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Introduction:-

Nowadays, we often hear words like environment, pollution, climate change, recycling, and sustainability. Environmental problems are increasing day
by day, and people are becoming more aware of how their daily choices affect nature. This change in people's thinking has also affected businesses.

Growing concern about health and the environment has increased interest in organic food and in the way these products are marketed. This study examined
how green advertising, eco-labelling, green packaging and green pricing influenced consumer buying behaviour towards organic food products in Udaipur
City. Information was collected at one point in time from 165 consumers selected through purposive sampling. They completed either a printed
questionnaire or an online form containing 20 statements measured on a five-point Likert scale. Frequency, percentage, mean and standard deviation
were used to describe their responses, and multiple regression was applied to examine the influence of the four marketing practices. Consumers generally
viewed these practices favourably, although the level of agreement was moderate and price remained an important concern. Together, the four practices
explained 45% of the variation in buying behaviour and each had a significant positive influence. Green packaging made the strongest relative
contribution. The findings indicate that green marketing is more likely to encourage organic food purchases when claims are clear, labels are trustworthy,
packaging reflects environmental responsibility and prices appear reasonable. The study provides practical guidance for organic food brands and retailers
seeking to meet consumer expectations.

Companies today are not only focusing on making profits. Many companies are also trying to reduce their negative impact on the environment. They are
introducing eco-friendly products, reducing plastic packaging, saving energy, using recyclable materials, and promoting sustainable lifestyles. This type
of marketing is known as Green Marketing.

In simple words, green marketing means promoting products and services by focusing on their environmental benefits and sustainable features.
For example, if a company uses recyclable packaging for its product and tells customers about it through advertising, it is using green marketing.
Green marketing is becoming important because both businesses and consumers have a role to play in protecting our environment.

Green marketing refers to the process of marketing products or services while considering their impact on the environment.

It is not only about advertising an eco-friendly product. It can include everything from designing the product to manufacturing it, packaging it,
transporting it, selling it, and finally disposing of it.

For example, a company may:

* Use recycled materials to make its products.

* Reduce the amount of plastic in its packaging.

* Use renewable energy in its factories.

* Produce energy-efficient products.

* Encourage customers to reuse or recycle products.
* Reduce waste during production.

So, green marketing is basically a combination of marketing and environmental responsibility.

Why is Green Marketing Important?
Green marketing has become important because environmental problems are increasing rapidly. Pollution, plastic waste, climate change, deforestation,
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and excessive use of natural resources are some major concerns.

Businesses use natural resources to manufacture products. Therefore, they have a responsibility to reduce unnecessary damage to the environment.
At the same time, consumers are also becoming more environmentally conscious. Many people now want to know where their products come from,
how they are made, and what happens to them after use.

This creates an opportunity for companies to develop products that are better for the environment and communicate their genuine environmental
benefits to customers.

Green marketing is therefore important for businesses, consumers, and the environment.

Objectives of Green Marketing:-

The main objectives of green marketing are:

1. To protect the environment

The first objective is to reduce pollution, waste, and unnecessary use of natural resources.

2. To create awareness

Green marketing helps consumers understand the environmental impact of their purchasing decisions.

3. To encourage sustainable consumption

It encourages people to choose products that can be reused, recycled, or have a lower environmental impact.
4. To develop eco-friendly products

Companies are encouraged to create products using sustainable materials and processes.

5. To improve brand image

A company that genuinely follows sustainable practices can build a positive image among consumers.

6. To achieve long-term business growth

Green marketing can help businesses prepare for changing consumer expectations and environmental regulations.

Features of Green Marketing:-

Green marketing has several important features.

¢ Eco-friendly products

* Products are designed to reduce environmental impact where possible.

« Sustainable packaging

» Companies try to reduce unnecessary packaging and use recyclable or reusable materials.
* Less pollution

* Businesses attempt to reduce pollution during manufacturing and transportation.
« Efficient use of resources

» Companies may try to use less water, energy, raw materials, and other resources.
» Environmental advertising

» Companies communicate genuine environmental benefits to customers.

* Customer awareness

» Green marketing also tries to educate consumers about sustainable choices.

Green Marketing Mix:-

Just like traditional marketing, green marketing can also be explained through the 4 Ps of marketing: Product, Price, Place, and Promotion.
1. Green Product

A green product is designed with environmental considerations in mind.
Examples include:

* LED bulbs

* Electric vehicles

* Reusable bottles

* Cloth bags

* Recycled-paper products

* Energy-efficient appliances

* The idea is to provide customer value while reducing environmental impact.

2. Green Price
Green products can sometimes be more expensive because sustainable materials and technologies may cost more.
However, customers may be willing to pay a little extra if they believe the product provides good value and genuine environmental benefits.
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3. Green Place
Green place means using environmentally responsible methods to distribute products.

For example, companies can improve transportation efficiency, reduce unnecessary packaging, and use energy-efficient warehouses.

4. Green Promotion

Green promotion means communicating a product's genuine environmental benefits.
Companies can use:

* Social media

* Advertisements

* Product packaging

» Websites

» Awareness campaigns

However, companies should not make false or exaggerated environmental claims.

Examples of Green Marketing:-

We can see examples of green marketing in many industries.

Electric Vehicles:

Electric vehicle companies promote vehicles that use electricity instead of conventional petrol or diesel. Their marketing often focuses on cleaner
transportation and reduced dependence on fossil fuels.

Reusable Bags:

Many stores encourage customers to use cloth or reusable bags instead of single-use plastic bags. This is a simple example of encouraging more

sustainable consumption.

Energy-Efficient Products:
Companies selling LED bulbs, energy-efficient refrigerators, air conditioners, and other appliances often highlight lower energy consumption as a
product benefit.

Sustainable Packaging
Some companies are reducing plastic packaging or using recyclable materials. They may communicate these changes to consumers as part of their
sustainability efforts.

Green Marketing in India:

Green marketing is becoming increasingly relevant in India.

India has a large population and a growing economy, which means that the production and consumption of goods can have a significant environmental
impact. Problems such as plastic waste, air pollution, water pollution, and increasing energy demand have made environmental awareness more
important.

Indian companies are working in areas such as:
* Electric vehicles

* Renewable energy

* Recycling

* Sustainable packaging

» Waste management

* Energy efficiency

» Sustainable agriculture

For example, Tata Motors has expanded its electric vehicle range in India, while ITC has undertaken various sustainability initiatives related to areas
such as renewable energy, water, waste, and agriculture.
These examples show how sustainability is becoming part of business strategies in India.

Benefits of Green Marketing:-

Green marketing provides benefits to different groups.

Benefits for Businesses:

1. Better brand image

Companies that genuinely follow sustainable practices can develop a positive reputation.
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2. Competitive advantage
Green products can help a company stand out from competitors.

3. Customer loyalty

Consumers who care about the environment may prefer brands whose practices match their values.

4. Innovation
Green marketing encourages companies to develop new and better products.

5. Cost savings
Reducing energy, water, raw materials, and waste can sometimes reduce operating costs in the long term.

Benefits for Consumers:
Green marketing gives consumers more choices and information about environmentally preferable products.

It can help people:-

* Reduce waste

* Save energy

* Reuse products

» Make more informed purchasing decisions
* Develop environmentally responsible habits

Benefits for the Environment:-

The biggest benefit is the possibility of reducing environmental damage.
Green business practices can help reduce:

* Waste

* Pollution

 Excessive resource consumption

* Plastic use

* Energy consumption

They can also encourage recycling and the use of renewable resources.

Challenges of Green Marketing:-

Although green marketing has many benefits, it also has some challenges.
1. Higher costs
Sustainable materials and technologies can sometimes be more expensive than conventional alternatives. This may increase the final price of a product.

2. Lack of awareness
Some consumers may not understand environmental labels or may not know whether a company's claims are genuine.

3. Greenwashing

One of the biggest problems is greenwashing.

Greenwashing happens when a company tries to create the impression that its product or business is more environmentally friendly than it actually is.
For example, if a company uses the words “100% eco-friendly” in its advertising without proper evidence, consumers may be misled.

Therefore, companies need to make clear, honest, and evidence-based environmental claims.

4. Changing consumer behaviour

Even if consumers care about the environment, they may still choose cheaper or more convenient products. Changing people's buying habits can take
time.

5. Measuring environmental impact

It is not always easy to determine the complete environmental impact of a product. Companies need to consider its entire life cycle rather than focusing
on only one environmental feature.

Role of Consumers in Green Marketing:-

Consumers play a very important role in the success of green marketing.
If people start choosing sustainable products, companies will have more reason to develop them.
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Consumers can contribute by:

« Carrying reusable bags

* Avoiding unnecessary plastic

* Buying durable products

* Reusing products

* Recycling waste

* Saving electricity and water

* Checking environmental claims before purchasing

* Supporting companies with genuine sustainability practices

Therefore, green marketing is not only the responsibility of companies. Consumers also have an important role.

Green Marketing and Sustainable Development:-

Green marketing is closely connected with sustainable development.

Sustainable development means satisfying our present needs while protecting resources and the environment for future generations.

Green marketing supports this idea by encouraging businesses to think about the environmental effects of their products and encouraging consumers to
make more responsible choices.

For example:
Eco-friendly production — Responsible consumption — Less waste — Better environment — Sustainable future

This is why green marketing is more than just an advertising strategy. It can be part of a larger approach toward sustainability.

Future of Green Marketing:-

The future of green marketing looks promising because environmental issues are receiving more attention around the world.
In the coming years, we may see greater focus on:

Electric vehicles

Renewable energy

Recyclable and reusable packaging

Sustainable fashion

Eco-friendly technology

Recycling and circular economy practices

Energy-efficient products
» Sustainable agriculture

Technology will also play an important role. Businesses can use technology to reduce waste, save energy, improve supply chains, and provide
consumers with better information about products.
However, the future of green marketing will depend on trust. Consumers will expect companies to prove their environmental claims instead of simply
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using words like “green,” “natural,” or “eco-friendly” in advertisements.

Conclusion:-

To conclude, green marketing is a modern approach to marketing that combines business goals with environmental responsibility.

It encourages companies to develop and promote products that consider environmental impact and encourages consumers to make more responsible
choices.

Green marketing can benefit businesses by improving their reputation, encouraging innovation, and creating competitive advantages. At the same time,
it can benefit consumers by providing more sustainable choices and can contribute to environmental protection.

However, green marketing should be genuine. Companies should not use environmental concerns only as a way to attract customers. They should
actually work toward reducing their environmental impact and provide honest information.

In my opinion, green marketing is important because businesses cannot grow separately from the environment. We all depend on natural resources, so
protecting the environment is also important for the future of business and society.

Final Thought

“Green marketing is not just about selling a product; it is about selling a better idea for our future.”
If we as consumers make better choices and companies take genuine responsibility, together we can move towards a healthier environment and a more
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sustainable future.
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