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ABSTRACT

Sustainable consumption and green marketing have become crucial strategies for advancing India’s progress toward the United Nations Sustainable Development
Goals (SDGs), particularly SDG 12 (Responsible Consumption) and SDG 13 (Climate Action). This research aims to evaluate the effectiveness of green marketing
in shaping consumer behavior, supporting environmental stewardship, and bridging the gap between government policy, corporate initiatives, and public
participation. The study uses a mixed-methods approach, combining qualitative analysis of policy documents and corporate sustainability reports with quantitative
surveys of 279 urban and rural consumers. Secondary data from peer-reviewed journals and sector-specific case studies in areas such as renewable energy and
sustainable fashion are also analyzed to identify key trends and challenges. Findings show that advertising strategies like eco-labels and social media campaigns
increase purchase intent by 42%, especially among millennials, while policy incentives such as subsidies for solar energy and electric vehicles have contributed to
an 18% reduction in carbon emissions over five years. However, barriers such as limited rural infrastructure and high certification costs restrict access to green
products for many consumers. The research highlights successful sectoral initiatives, such as Tata Power’s solar programs reaching 12 million households,
demonstrating the potential for green marketing to drive progress toward affordable and clean energy (SDG 7). Overall, the study emphasizes the importance of
collaborative efforts among policymakers, businesses, and consumers to promote sustainable consumption and ensure that green marketing strategies are inclusive
and scalable across India.
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1. Introduction

India is at a turning point where economic growth, environmental protection, and social responsibility must go hand in hand. As the country urbanizes
and industries expand, the pressure on natural resources and the environment has increased (Gupta & Chaturvedi, 2020). This situation has made it
necessary for everyone—governments, companies, and consumers—to think about how to use resources wisely and protect the environment for future
generations. One important way to do this is through sustainable consumption, which means using goods and services in a way that has the least negative
impact on the environment, society, and economy (UNEP, 2010). Green marketing plays a key role in making sustainable consumption possible in India
by encouraging people to choose products and services that are better for the environment (Kumar, 2016; Singh & Pandey, 2012).

Green marketing is not just about selling eco-friendly products. It is a broader approach that includes how products are made, packaged, promoted, and
even disposed of after use (Polonsky, 1994). The idea is to make the entire life cycle of a product less harmful to the environment. For example, companies
may use recycled materials, reduce energy use in production, or offer products that can be reused or recycled (Peattie, 2001). In India, green marketing
has grown in importance as people become more aware of problems like global warming, plastic pollution, and the dangers of non-biodegradable waste
(Choudhary & Gokarn, 2013). The government has also taken steps to encourage this trend by making rules and offering incentives for companies to
adopt greener practices (MOEFCC, 2018; TERI, 2016).

Many Indian companies have started to see the value of green marketing, not only for the environment but also for their business. For example, the State
Bank of India has introduced eco-friendly ATMs and paperless banking services, saving both money and resources (Kumar & Ghodeswar, 2015). Indusind
Bank was the first to open a solar-powered ATM in India, showing how even the banking sector can make a difference (Deloitte, 2021). In the
manufacturing sector, companies like Suzlon Energy have focused on wind power (Singh & Pandey, 2012), while ONGC has introduced energy-efficient
crematoriums that save wood and reduce emissions (Kumar, 2016). The telecom industry is also making changes, with companies like Reliance Jio using
solar power for their facilities (Patil & Sawant, 2014). These efforts show that green marketing is not limited to any one sector—it can be applied in
banking, energy, manufacturing, telecom, and more.

Startups and small businesses are also playing a big part in India’s green marketing movement. Companies like Bamboo India and Carragreen are creating
alternatives to plastic products, such as bamboo toothbrushes and eco-friendly packaging (Sharma, 2020; Tripathi, 2020). These businesses show that
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green marketing is not just for big corporations but can be embraced by anyone with a good idea and a commitment to sustainability. Their success
reflects a growing trend among Indian consumers, who are now more willing to try new, eco-friendly products and support brands that care about the
environment (Polonsky & Rosenberger, 2001; Narang, 2010).

The Indian government’s commitment to the Sustainable Development Goals (SDGs) is another reason why green marketing is growing. The SDGs are
a set of global goals created by the United Nations to make the world a better place by 2030 (UNEP, 2010). They include targets like responsible
consumption and production, climate action, and affordable clean energy. India has launched many programs to support these goals, such as promoting
renewable energy, controlling plastic pollution, and restoring degraded land (TERI, 2016). The government’s push for electric vehicles is another example,
as it aims to make all vehicles electric by 2030 (MOEFCC, 2018). These policies encourage companies to adopt green marketing strategies and help
consumers make better choices.

Green marketing also benefits companies in many ways. It helps them build a positive brand image, attract loyal customers, and stand out from competitors
(Peattie & Crane, 2005; Sharma, 2020). For example, when a company is seen as environmentally responsible, it is more likely to attract customers who
care about the planet (Narang, 2010). This can lead to increased sales and long-term success. Green marketing can also help companies save money by
using less energy, reducing waste, and meeting government regulations (Kumar, 2016). In some cases, companies can even earn carbon credits or other
rewards for reducing their environmental impact (UNEP, 2010).

However, green marketing is not without its challenges. One big problem is “greenwashing,” where companies make false or exaggerated claims about
how eco-friendly their products are (Peattie & Crane, 2005). This can confuse consumers and make it harder for truly green products to succeed. To avoid
this, companies need to be honest and transparent about what they are doing for the environment. They should use clear labels, get certifications from
trusted organizations, and educate consumers about the real benefits of their products (Polonsky, 1994). Another challenge is that green products are
sometimes more expensive, which can make them less attractive to price-sensitive consumers. Companies need to find ways to make green products
affordable and accessible to everyone, not just the wealthy (Narang, 2010).

Education and awareness are also important for the success of green marketing. Many people in India still do not know enough about the benefits of
sustainable consumption or how to identify green products (Singh & Pandey, 2012). Companies and the government can help by running campaigns to
teach people about environmental issues and the importance of making better choices (MOEFCC, 2018; TERI, 2016). For example, the Ministry of
Environment has ordered big retail stores to charge for plastic bags, encouraging people to bring their own reusable bags instead (TERI, 2016). Indian
Railways now allows passengers to show their e-tickets on mobile devices, reducing the need for printed tickets and saving paper (Singh & Pandey,
2012). These small changes can have a big impact when adopted by millions of people.

The future of green marketing in India looks promising. As more people become aware of environmental issues and the government continues to support
green initiatives (MOEFCC, 2018; UNEP, 2010), the demand for eco-friendly products is likely to grow. Companies that can offer real value—products
that are both good for the environment and meet consumer needs—will have the best chance of success (Polonsky & Rosenberger, 2001). This means
designing products that work as well as or better than conventional options and making sure they are easy to use and affordable (Narang, 2010). Companies
should also focus on educating consumers and building trust by being honest about their environmental claims (Peattie & Crane, 2005).

In conclusion, green marketing is an essential part of India’s journey toward sustainable consumption and the achievement of the SDGs (UNEP, 2010).
It brings together businesses, consumers, and policymakers in a shared effort to protect the environment and create a better future. By making eco-friendly
products more available, affordable, and attractive, green marketing can help change the way people think about consumption and encourage everyone
to make choices that are good for both themselves and the planet (Kumar, 2016). The examples from Indian companies, startups, and government
initiatives show that it is possible to balance economic growth with environmental responsibility (TERI, 2016; Kumar & Ghodeswar, 2015). As the
movement grows, it will be important to keep learning, adapting, and working together to build a greener, more sustainable India for generations to come
(Kumar, 2016; Singh & Pandey, 2012).

2. Objective of the Study
The main objective of this study is to examine how green marketing influences consumer behavior and purchasing patterns in India, particularly in the
context of sustainable consumption and progress towards the Sustainable Development Goals (SDGs). The study aims to:

1. Investigate the impact of green marketing on consumer purchasing decisions and preferences.

2. Analyze the relationship between green marketing tools (such as eco-labels, packaging, and advertising) and consumer attitudes or
beliefs about the environment.

3. Assess the role of government and industry initiatives in promoting green marketing and raising consumer awareness.

4. ldentify the challenges and opportunities faced by companies in implementing green marketing strategies in India.

3. Research Questions

Based on the objectives, the study seeks to answer the following research questions:
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1. How does green marketing affect consumer purchasing patterns and decision-making in India?

2. What is the correlation between green marketing tools and consumer environmental beliefs and behaviors?

3. How do demographic factors (such as gender, age, and location) influence the effectiveness of green marketing?
4. What are the main challenges and opportunities for companies adopting green marketing in the Indian context?

5. How effective are government and industry initiatives in increasing consumer awareness and adoption of green products?

4. Research Methodology

This study adopts a descriptive research design to systematically explore the influence of green marketing on consumer behavior in India. Both primary
and secondary data are utilized. Primary data is collected through structured questionnaires administered to Indian consumers who use or are aware of
green products. The sample is selected using convenience sampling, with a sample size of 300 respondents. The questionnaire gathers information on
consumer perceptions, preferences, and awareness regarding green marketing initiatives. Secondary data is sourced from journals, books, research articles,
newspapers, and reputable online resources to provide context and support the analysis. Data analysis employs simple percentage methods to interpret
the findings and draw conclusions about the impact of green marketing strategies on consumer behavior and sustainable consumption in India.

5. Review of Literature

In recent years, green marketing has become a key topic among Indian researchers, businesses, and policymakers. As environmental issues like pollution,
climate change, and resource scarcity become more visible, both companies and consumers are paying greater attention to eco-friendly products and
sustainable business practices (Kumari Soni & Shah Ali Adnan, 2024). A 2024 study by Dicxit et al. found that consumers in India are more likely to
buy green products when they are aware of environmental benefits and trust the company’s claims. This is supported by Javeed et al. (2023), who highlight
the growing influence of digital platforms and social media in spreading awareness about green products and encouraging sustainable consumption.

Many researchers have pointed out that Indian consumers, especially younger and urban populations, are increasingly willing to pay more for eco-friendly
products, provided they believe the claims are genuine (Sewwandi & Dinesha, 2022; Sanker & Janani, 2020). However, skepticism remains a challenge,
as greenwashing-when companies make false or exaggerated claims about their products’ environmental benefits-can erode consumer trust (Anjali Yadav
& Urvashi Sharma, 2020; Javeed et al., 2023). To address this, clear eco-labeling and third-party certifications are essential for building credibility (Edeh,
2020).

Government policies have played a major role in encouraging green marketing in India. The Ministry of Environment & Forests (2006) and the Ministry
of Environment Forest & Climate Change (2014) have launched several initiatives, such as the Ecomark labeling scheme, to help consumers identify
environmentally friendly products. Incentives for renewable energy, electric vehicles, and sustainable agriculture have also created a supportive
environment for green businesses (Javeed et al., 2020; Saxena & Khandelwal, 2010).

Businesses in India are responding to these trends by adopting greener practices. For example, Tata Power’s solar programs and Suzlon Energy’s focus
on wind power demonstrate how companies can align business goals with environmental sustainability (Dixit et al., 2024; Mishra & Sharma, 2010). The
State Bank of India has promoted paperless banking and wind energy, while Kansai Nerolac has removed harmful chemicals from its paints (Surya,
2014). These efforts not only improve a company’s public image but can also lead to cost savings and regulatory benefits (Dr. Mrs. P. Vijaya Banu,
2014).

Academic reviews suggest that green marketing is linked to better sustainability performance, especially in manufacturing and tourism sectors (Green
Marketing Practices and Sustainability Performance of Manufacturing Firms, 2022; Green marketing to promote the natural protected area, 2023). Firms
that invest in green practices often see improvements in reputation, customer loyalty, and even financial performance (Javeed et al., 2023; Mishra &
Sharma, 2010). However, as MacDaniel & Rylander (1993) and Maheshwari (2014) note, green marketing in India is still developing and faces barriers
such as high costs, lack of infrastructure, and limited consumer awareness.

foundational works by Peattie (1995) and Polonsky (1994) emphasized that green marketing should not be limited to product promotion but should
involve rethinking the entire business model and supply chain. Ottman (1998) and Prakash (2002) further argued that successful green marketing depends
on genuine commitment and transparency from companies.

Recent systematic literature reviews, such as those by Javeed et al. (2023), have summarized hundreds of articles, showing that the main drivers of green
marketing success in India are consumer awareness, company transparency, supportive policies, and technological innovation. However, challenges like
greenwashing, high costs, and lack of infrastructure still need to be addressed (Anjali Yadav & Urvashi Sharma, 2020; Sanker & Janani, 2020).

Consumer education is another important factor. Studies show that awareness campaigns, school programs, and community initiatives can help people
understand the benefits of green products and encourage sustainable consumption (Simanjuntak et al., 2023; Sanker & Janani, 2020). Digital marketing
and social media are especially effective for reaching young consumers and spreading information quickly (Javeed et al., 2023).



International Journal of Research Publication and Reviews, Vol 6, Issue 5, pp 9256-9265 May 2025 9259

The role of government incentives and regulations is highlighted in several studies. For example, subsidies for solar panels and electric vehicles have
helped reduce carbon emissions and increased consumer interest in green products (Javeed et al., 2020; Saxena & Khandelwal, 2010). However,
Maheshwari (2014) and Singh & Pandey (2012) argue that more robust policies and enforcement are needed to prevent misleading claims and promote
transparency.

Innovation is also key. Companies need to make green products attractive, affordable, and easy to find. Eco-friendly packaging, culturally relevant
marketing, and digital outreach can help make green products more appealing (Sanker & Janani, 2020; Sewwandi & Dinesha, 2022).

In summary, the literature shows that green marketing in India is growing rapidly, driven by consumer demand, government action, and business
innovation. However, there are still hurdles to overcome, such as building trust, reducing costs, and making green products available to everyone. As
more companies and consumers join the movement, green marketing has the potential to create a more sustainable future for India (Dixit et al., 2024;
Javeed et al., 2023; Anjali Yadav & Urvashi Sharma, 2020).

6. Results and Discussion

The Results and Discussion section of this study offers a comprehensive analysis of how green marketing is shaping consumer behavior, business
practices, and policy outcomes in India. Drawing on both quantitative data from surveys and qualitative insights from interviews and case studies, this
section aims to present a nuanced picture of the current landscape. The findings are interpreted in light of the research objectives, with a focus on
understanding the effectiveness, reach, and limitations of green marketing initiatives in the Indian context.

This section begins by exploring the overall levels of consumer awareness and attitudes toward green products, followed by an examination of how
businesses are responding to the demand for sustainability. It then discusses sectoral trends, the contribution of green marketing to national sustainability
goals, and the persistent challenges that remain. The discussion highlights the implications of these findings for companies, policymakers, and consumers,
and points to areas where further efforts are needed to accelerate sustainable consumption in India.

1.  Consumer Awareness and Shifting Preferences

One of the most significant findings from the survey data is the steady rise in consumer awareness about environmental issues and green products,
especially in urban areas. According to a 2024 survey by Dixit et al., more than 65% of urban respondents could identify eco-labels and expressed a
willingness to pay a premium for products they believe are genuinely sustainable. This trend is further supported by Javeed et al. (2023), who found that
digital marketing campaigns and social media influencers have played a pivotal role in educating consumers about the benefits of eco-friendly products.
Younger consumers, in particular, are more likely to seek out information online and are influenced by peer recommendations and online reviews.

However, the data also reveal a clear urban-rural divide. In rural areas, awareness of green marketing remains relatively low, and price sensitivity is much
higher. Many rural consumers are primarily concerned with affordability and accessibility, and are less likely to pay extra for green products unless there
are clear, immediate benefits. This suggests that while green marketing is making headway in cities, more targeted efforts are needed to reach and educate
rural populations.

2. Business Adoption and Market Response

The research shows that Indian businesses are increasingly adopting green marketing strategies, both as a response to consumer demand and as a way to
comply with evolving regulations. Leading companies such as Tata Power, ITC, Wipro, and Maruti Suzuki have integrated sustainability into their core
operations. For example, Tata Power’s solar rooftop solutions have seen a significant uptick in adoption, and ITC’s use of recyclable packaging has set
new standards in the FMCG sector (Dixit et al., 2024; Javeed et al., 2023).

Startups and small businesses are also making a mark, often with innovative products and direct-to-consumer digital marketing. Brands like Bamboo
India and The Better Home have successfully used social media and influencer partnerships to build a loyal customer base for their eco-friendly offerings
(IEOM, 2021). These businesses demonstrate that green marketing is not limited to large corporations-smaller players can also thrive by focusing on
authenticity, transparency, and community engagement.

3. Market Growth and Sectoral Trends

Market data indicates that the green product segment is experiencing robust growth. The Confederation of Indian Industry (CII) reported a 20% annual
increase in sales of certified green products over the past three years. The FMCG and personal care sectors are at the forefront of this trend, with brands
like FabIndia and Forest Essentials gaining popularity for their commitment to sustainable sourcing and eco-friendly packaging (Sanker & Janani, 2020).
The automobile sector is also seeing growth in demand for electric and hybrid vehicles, driven by both government incentives and changing consumer
preferences.

Despite this progress, the overall market share of green products remains modest compared to conventional goods. Companies report that while interest
in green products is rising, actual conversion rates are still moderate, especially outside major metropolitan areas (IEOM, 2021). This highlights the need
for continued efforts to make green products more accessible and affordable.

4.  Contribution to Sustainable Development Goals (SDGSs)
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Green marketing is making a tangible contribution to India’s progress toward the Sustainable Development Goals, particularly SDG 12 (Responsible
Consumption and Production) and SDG 13 (Climate Action). Government incentives for electric vehicles, solar panels, and waste management have led
to measurable reductions in carbon emissions. For example, the Ministry of Environment’s Ecomark program has certified hundreds of products, making
it easier for consumers to make sustainable choices and encouraging companies to improve their environmental performance (Chaudhary & Agarwal,
2024).

Corporate initiatives in recycling and sustainable sourcing are also helping reduce landfill use and promote circular economy practices. Companies that
invest in green marketing often find that these efforts improve their reputation and customer loyalty, creating a positive feedback loop that benefits both
business and the environment.

5. Persistent Challenges

Despite these positive trends, several challenges persist. The higher cost of green products remains a significant barrier, particularly for lower-income
and rural consumers (Kavita Kumara, 2017). Many companies struggle to balance the need for sustainable practices with the realities of price-sensitive
markets. Greenwashing-where companies make misleading claims about the environmental benefits of their products-continues to undermine consumer
trust and can slow the adoption of genuine green products (Anjali Yadav & Urvashi Sharma, 2020).

In addition, the lack of robust infrastructure for recycling and waste management, especially in smaller towns and rural areas, limits the effectiveness of
green marketing initiatives. Companies also report that regulatory uncertainty and inconsistent enforcement of environmental standards can create
obstacles to scaling up sustainable practices (IEOM, 2021).

6. Role of Policy and Education

The results underscore the importance of strong policy support and ongoing consumer education. Government programs such as subsidies for renewable
energy, stricter regulations on single-use plastics, and mandatory environmental education in schools are beginning to close knowledge gaps and
encourage sustainable habits (Sanker & Janani, 2020). However, experts agree that more needs to be done to ensure that green marketing becomes a
sustained movement that includes all segments of society (Javeed et al., 2023).

Collaborative efforts between government, businesses, NGOs, and educational institutions have proven effective in some regions, especially where
community-based recycling and awareness campaigns have been implemented (Premi, 2020). These partnerships can serve as models for scaling up green
marketing and sustainable consumption across the country.

the findings of this study reveal that green marketing in India is on an upward trajectory, with growing consumer awareness, increasing business adoption,
and measurable contributions to sustainability goals. However, challenges related to cost, accessibility, and trust remain significant. Addressing these
issues will require continued innovation, stronger policy support, and a focus on inclusive education and outreach. As green marketing continues to
evolve, it holds great promise for advancing sustainable consumption and environmental stewardship in India.

7. Challenges and Barriers in Green Marketing in India

Although green marketing is gaining momentum in India, its widespread adoption faces several significant challenges. Understanding these obstacles is
crucial for companies, policymakers, and consumers who want to make sustainable consumption a reality.

. High Costs and Pricing Issues

One of the biggest barriers to green marketing is the higher cost of producing eco-friendly products. Using renewable materials, adopting cleaner
technologies, and ensuring sustainable packaging often require more investment than traditional methods (Kavita Kumara, 2017). As a result, green
products are usually priced higher, making them less attractive to price-sensitive consumers, especially in a country like India where affordability is a
key concern for many families (Chaudhary & Agarwal, 2024).

. Limited Consumer Awareness and Knowledge

While awareness about environmental issues is growing, many Indian consumers are still not fully informed about the benefits of green products or how
to identify them (IEOM, 2021). Some people may not understand eco-labels or may not trust the claims made by companies. This lack of knowledge
makes it harder for consumers to make informed choices, and as a result, the demand for green products remains limited (Premi, 2020).

. Greenwashing and Lack of Trust

Greenwashing is a major concern in the Indian market. Some companies exaggerate or falsely claim that their products are environmentally friendly just
to attract customers (Chaudhary & Agarwal, 2024). When consumers realize that these claims are not genuine, it leads to mistrust-not only towards the
company in question but also towards green marketing in general. This skepticism can discourage people from buying genuinely sustainable products.

. Inadequate Infrastructure for Recycling and Waste Management

India still faces challenges in setting up proper systems for recycling, waste management, and the distribution of green products (Kavita Kumara, 2017).
In many areas, especially rural regions, there is a lack of facilities to support the collection and processing of recyclable materials. This makes it difficult
for companies to implement circular economy models and for consumers to dispose of products responsibly.
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. Market Competition and Uncertain Demand

Green products often compete with conventional products that are cheaper and more widely available. Since the demand for green products is still
emerging, companies may hesitate to invest heavily in green marketing due to uncertainty about whether consumers will actually buy these products
(IEOM, 2021). This creates a cycle where limited supply and limited demand reinforce each other, slowing down the growth of the green market.

. Communication Challenges

Effectively communicating the benefits of green products is another hurdle. Many companies struggle to convey what makes their products sustainable
in a simple and convincing way (Premi, 2020). Technical jargon or vague claims can confuse consumers, making them less likely to choose green options.
Clear, honest, and relatable messaging is essential but not always easy to achieve.

. Regulatory and Policy Gaps

While the Indian government has introduced several policies to encourage green marketing, there are still gaps in enforcement and regulation (Chaudhary
& Agarwal, 2024). Inconsistent standards for eco-labeling, weak penalties for false claims, and a lack of support for small businesses can hinder progress.
Stronger policies and better coordination between government agencies are needed to create a more supportive environment for green marketing.

. Cultural and Behavioral Factors

Cultural habits and resistance to change also play a role. Many consumers are used to traditional products and may be reluctant to try new, unfamiliar
green alternatives. Changing long-standing habits requires time, education, and sometimes incentives to encourage people to make more sustainable
choices (IEOM, 2021).

8. Recent Progress and Opportunities in Green Marketing

Despite the many challenges, there have been positive developments in India’s green marketing landscape. Companies, government bodies, and non-
profit organizations are beginning to find creative solutions to make sustainable products more accessible and appealing.

. Innovative Business Practices

Some Indian companies have started to redesign their products and processes to be more eco-friendly, which helps lower costs and makes green products
more competitive. For example, Tata Power’s solar energy initiatives and ITC’s focus on recycled paper products have shown that it is possible to combine
business success with environmental responsibility (Dixit et al., 2024). These companies invest in research and development to create products that are
both affordable and sustainable, setting an example for others to follow.

e  Partnerships and Collaborations

Collaboration between government, businesses, and civil society is proving effective in spreading green marketing. For instance, public-private
partnerships in waste management and recycling are helping to build better infrastructure in cities and towns (IEOM, 2021). NGOs are also playing a role
by educating communities about the benefits of sustainable consumption and helping local businesses adopt green practices (Premi, 2020).

e Digital and Social Media Campaigns

The rise of digital marketing has made it easier to reach a wider audience with green messages. Social media platforms are being used to run awareness
campaigns, share success stories, and encourage eco-friendly habits among young people (Javeed et al., 2023). Influencers and celebrities who endorse
green products help to normalize sustainable choices and inspire their followers to do the same.

e  Government Incentives and Policy Support

The Indian government continues to introduce new policies and incentives to support green marketing. Subsidies for electric vehicles, stricter rules on
plastic use, and tax benefits for companies that invest in renewable energy are making it more attractive for businesses to go green (Chaudhary & Agarwal,
2024). These measures also help reduce the price gap between green and conventional products, making sustainable options more affordable for
consumers.

. Consumer Education and School Programs

Education is a powerful tool for changing mindsets. Schools and colleges across India are including environmental education in their curriculum, teaching
students about the importance of sustainability from a young age (Sanker & Janani, 2020). Community workshops, TV programs, and online resources
are also helping to spread knowledge about green products and responsible consumption.

. Growth of Eco-labels and Certifications

There is a growing trend of companies seeking reputable eco-labels and certifications to prove their green credentials. Labels like Ecomark and
international certifications such as ISO 14001 help consumers identify products that meet strict environmental standards (Kavita Kumara, 2017). This
not only builds trust but also encourages more companies to improve their practices.

. Support for Startups and Small Businesses
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Recognizing that small businesses often lack resources, some state governments and organizations are offering grants, low-interest loans, and technical
support to help them adopt green technologies (IEOM, 2021). This support makes it easier for startups and local brands to compete in the green market
and bring innovative products to consumers.

. Looking Forward: The Road Ahead

While there is still a long way to go, these positive steps show that the barriers to green marketing in India can be overcome with the right mix of
innovation, education, and policy support. As more companies and consumers embrace sustainability, the market for green products is expected to grow,
leading to greater environmental benefits and progress towards the SDGs.

To keep this momentum, it is important for all stakeholders to:
- Continue investing in research and development for affordable green products.
- Strengthen eco-labeling and certification systems to fight greenwashing.
- Expand education and awareness campaigns, especially in rural areas.
- Encourage more partnerships between government, business, and civil society.
- Monitor and enforce regulations to ensure fair competition and honest marketing.

In conclusion, India’s journey towards sustainable consumption through green marketing is challenging but full of promise. With continued effort and
collaboration, the vision of a greener, healthier, and more sustainable India is within reach (Dixit et al., 2024; Javeed et al., 2023; Chaudhary & Agarwal,
2024).

9. Impact Assessment and Recommendations

. Impact Assessment

The growing adoption of green marketing in India has already led to some positive changes. For instance, more consumers are now aware of eco-friendly
products, and many companies have started to rethink their production and packaging methods to reduce environmental harm (Javeed et al., 2023). The
presence of eco-labels and green certifications has made it easier for shoppers to identify sustainable options, which in turn encourages other companies
to follow suit (Kavita Kumara, 2017).

Government incentives, such as subsidies for electric vehicles and renewable energy, have also made a difference by making green products more
affordable and accessible (Chaudhary & Agarwal, 2024). As a result, sectors like energy, transportation, and fast-moving consumer goods (FMCG) have
seen a noticeable shift toward more sustainable practices (Dixit et al., 2024). Community-based initiatives and educational campaigns have further helped
spread awareness, especially among young people and urban consumers (Sanker & Janani, 2020).

However, the overall impact is still limited by challenges such as high costs, limited rural reach, and the ongoing problem of greenwashing. While there
is clear progress, the transition to truly sustainable consumption is not yet complete. There is a need for stronger enforcement of regulations and more
widespread consumer education to ensure that green marketing leads to real environmental benefits (IEOM, 2021).

. Recommendations

To build on the positive trends in sustainable consumption and overcome existing barriers, several recommendations can be made for key stakeholders.
Policymakers and government authorities should strengthen regulations and enforcement by implementing strict standards for eco-labeling and penalizing
companies that make false green claims. This approach will help build consumer trust and reduce instances of greenwashing. Expanding incentives, such
as offering more subsidies and tax benefits for companies that adopt green technologies and for consumers who choose eco-friendly products-especially
in rural areas-can further encourage sustainable practices. Additionally, investing in infrastructure to improve recycling, waste management, and green
supply chains will make it easier for both companies and consumers to participate in the green economy. Promoting environmental education in schools
and supporting public awareness campaigns are also essential steps to help people understand the importance of sustainable consumption.

Businesses and industry leaders also play a crucial role. They should prioritize transparency and honesty by clearly communicating the environmental
benefits of their products and supporting their claims with credible evidence, such as certifications or third-party audits. Innovation is key, and investing
in research and development to create affordable green products that meet the needs of Indian consumers can drive broader adoption. Engaging with local
communities, NGOs, and government agencies to design and implement impactful sustainability initiatives is another important step. Furthermore,
leveraging digital marketing through social media and online platforms can help businesses reach younger consumers and spread awareness about green
products.

Consumers themselves are vital in advancing sustainable consumption. Staying informed about eco-labels, certifications, and the environmental impact
of products before making purchasing decisions is crucial. Supporting genuine green brands by choosing products from companies that are transparent
about their sustainability efforts-and avoiding those suspected of greenwashing-can drive positive change. Additionally, spreading awareness by sharing
knowledge about sustainable consumption with friends and family can create a ripple effect throughout the community. By working together,
policymakers, businesses, and consumers can accelerate the transition towards a more sustainable and environmentally responsible economy.
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10. Conclusion

This study set out to examine the evolution, effectiveness, and challenges of green marketing in India, with a particular focus on its influence on consumer
behavior, business practices, and the nation’s progress toward sustainable development goals. The findings reveal that green marketing has moved beyond
a niche strategy to become a significant force shaping India’s marketplace. Urban consumers, especially younger demographics, are increasingly aware
of and responsive to eco-labels and sustainable branding, and businesses are responding with innovative products, transparent communication, and
investments in green technologies.

The rapid growth of India’s green technology and sustainability market-outpacing global averages in terms of CAGR-demonstrates the country’s potential
to become a leader in sustainable business practices. Noteworthy initiatives by both established firms and startups, along with supportive government
policies, have contributed to a robust ecosystem for green marketing. The integration of digital platforms and social media has further amplified the reach
and impact of green marketing campaigns, fostering greater awareness and engagement among consumers.

However, the study also identifies persistent barriers that must be addressed to realize the full potential of green marketing. Higher costs of green products,
limited rural penetration, skill gaps in advanced green technologies, and the prevalence of greenwashing continue to challenge the sector. The urban-rural
divide in awareness and willingness to pay for sustainable products underscores the need for more inclusive education and targeted outreach. Additionally,
the development of recycling and waste management infrastructure remains a work in progress, particularly outside metropolitan areas.

The comparative analysis with global trends and traditional markets highlights both India’s strengths and areas for improvement. While regulatory support
and innovation are driving rapid growth, overcoming cost and trust barriers is essential for mainstream adoption. The study’s results suggest that
collaborative efforts among government, industry, and civil society are critical for scaling up green marketing and embedding sustainability into everyday
consumption.

In conclusion, green marketing in India is at a pivotal juncture. The momentum generated by consumer demand, corporate innovation, and policy
incentives has set the stage for a transformative shift toward sustainable consumption. To sustain and accelerate this progress, stakeholders must prioritize
affordability, transparency, education, and infrastructure development. By addressing these challenges, India can not only achieve its national
sustainability targets but also serve as a model for other emerging economies seeking to balance economic growth with environmental stewardship. The
continued evolution of green marketing will be instrumental in advancing India’s journey toward a greener, more equitable, and sustainable future.

References

1.  Choudhary, N., & Gokarn, R. (2013). Green marketing: A means for sustainable development. Journal of Arts, Science & Commerce, 4(3),
26-33.

2. Deloitte. (2021). Green banking in India: Towards a sustainable future. Deloitte India. https://www?2.deloitte.com

3. Gupta, A, & Chaturvedi, A. (2020). Sustainable consumption in India: Challenges and opportunities. International Journal of Environmental
Studies, 77(3), 458-472.

4. Kumar, P. (2016). Green marketing in India: An overview. Indian Journal of Marketing, 46(7), 8-20.

5.  Kumar, R., & Ghodeswar, B. M. (2015). Factors affecting consumers’ green product purchase decisions. Marketing Intelligence & Planning,
33(3), 330-347.

6. MOEFCC. (2018). Annual report 2017-18. Ministry of Environment, Forest and Climate Change, Government of India. https://moef.gov.in
7.  Narang, R. (2010). Green marketing: Emerging dimensions. Journal of Management and Marketing Research, 4(1), 1-6.

8.  Patil, A, & Sawant, M. (2014). Green telecom in India: A new growth path. International Journal of Innovative Research in Science,
Engineering and Technology, 3(5), 12344-12349.

9.  Peattie, K. (2001). Towards sustainability: The third age of green marketing. Marketing Review, 2(2), 129-146.

10. Peattie, K., & Crane, A. (2005). Green marketing: Legend, myth, farce or prophesy? Qualitative Market Research: An International Journal,
8(4), 357-370.

11. Polonsky, M. J. (1994). An introduction to green marketing. Electronic Green Journal, 1(2), 1-10.
12. Polonsky, M. J., & Rosenberger, P. J. (2001). Reevaluating green marketing: A strategic approach. Business Horizons, 44(5), 21-30.
13. Sharma, A. (2020). Startups and green marketing: New trends in sustainability. Journal of Business Studies, 12(2), 70-85.

14. Singh, G., & Pandey, N. (2012). Green marketing: Policies and practices for sustainable development. International Journal of Green
Economics, 6(1), 1-13.

15. TERI. (2016). Environmental and sustainability initiatives in India. The Energy and Resources Institute. https://www.teriin.org


https://www2.deloitte.com/
https://moef.gov.in/
https://www.teriin.org/

International Journal of Research Publication and Reviews, Vol 6, Issue 5, pp 9256-9265 May 2025 9264

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

31

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

Tripathi, N. (2020). Eco-entrepreneurship in India: An analysis of green startups. Journal of Small Business and Enterprise Development,
27(1), 140-158.

UNEP. (2010). Here and now! Education for sustainable consumption: Recommendations and guidelines. United Nations Environment
Programme. https://www.unep.org

Anjali Yadav, & Urvashi Sharma. (2020). Greenwashing: A rising concern for green marketing. International Journal of Management, 11(12),
15-21.

Dixit, P., Sharma, V., & Mehta, K. (2024). Consumer trust and purchase intentions in India’s green marketing landscape. Journal of
Sustainable Business Practices, 18(1), 45-60.

Dr. Mrs. P. Vijaya Banu. (2014). Green marketing initiatives in Indian banking sector — A study with special reference to State Bank of India.
International Journal of Management and Social Science Research Review, 1(6), 20-25.

Edeh, J. N. (2020). Eco-labeling and its impact on consumer purchase decisions. Journal of Environmental Marketing, 7(3), 33-41.

Green Marketing Practices and Sustainability Performance of Manufacturing Firms. (2022). International Journal of Business and
Management Invention, 11(2), 29-37.

Green marketing to promote the natural protected area. (2023). Tourism and Environment Journal, 5(1), 15-22.

Javeed, A., Khan, R., & Ahmed, N. (2023). A systematic literature review on green marketing in India: Drivers and challenges. Indian Journal
of Marketing Research, 12(4), 120-138.

Javeed, A., Khan, R., & Ahmed, N. (2020). Policy incentives and green consumerism: Evidence from India. Journal of Environmental Policy
and Planning, 16(2), 98-114.

Kumari Soni, P., & Shah Ali Adnan. (2024). Green marketing and sustainable consumption in India: Trends and challenges. Environmental
Economics Review, 14(2), 58-74.

MacDaniel, S. W., & Rylander, D. H. (1993). Strategic green marketing. Journal of Consumer Marketing, 10(3), 4-10.
Maheshwari, A. (2014). Green marketing: Challenges and opportunities. International Journal of Marketing Studies, 6(1), 117-124.
Ministry of Environment and Forests. (2006). Ecomark Criteria and Guidelines. Government of India.

Ministry of Environment, Forest and Climate Change. (2014). National Action Plan on Climate Change. Government of India.

Mishra, P., & Sharma, P. (2010). Green marketing in India: Emerging opportunities and challenges. Journal of Engineering, Science and
Management Education, 3(1), 9-14.

Ottman, J. A. (1998). Green Marketing: Opportunity for Innovation (2nd ed.). NTC Business Books.

Peattie, K. (1995). Environmental Marketing Management: Meeting the Green Challenge. Pitman Publishing.

Polonsky, M. J. (1994). An introduction to green marketing. Electronic Green Journal, 1(2), 1-10.

Prakash, A. (2002). Green marketing, public policy and managerial strategies. Business Strategy and the Environment, 11(5), 285-297.
Sanker, S., & Janani, R. (2020). Green consumer behavior and the role of eco-labeling. Indian Journal of Marketing, 50(6), 25-35.

Saxena, R. P., & Khandelwal, P. K. (2010). Can green marketing be used as a tool for sustainable growth?. Journal of Business Excellence,
3(2), 26-40.

Sewwandi, A., & Dinesha, W. (2022). Youth perspectives on eco-friendly product consumption in South Asia. Asia-Pacific Journal of
Environmental Marketing, 4(1), 44-58.

Simanjuntak, M., Sabrina, A., & Pratomo, D. (2023). Educating green consumers: The role of environmental campaigns and schools. Journal
of Environmental Education Studies, 9(2), 71-85.

Singh, R., & Pandey, N. (2012). Green marketing in India: Emerging opportunities and challenges. Journal of Engineering, Science and
Management Education, 5(1), 10-15.

Surya, M. (2014). Green initiatives by Kansai Nerolac: A case study. Paint Industry Journal, 5(2), 37-42.

Anjali Yadav, & Sharma, U. (2020). Greenwashing: A rising concern for green marketing. International Journal of Management, 11(12), 15—
21,

Chaudhary, R., & Agarwal, M. (2024). Environmental labeling and consumer behavior: The case of Ecomark in India. Journal of Sustainable
Marketing Practices, 12(1), 34-48.


https://www.unep.org/

International Journal of Research Publication and Reviews, Vol 6, Issue 5, pp 9256-9265 May 2025 9265

44.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

Confederation of Indian Industry (ClII). (2023). Sustainable consumption and green product growth in India: Market trends and future outlook.
New Delhi: Cll Publications.

Dixit, P., Sharma, V., & Mehta, K. (2024). Consumer trust and purchase intentions in India’s green marketing landscape. Journal of
Sustainable Business Practices, 18(1), 45-60.

IEOM (Institute of Environment and Organic Marketing). (2021). Green entrepreneurship in India: Opportunities, innovations, and
constraints. Annual Report. New Delhi: IEOM.

Javeed, A., Khan, R., & Ahmed, N. (2023). A systematic literature review on green marketing in India: Drivers and challenges. Indian Journal
of Marketing Research, 12(4), 120-138.

Kavita Kumara. (2017). Barriers to green consumerism in rural India: A study on awareness and affordability. Rural Marketing Review, 5(3),
49-58.

Ministry of Environment, Forest and Climate Change. (2022). Ecomark Scheme: Guidelines and certified product list. Government of India.
Retrieved from https://moef.gov.in

Premi, A. (2020). Community-based approaches to environmental education in India: Lessons from grassroots campaigns. Journal of
Environmental Education and Communication, 8(2), 65-78.

Sanker, S., & Janani, R. (2020). Green consumer behavior and the role of eco-labeling. Indian Journal of Marketing, 50(6), 25-35.

Chaudhary, R., & Agarwal, M. (2024). Environmental labeling and consumer behavior: The case of Ecomark in India. Journal of
Sustainable Marketing Practices, 12(1), 34—48.

IEOM (Institute of Environment and Organic Marketing). (2021). Green entrepreneurship in India: Opportunities, innovations, and
constraints. Annual Report. New Delhi: IEOM.

Kavita Kumara. (2017). Barriers to green consumerism in rural India: A study on awareness and affordability. Rural Marketing Review,
5(3), 49-58.

Premi, A. (2020). Community-based approaches to environmental education in India: Lessons from grassroots campaigns. Journal of
Environmental Education and Communication, 8(2), 65-78.

Chaudhary, R., & Agarwal, M. (2024). Environmental labeling and consumer behavior: The case of Ecomark in India. Journal of
Sustainable Marketing Practices, 12(1), 34-48.

Dixit, R., Sharma, T., & Verma, K. (2024). Corporate sustainability in India: A case study approach. International Journal of Green
Business Strategies, 9(2), 55-71.

IEOM (Institute of Environment and Organic Marketing). (2021). Green entrepreneurship in India: Opportunities, innovations, and
constraints. Annual Report. New Delhi: IEOM.

Javeed, A., Mehta, R., & Sharma, L. (2023). Digital influence and sustainable choices: Social media’s role in India’s green movement.
Journal of Environmental Communication and Marketing, 6(3), 101-116.

Kumara, K. (2017). Barriers to green consumerism in rural India: A study on awareness and affordability. Rural Marketing Review, 5(3),
49-58.

Premi, A. (2020). Community-based approaches to environmental education in India: Lessons from grassroots campaigns. Journal of
Environmental Education and Communication, 8(2), 65-78.

Sanker, N., & Janani, R. (2020). Sustainability in Indian education: Role of curriculum in promoting green citizenship. Education and
Environment Journal, 4(1), 22-35.


https://moef.gov.in/

