scopus and other peer reviewed journals), Conference proceedings, books and other sources through internet.

5. GREEN BUSINESS: 
Friend (2009) and Smith (2003) defined green business as “business practices who are environmentally sound, including the use of organic and natural products to build factories, protection against emissions and environmentally friendly sourcing of materials”. Green business is those who are environmentally conscious who take green initiatives from acquiring materials, conversion of raw into finished goods, delivering goods and disposal of goods with less or no detrimental impact of environment. 
(Grant,2008; kangis,1992; Pride and Ferrell, 2008), Green business also known as environmental marketing and sustainable marketing which includes designing, developing, promoting, pricing and distribution of goods to meet customers need with no or less detrimental impact on the environment.


6. GREEN CONSUMER: 
Green consumer refers to consumers who are concerned about the environment in their purchase behaviour; activities associated with the marketplace and consumption habits and consider the effect of their behaviour on the natural environment around them. However, these concerns are not only about the goods, but it is possible to influence on how green consumers travel or place they choose for working or vacation. In general, each consumer who shows the environmentally friendly behaviour is called a green consumer Stern P.C (2000), defines as “the range of behaviour that changes the accessibility amount of energy or natural resources or influences the structure and dynamics of ecosystem or environment space”. Consumers’ green behaviour can be divided into two general categories. The first category is behaviours related to reduction of energy resource consumption that is called truncation behaviours and the second consists of the buying decisions and behaviours that are called green purchase behaviour.

7. GREEN MARKETING MIX STRATEGIES:

7.1	Green Product: Way back in 1991, the Government recognized the need for increased consumer awareness on eco-friendly (or green) products and launched the eco-labelling scheme known as `Eco mark'. The aim was to have a mechanism for easy identification of environment-friendly products. However, the scheme did not succeed. Over the years there are some internationally accepted eco-labels which are available in India. However, the manufacturers who have applied these schemes have mostly done so with the aim of accessing the developed country market worldwide. The Indian market for green products has over the years has been driven by green claims made by the manufactures with little evidence to back up the claims. This first element is probably one of the most important as it is the most tangible to answer to people needs. Products and their marketing are highly visible to the general public. However, as a product is not limited to only the final object but also by other elements such as the production, the package, the materials, etc. Simon (1995) defined "Green Products" as products made with reduced amounts of material, highly recyclable material, non-toxic material, do not involve animal testing, do not adversely affect protected species, require less energy during production or use, or have minimal or no packaging. Nimse (2007) defined green products as those that use recyclable materials, minimal wastage, and reduce the use of water, save energy, have minimal packaging, and emit fewer toxic substances. Compared with other products, green products bring less harm to humankind and offer more long-term practical development opportunities from a social and economic perspective. Green products are environmentally friendly products.

7.2	Green Promotion: The firms should focus more on “Green Advertising” in order to communicate to its green customers (who uses eco-friendly products) and as well as traditional customers (who are not green users) about the concept of environmental protection. Apart from this, the firms should also launch promotional tools such as schemes, coupons, offers and premium etc; in order to attract consumers to buy eco-friendly products. 

7.3	Green Place: Green products and services which are to be delivered from the point of producers to the point of ultimate green consumers. In this context, the firm should choose a proper channel considering product characteristics, consumer characteristics and market characteristics.

7.4	Green Price: In marketing, price is the "sum of all the values that customers give up in order to gain the benefits of having or using a product or service" (Kotler and Armstrong, 2007). Price also refers to the amount of economic outlay that a consumer must sacrifice in order to make a purchase or transaction (Lichtenstein, Ridgway and Netemeyer, 1993). Yet another definition provided by Nagle and Holden (2002) is that price refers to the monetary value which the buyer must give to a seller as a part of a purchase agreement. It is often perceived by the consumers that the prices of green products are relatively higher compared to the traditional products. If production and operating costs are lowered, it would give green products more competent force on the market.

8. RELATIONSHIP OF GREEN MARKETING MIX AND COMPETITIVE ADVANTAGE: 
The term of green marketing is increasingly recognized (Ottman, 1998; Wasik, 1996; Peattie, 2001; Prakash, 2002; Grant, 2007;) Polonsky (1994) consider many factors in green marketing, but Prakash (2002) gives an approximation of the marketing mix. According to him, green marketing classify that green products are produced by the green company, and manipulate traditional 4P’s of the marketing mix (Product, Pricing, Place, and Promotion). Environmentally Based Marketing Programs (EBMPs) refers to the company's policies, practices, and procedures in the areas of marketing that focus explicitly on corporate environmentally friendly company. With EBMP the company's goals to create revenue (revenue) by providing the exchange of goods (services) that meet the goals of organizations and individuals. These fields including environment-based marketing strategy is based on elements of the marketing mix (product, price, place and promotion) and environment-based market choice (Menon et al., 1999). Green marketing strategies can be implemented through a procedure called green marketing mix, which is environmentally friendly company. Green marketing mix strategies including developing green-based products, creating green consumers, green logistics, green promotion, green pricing and green consumption. The capability to segment target customers who need environmentally friendly products (green consumer) may also increase competitive advantage and by applying green marketing practices and strategies that are environmentally friendly and safe, the company may achieve its main goal to improve their competitive advantage in the form of key differentiator over their competitors, at the same time will also be instilled a sense of environmental responsibility of the organisation.

9. MANAGERIAL IMPLICATIONS:
Green marketing is a tool for protecting the environment for future generation. It is not going to be an easy concept (Renew, Recycle and Reuse) when it comes to practicability. The Business firms have to plan and accordingly change their mind-set and redesign their business models to take environmental factor competitive advantage through in-depth Research and Development. Green marketing has to evolve since it is still at its infancy stage. Adoption of Green marketing may not be easy in the short run, but in the long run it will definitely have a positive impact on the firm, customers, Government and society at large. An environmental committed organization may not only produce goods that have reduced their detrimental impact on the environment, they may also be able to influence their suppliers and other stakeholders to behave in a more environmentally responsible way. Business firms will have to find solutions to environmental issues by incorporating a green culture and green strategies while manufacturing or developing a product or a service, in order to take competitive advantage over other firms.

10. SCOPE FOR FURTHER RESEARCH:
Further, with the review, we can evident that there is less or no implementation of green initiatives, when we look in different sector wise or industry wise like (Banking, Hospitality, Tourism, Garment, Airline, pharmaceutical, Automobile etc;).Another challenging issue in green marketing: is there any Green Business Model or Green Consumer Buying Model on various sector/Industry wise which may considered as further research.
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