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ABSTRACT 

Green marketing is a phenomenon which has developed particular important in 

the modern market and has emerged as an important concept in India as in other parts of 

the developing and developed world, and is seen as an important strategy of facilitating 

sustainable development. In the modern era of globalization, it has become a challenge to 

keep the customers as well as consumers in fold and even keep our natural environment 

safe and that is the biggest need of the time. The main objective of this study is to review 

the present green marketing and green marketing strategy applies particularly to the 

marketing. This study provides an idea to the researchers about the prior studies on green 

marketing and green marketing strategy. The critical analysis indicated that few studies 

on the green marketing strategy have been carried out in both developed and developing 

countries. In addition, few studies have been carried out on the relationship between 

green marketing strategies and firm performance both financial and non- financial 

performance. Hence, the present study focusses on the effect of green marketing strategy 

on firm performance in general and the effect of each strategy on firm performance. In this 

research paper, main emphasis has been made of concept, need and importance of green 

marketing. Data has to be collected from multiple sources of evidence, in addition to 

books, journals, websites, and newspapers. 

 
KEY WORDS: Green Marketing, Green Marketing Strategies Globalization, Sustainable 

Development and organizational performance. 

 
INTRODUCTION 

Green marketing is a relatively new phenomenon which has arisen as a result of 

increasing awareness that economic policies have a lot to do with our ecology. In other 

words, green marketing, which is also termed as environmental or sustainable marketing, 

is the effort made by any business organization, large or small to design and promote 

products that are eco-friendly. The main idea behind green marketing has been re- 
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marketing of products that are already manufactured, which adhere to certain 

environmental guidelines. 

Firms create, communicate, and deliver value to their customers through their 

adoption of marketing strategies. Therefore, the concept of marketing is considered an 

essential organizational resource that can be developed further to ensure the competence 

of firms. Marketing competence can also help firms achieve their goals by coordinating 

their deployment of assets. Firms are considered successful when they are able to use their 

marketing competence to produce valuable offerings for several market segments (Arnett 

and Wittmann, 2014). The green marketing explained how the green marketing strategy 

practices by the firms would affect the firm performance. The adopted a new strategy by 

the firm such as green marketing strategy will allow to the firms to use different products 

and qualities then entire a new market that will affect their performance (Robins, 2006). 

The development of green marketing practices occurred in several aspects in the 1990s. 

Considerable anticipation and rapid growth in the green marketing literature 

accompanied the intense activity at the beginning of the decade. 

 
PURPOSE OF INQUIRY 

This conceptual paper is intended to investigate the impacts of green marketing 

strategy on the firms’ performance through an analysis of green innovation and creativity 

and green promotion. Based on the literature review the answer to the inquiry will be 

found and analysed. Despite the potential and benefits of green product and green 

marketing, (Peattie and Crane 2005; Gordon, Carrigan, & Hastings 2011; Gleim, Smith, 

Andrews, & Cronin 2013) revealed that green marketing has encountered some 

challenges. Misleading advertisements, false promises, unclear labels, and irregular 

performance has increased the confusion among consumers, which cause a decreasing 

number of green products launched. This situation is labelled as “greenwashing”. Pillai &  

Patil (2012) reported that “greenwashing” is a situation in which firms claim that a 

product is environmentally-friendly products, but in reality, the product does not perform 

as it promised. The consumer scepticism on green product claims has influenced their 

attitudes towards green products and creates confusion among consumers as supported 

by Nyilasy, Gangadharbatla, & Paladin (2013). Therefore, this conceptual paper is 

significant because it will explore various green marketing strategies adopted by certified 

ISO 14001 EMS firms of secondary source. Given that knowledge about the existence of 

green initiatives is still lacking, the study can add knowledge to the managers’ 

understanding to refine their marketing strategy. Subsequently, the higher rate of success 

will encourage other businesses to adopt the green initiatives therefore, will increase the 

number of ISO 14001 firms and eventually embrace the sustainability agenda. 



 

GREEN INDUSTRY 

If you are a nature enthusiast who strives to sustain the environment, the green 

jobs sector has its doors wide open for you. The green industry is the umbrella sector 

which unites efforts of every environment – conscious individual. It strives to conserve 

environment and hand out a green world to the future generations. The green industry 

includes a wide spectrum of fields like water management, waste management, renewable 

energy, green construction, green transportation and general environment sustainability. 

 
SKILLING IN THE GREEN INDUSTRY 

The rapid change in technology and innovation, and the dynamic nature of 

market demand and supply have all contributed to the skill gap in the green industry. 

There is an urgent need to tackle this problem. The training the green workers receive 

does not suffice the needs of the ever-growing green sector. This brings in a new need for 

re-skilling and upskilling, especially in sectors like renewable energy where the 

requirements are subject to constant change. One of the most recently launched initiatives, 

Skill Council for Green Jobs promotes skilling in the green industry. This Council, along 

with the National Skill  Development Mission,  is working towards reducing the skill gap 

in the green sector. These organisations, together aim to control the skill differences in the 

sector by providing continuous training and developing skill among the green job 

workers. 

 
CONCEPTUAL FRAMEWORK 

Many firms are beginning to realize that they are members of the wider 

community and therefore must behave in an environmentally responsible fashion. This 

translates into firms that believe they must achieve environmental objectives as well as 

profit related objectives. 

There are several keys to creating an effective green marketing strategy: 

 Understand the market and the underlying values and beliefs of your consumers 

and other key stakeholders, and develop a marketing plan that aligns well with 

these values and beliefs. 

 Make sure that the products and services balance the needs of meeting 

consumer’s desires for quality, convenience, and affordability with sustainability 

goals. 

 Be genuine and radically transparent throughout the marketing mix. In 

marketing communication and promotion efforts, actively engage consumers 

with issues that are meaningful to them, and listen to them. Give them a voice. 



 

 Create alliances, look for sustainable business partners, such as those from whom 

you source ingredients or other materials; nongovernmental organizations 

(NGOs) that complement your business; and sustainable industry leaders and 

other like-minded businesses. 

 Measure performance against key metrics and communicate progress. Radical 

transparency includes being able to share progress against sustainability goals 

with consumers and the community at large. 

 
GREEN INNOVATION 

The creation of new and competitive products, services, processes, procedures 

and systems designed to use natural resources at a minimum level and to provide better 

quality of life on behalf of all. Innovation especially at the product, material and 

production process levels that helps in having sustainable nature and of the future 

generations as well as contributes to the sustainable development and to the regeneration 

of the nature. 

A recent study expresses GI as “the new or modified products and processes, 

including technology, managerial, and organizational innovations, which helps to sustain 

the surrounding environment” (Ilvitskaya and Prihodko, 2018). Moreover, GI may refer to 

“a creative initiative that reduces negative environmental impacts or that yields 

environmental benefits as it creates value in the market” (Chen et al., 2006). GI is divided 

into two kinds, such as “green product innovations” (providing new green products to  

consumers) and “green process inventions” or “greening” business procedures (Tang et  

al., 2018). Furthermore, due to the growing customer-centered apprehensions concerning 

environmental protection, ecological management has become a critical part of many 

firms’ strategic policies and tactical plans (Chiou et al., 2011; Khan et al., 2019). 

 
FIRM’S PERFORMANCE 

The influence of a green marketing strategy on corporate image A green 

marketing strategy is meant to highlight the emphasis of a firm on environmental issues 

in order to promote their corporate public image (Chen et al., 2006). Green marketing 

strategies can improve corporate reputation, enhance corporate image, and increase 

profits (Dangelico & Pujari, 2010). The main reason to pursue a green marketing strategy 

may therefore be to promote one’s corporate image (Chen, 2010). 

 
RESULTS AND FINDINGS 

The  literature is very useful to gain additional insight and add knowledge for 

this conceptual paper. The literature enables  to provide results on the role of green 



 

innovation and green promotion as a marketing strategy. Polonsky (1994) stated that green marketing 

is a tool to promote green products to satisfy customers’ needs and wants. In the final analysis, a 

recent study by Leonidou, Katsikeas, & Morgan (2013) reveals that the green market program is 

beneficial towards the firms’ performance. In line with the recent study, Fraj, Martínez, & Matute 

(2011) reported that green marketing strategy helps the firms to manage their resources efficiently 

and improve corporate image and reputation and leads firms to improve profitability. Based on the 

literature, it was found that other than green innovation and green promotion, marketing mix 

comprises of product, pricing, distribution and promotion also applied as a green marketing strategy. 

 
CONCLUSION 

Despite the growing body of research addressing the green marketing issues, green 

marketing strategy / strategies have yet to become widely studied in the marketing journals. 

Importantly, the extant green marketing strategy literature is overwhelmingly conceptual in nature 

and provides little empirical insight into the critical managerial questions of whether (1) green 

marketing strategies (green product, green price, green distribution, green promotion, green people, 

green process, and green physical evidence) yield positive performance outcomes, (2) contextual 

conditions affect the green marketing strategy and strategies – firm performance (financial and non-

financial performance) link. Addressing these questions should be studying in the future research. 
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