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FOREWORD

At a time when environmental concerns are at the forefront of global discourse, firms must
rethink their marketing strategies to align with sustainability. Green Marketing: A
Comprehensive Guide serves as a timely and insightful resource for scholars and businesses
seeking to integrate sustainability into their marketing practices. This book digs into the
fundamental principles and strategies of green marketing, offering a structured approach to
understanding its relevance. It begins with an Introduction to Green Marketing, highlighting
its evolution, importance, and impact on consumer behavior and corporate responsibility. To
navigate the complexities of sustainable marketing, the book outlines the Key Rules of Green
Marketing, emphasizing transparency, authenticity, and long-term commitment. It further
explores Green Marketing Strategy, providing actionable insights into aligning environmental
goals with business objectives.

A significant focus is placed on the Green Marketing Mix, where the traditional four
Ps—Product, Price, Place, and Promotion—are reimagined through an eco-friendly lens. This
discussion is complemented by an analysis of the Factors Determining the Adoption of Green
Marketing, which examines the drivers and barriers businesses face when transitioning to
sustainable practices. One of the most critical aspects of sustainable branding is Green
Packaging, which has gained momentum as companies strive to reduce environmental impact.
The book provides best practices and case studies illustrating innovative approaches to eco-
friendly packaging solutions.

Finally, Green Marketing Communication is explored in depth, addressing the strategies
brands can use to effectively engage consumers while avoiding pitfalls, such as
greenwashing. The role of digital platforms, corporate social responsibility (CSR), and
regulatory frameworks in shaping green messaging is also examined. As businesses and
consumers become increasingly conscious of their environmental footprint, the need for
genuine and effective green marketing has never been greater. This book serves as a practical
guide, equipping readers with the knowledge and tools to implement sustainable marketing
strategies that benefit both the planet and business performance.

I trust that this book will inspire and empower readers to embrace green marketing not just as
a trend, but as a fundamental business philosophy that drives innovation, responsibility, and
long-term success.

Dr Ahmed Tijani

Corporate Affairs & Information Technology (IT)
Minerals Commission

Ghana.



PREFACE

The global commercial environment has experienced a profound shift in recent times,
primarily influenced by increased ecological consciousness and a growing emphasis on
sustainable practices. With consumers becoming more environmentally aware, companies
face mounting pressure to modify their approaches and incorporate sustainability as a
fundamental principle. This transformation has led to the emergence of a crucial and dynamic
concept: green marketing. This book, Green Marketing: A Comprehensive Guide, is designed
to provide a thorough understanding of green marketing principles, strategies, and best
practices. It is intended for marketing academicians, professionals, business leaders, and
students who seek to integrate sustainability into their marketmg efforts while mamtammg a
competitive edge.

The book begins with an introduction to green marketing, exploring its evolution,
significance, and role in modern business. It then outlines the key rules of green marketing,
offering guiding principles for companies striving to implement authentic and effective
sustainable marketing strategies. A dedicated section on green marketing strategy provides
insights into how businesses can align their sustainability goals with corporate objectives,
ensuring that environmental efforts translate into brand equity and consumer trust. The
discussion extends to the green marketing mix, where the traditional four Ps—Product, Price,
Place, and Promotion—are examined from a sustainability perspective. The book explores
factors determining the adoption of green marketing, including regulatory requirements,
consumer demand, and competitive advantages. A special focus is placed on green packaging,
as businesses increasingly look for eco-friendly alternatives to reduce waste and improve
sustainability. This book offers guidance on crafting authentic, transparent, and persuasive
messaging for companies while avoiding greenwashing—a practice that can erode consumer
trust. In the current era of digital interconnectedness, green marketing has assumed new
dimensions, with social media platforms and digital tools playing a crucial role in amplifying
sustainability messages. As we embark on this exploration of green marketing, it is hoped that
readers will gain valuable insights that will not only enhance their understanding of
sustainability in marketing but also inspire meaningful change in their respective industries.
The future of marketing is green, and through the lens of sustainability, businesses can pave
the way towards a more responsible, ethical, and prosperous future. This publication serves as
both a reflection of the current state of green marketing and a rallying cry for marketers
worldwide to embrace sustainability as an integral component of their brand identity and
business strategy.

Ibrahim Osman
Department of Marketing
Tamale Technical University, Tamale, Ghana

Mohammed Majeed
Department of Marketing
Tamale Technical University, Tamale, Ghana

Esther Asiedu
Department of Management Studies
Ghana Communication Technology University, Ghana
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CHAPTER 1

Navigating Green Marketing: Strategies, Benefits,
and Challenges

Abstract: Green marketing (GM) can be viewed as a method of preserving both the
environment and a means of ensuring a sustainable future across all sectors. The goal
of this chapter is to lay the groundwork for green marketing within the context of this
book. Green marketing, in general, helps firms achieve their environmental goals while
also attracting and retaining customers, and encourages them to make more eco-
friendly purchasing decisions. However, it faces several challenges, including high
prices, a lack of standardization, and high operational costs. All stakeholders concerned
(consumers, industrial purchasers, and suppliers) should be required to use GM.
Additionally, to safeguard the planet from pollution and its effects, governments should
implement stricter environmental regulations.

Keywords: Customers, Ecologically, Environment, Friendly, Green, Marketing.
INTRODUCTION

The 21* century has witnessed an escalating awareness of environmental issues,
including climate change, biodiversity loss, pollution, and the depletion of non-
renewable resources. These issues have prompted global discussions and actions
toward achieving sustainable development goals (SDGs), as outlined by the
United Nations. In response, both consumers and businesses are increasingly re-
evaluating their roles and responsibilities in mitigating environmental degradation
and promoting ecological balance (Kotler, Kartajaya, & Setiawan, 2017). In this
context, green marketing, the process of developing and promoting products and
services based on their environmental benefits, has gained significant traction in
both academic discourse and managerial practice.

Green marketing is often considered a strategic and ethical response to mounting
environmental concerns and shifting consumer values (Peattie & Crane, 2005). It
seeks to address the demand for sustainability by emphasizing eco-friendly
production, packaging, distribution, and post-consumption disposal. According to
Polonsky (1994), green marketing goes beyond selling environmentally safe
products; it encompasses a holistic approach to business operations that reduces
environmental harm while providing economic and social value. As such, it serves

Ibrahim Osman, Mohammed Majeed, Esther Asiedu, Jonas Yomboi & Ebenezer Malcalm
All rights reserved-© 2025 Bentham Science Publishers
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as a key component of corporate social responsibility (CSR) and sustainability-
oriented innovation (Chen, 2010).

The increased environmental consciousness among consumers has further
accelerated the growth of green markets. Research indicates that consumers are
more inclined to purchase products from companies perceived as environmentally
responsible (Leonidou et al., 2011). Nielsen (2020) study found that 73% of
global consumers would definitely or probably change their consumption habits to
reduce their environmental impact. This shift in consumer behavior has created
market pressure on firms to adopt green marketing practices and visibly align
their brand identities with environmental values (Delmas & Burbano, 2011).

Despite these positive trends, the integrity of green marketing has been questioned
due to the prevalence of greenwashing, which involves the practice of conveying
a false impression or providing misleading information about how a company’s
products are environmentally sound (Laufer, 2003). Companies engaging in
greenwashing often capitalize on consumer environmental concerns without
making substantial efforts to reduce their ecological footprint. This not only
undermines consumer trust but also jeopardizes the legitimacy of truly sustainable
businesses. TerraChoice (2010), in its “Sins of Greenwashing” report, found that
over 95% of consumer products claiming to be green committed at least one form
of greenwashing. Consequently, the rise of deceptive environmental marketing
practices has led to a demand for greater transparency, third-party certification,
and regulatory oversight.

Green marketing is not merely a promotional tactic; it is a comprehensive
business philosophy rooted in the principles of sustainability, ethics, and
stakeholder engagement (Ottman, Stafford, & Hartman, 2006). It requires a
fundamental rethinking of product design, supply chain management, and
consumer communication strategies. This chapter explores green marketing from
both theoretical and practical perspectives, drawing on models, such as the Triple
Bottom Line (Elkington, 1997), Stakeholder Theory (Freeman, 1984), and the
Theory of Planned Behavior (Ajzen, 1991). It examines how businesses integrate
green principles into strategic operations, the benefits and challenges associated
with green marketing, and the evolving expectations of eco-conscious consumers.
Special attention is given to the role of authenticity and innovation in building
sustainable brand equity.

THEORETICAL FRAMEWORK

Understanding the foundations of green marketing requires a multidimensional
approach that draws from established theories in business ethics, consumer
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behavior, and sustainability. The intersection of these disciplines provides both
explanatory power and strategic direction for firms seeking to integrate
environmental considerations into their marketing practices. This section presents
three key theoretical frameworks that underpin green marketing: the Triple
Bottom Line, Stakeholder Theory, and the Theory of Planned Behavior. Together,
these frameworks provide insight into how businesses can align ecological
responsibility with market performance and how consumer behavior is influenced
by psychological and social factors within the context of sustainability.

Triple Bottom Line (Elkington, 1997)

The Triple Bottom Line (TBL) concept, introduced by John Elkington, shifts the
performance evaluation of businesses beyond financial profit to include social
equity and environmental sustainability. It proposes that companies should
simultaneously focus on three key dimensions: People (social equity), Planet
(environmental protection), and Profit (economic viability) (Elkington, 1997). In
the context of green marketing, this framework encourages companies to develop
strategies that do not merely aim for short-term gains but also prioritize long-term
ecological and societal well-being.

Green marketing operationalizes the TBL framework by embedding
environmental sustainability into product design, pricing strategies, supply chain
management, and promotional campaigns. For example, using biodegradable
packaging, reducing carbon emissions in logistics, and communicating authentic
green credentials align with the “Planet” component, while fair labor practices
and community engagement correspond with the “People” aspect. Ultimately,
green marketing under the TBL paradigm seeks a holistic balance that ensures
market competitiveness while addressing the urgent need for environmental
stewardship and social responsibility (Savitz & Weber, 2006).

The TBL framework thus serves as a guiding philosophy for companies
transitioning from traditional marketing to sustainability-oriented marketing. It
helps align organizational mission statements, operational goals, and consumer
expectations in a manner that contributes to global efforts toward sustainable
development.

Stakeholder Theory

First proposed by R. Edward Freeman (1984), Stakeholder Theory emphasizes
that the success of an organization depends on its ability to manage relationships
with a wide array of stakeholders, not just shareholders. These stakeholders
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CHAPTER 2

Key Rules of Green Marketing

Abstract: In today’s market, consumers increasingly expect corporations to act
responsibly toward the environment and society, rather than focusing solely on profit.
In response, businesses are adopting green marketing strategies to promote products
that minimize environmental impact throughout their lifecycle. This chapter outlines
the evolving principles of green marketing, emphasizing the importance of ecological
sustainability, corporate social responsibility (CSR), transparency, and consumer
engagement. It explains that effective green marketing requires companies not only to
innovate eco-friendly products but also to communicate honestly and foster consumer
empowerment. By integrating both environmental and social dimensions, green
marketing can enhance brand reputation while encouraging sustainable consumption
behaviors. This chapter also highlights the need for collaborative responsibility among
companies, suppliers, and consumers to drive meaningful environmental change.

Keywords: Eco-friendly, Green, Marketing, Products, Rules.
INTRODUCTION

Green marketing has become a pivotal strategy for businesses responding to a
global rise in environmental awareness and social responsibility among
consumers. Defined broadly as the development and promotion of products based
on their genuine or perceived environmental benefits (Fernando, 2020), green
marketing integrates ecological considerations into all phases of product
development, packaging, promotion, and disposal. Environmentally conscious
consumers actively seek products that minimize harm to ecosystems, reduce
pollution, and conserve nonrenewable resources.

Several factors contribute to this shift, including increased consumer awareness of
environmental issues, corporate commitments to sustainability, and pressure from
social and environmental advocacy groups (Ottman, 2008). The benefits of green
marketing extend beyond environmental preservation—they also enhance public
health and corporate reputation. However, the term “green marketing” carries
nuanced meanings and is often conflated with related concepts, such as
sustainable marketing and environmental branding. This chapter aims to clarify
these distinctions and provide a theoretically grounded framework for
understanding and applying green marketing principles.
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As environmental concerns have intensified, companies worldwide have adapted
their operations to incorporate sustainability, reflecting an emerging paradigm that
links ecological stewardship with long-term business viability (Akhil, 2017). Yet,
despite growing interest, green marketing remains an evolving field with ongoing
debates about its efficacy and scope (Tiwari et al., 2015). Therefore, this chapter
presents the key rules and strategic considerations necessary for effective green
marketing in the contemporary business landscape.

LITERATURE

Green Marketing (GM)

Green marketing, often used interchangeably with “environmental marketing” and
“sustainable marketing,” refers to business practices aimed at reducing
environmental impact throughout a product’s lifecycle (Majeed, 2022). However,
it is important to distinguish these terms for clarity. While green marketing
focuses primarily on environmental benefits, sustainable marketing encompasses
broader social and economic dimensions, integrating the triple bottom line of
people, planet, and profit. Environmental branding specifically relates to the
messaging and identity that position a company or product as eco-friendly.
Emerging research challenges traditional marketing paradigms by emphasizing
strategies that reconcile commercial objectives with ecological and social realities
(Peattie & Crane, 2005). Green marketing is thus not only about improving
product design or advertising but about fundamentally rethinking the relationship
between business, consumers, and the environment.

Theoretical Frameworks in Green Marketing The chapter draws on several
theoretical perspectives to deepen the understanding of green marketing, which
are as follows:

- Stakeholder Theory highlights how companies must balance the needs and
expectations of diverse groups, including customers, suppliers, communities,
and regulators, to achieve sustainability goals (Freeman, 1984).

- Corporate Social Responsibility (CSR) theory underpins green marketing by
framing environmental initiatives as integral to ethical business practices and
social performance (Carroll, 1999).

- Consumer Behavior Theory clucidates how environmental values, knowledge,
and skepticism influence purchasing decisions (Laroche ef al., 2001; Delmas &
Burbano, 2011).

These frameworks provide a critical lens to analyze both the opportunities and
challenges in implementing green marketing strategies.
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KEY PRINCIPLES AND CHALLENGES

Recent studies have emphasized several core principles of green marketing, such
as transparency, eco-innovation, and consumer engagement (Chen, 2010; Peattie
& Crane, 2005). Transparency is particularly critical given widespread consumer
skepticism stemming from greenwashing, where companies exaggerate or falsify
environmental claims (Delmas & Burbano, 2011). Accurate communication,
supported by credible third-party certifications and detailed sustainability reports,
can help build consumer trust.

Consumer engagement strategies that empower buyers to participate in
sustainability efforts—such as through eco-labels or social campaigns—enhance
the perceived value of green products (Ottman, 2011). However, research also
identifies barriers, including limited consumer knowledge, higher costs, and
mixed perceptions of product effectiveness (Joshi & Rahman, 2017).

RECENT ADVANCES IN GREEN MARKETING RESEARCH

To remain current, it is essential to integrate emerging themes, such as digital
sustainability campaigns, ESG (Environmental, Social, Governance) reporting
impacts, and the evolving dynamics of consumer skepticism (Leonidou et al.,
2021; Mohr et al.,, 2020). Digital platforms now enable more transparent and
interactive sustainability communications, while ESG metrics increasingly
influence corporate strategy and investor decisions. Understanding these trends is
vital for designing effective green marketing approaches that respond to
contemporary challenges.

NEW RULES OF GREEN MARKETING

The new rules of green marketing reflect the evolving landscape of sustainability,
consumer expectations, and corporate responsibility. The rules of GM are
presented in Fig. (1). As businesses integrate environmental considerations into
their strategies, the following principles guide effective and ethical green
marketing:

Ecological Considerations

Ecological considerations should be central to advertising strategies. Businesses
should use eco-friendly methods in their advertising, highlight the environmental
benefits of their products or services, and clearly communicate their support for
green causes to consumers. Green marketing encompasses everything from
product design and packaging to pricing, promotion, consumer education, and
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CHAPTER 3

Green Marketing Strategy

Abstract: Green marketing is a phenomenon that has developed particular importance
in the modern market. This concept has enabled re-marketing and packaging of existing
products. Additionally, the development of green marketing has opened the door to
opportunities for companies to co-brand their products into a separate line. The goal of
this chapter is to map out green marketing strategies for practitioners. Green marketing
is the practice of promoting products or services that are sustainable and eco-friendly.
Companies that invest in green marketing benefit from increased customer loyalty and
a positive brand reputation, while also helping protect the planet and contributing to a
more sustainable future. However, this is just the tip of the iceberg. Therefore, the
green market needs to take broader considerations into account before implementing
concrete actions. The emergence of green products and their significance has begun
raising awareness and supporting sustainable development, which is essential for future
generations. Green marketing and green products not only protect the environment but
also educate society on how to do the same.

Keywords: Eco-friendly, Environment, Green, Marketing, Strategy.
INTRODUCTION

Green marketing refers to the strategic process by which organizations develop,
position, and promote products and services that possess environmental attributes
or are produced through environmentally sustainable practices. As defined by
Peattie and Crane (2005), green marketing encompasses a holistic approach that
integrates environmental considerations into product design, raw material
sourcing, production processes, distribution systems, and promotional strategies.
This approach seeks not only to meet regulatory standards but also to appeal to a
growing segment of environmentally conscious consumers. At its core, green
marketing reflects an organizational shift toward sustainability, rooted in a
comprehensive understanding of the interconnectedness between ecological
preservation, business profitability, and social responsibility.

Underpinning the green marketing paradigm are key theoretical frameworks, such
as the Triple Bottom Line (Elkington, 1997) and Stakeholder Theory (Freeman,
1984). The Triple Bottom Line broadens traditional notions of business success
beyond financial metrics to include environmental stewardship and social equity,
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thereby reinforcing the multidimensional goals of green marketing. Stakeholder
Theory further enhances this perspective by arguing that businesses have a duty
not only to shareholders but also to a wide range of stakeholders, including
consumers, policymakers, community members, and environmental advocacy
groups. These theories provide a robust foundation for understanding why and
how firms incorporate sustainability into their core strategies, encouraging them
to adopt marketing practices that are not only profitable but also socially and
ecologically sound.

Despite its growing relevance, the conceptual landscape of green marketing
remains fragmented due to overlapping and sometimes contradictory terminology.
Terms, such as “green marketing,” “sustainable marketing,” “eco-marketing,” and
“environmental branding,” are often used interchangeably, leading to confusion
about their scope and intended meanings. This chapter adopts a focused definition
of green marketing as a deliberate and strategic organizational commitment to
integrating environmental considerations into marketing functions in a manner
that is consistent, long-term, and aligned with brand identity and consumer
expectations. Unlike tactical efforts or short-term promotional campaigns, green
marketing in this context involves a holistic transformation that affects every
stage of the marketing value chain—aiming not just to signal eco-consciousness
but to embed sustainability as a core brand ethos.

STRATEGY AND IMPLEMENTATION IN GREEN MARKETING

Effective green marketing is not merely a matter of promoting eco-friendly
features; it requires a comprehensive and strategically embedded approach that
transforms both internal processes and external engagements. A green marketing
strategy encompasses both the internal commitment to sustainability, often
referred to as organizational greening, as well as external initiatives, such as
product eco-labeling, consumer education, and digital engagement. These
strategies are crucial in aligning organizational objectives with the demands of a
growing, environmentally aware consumer base and evolving regulatory
landscapes. The implementation of green marketing strategies often spans
multiple business functions, including supply chain management, research and
development, product innovation, and communications.

Organizational Greening is the foundational step in strategic green marketing,
wherein firms internalize environmental values and restructure their operations to
minimize ecological footprints. This transformation is often championed by
internal advocates or “green champions” who drive sustainability agendas within
the company. The redesign of operations—ranging from sourcing to
production—embodies this change. Interface Inc., a global flooring manufacturer,
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provides a leading example through its Mission Zero initiative, which aims to
eliminate the company’s negative environmental impact by 2020. Through
innovations in manufacturing, recycling, and the use of bio-based materials,
Interface achieved significant cost reductions while strengthening its brand equity
as a sustainability leader. This example illustrates that operational greening, when
aligned with strategic objectives, contributes not only to environmental
preservation but also to long-term profitability and a competitive advantage.

Another critical dimension of green strategy is eco-innovation, which focuses on
the development and application of new technologies and sustainable practices to
create products that meet environmental standards while fulfilling consumer
needs. Eco-innovation is often evident in sectors, such as automotive, electronics,
and consumer goods. Tesla Inc., for instance, exemplifies this through its
pioneering battery technologies and electric vehicles that significantly reduce
emissions. Similarly, IKEA's commitment to using only sustainable wood and
renewable energy throughout its operations reflects a deep integration of
sustainability into product design and supply chain practices. Such innovations
not only serve the environmental agenda but also signal brand differentiation,
appealing to consumers who value progressive and responsible corporate
behavior.

Eco-labeling and certification schemes represent another strategic tool in green
marketing. These systems provide consumers with verifiable information about
the environmental attributes of a product or service, enabling them to make
informed decisions. Labels like the EU Ecolabel, Energy Star, and USDA Organic
assure consumers of environmental compliance and performance, fostering trust
and credibility. However, the proliferation of certification schemes, many of
which lack uniform standards or third-party verification, can lead to consumer
skepticism and confusion—a phenomenon known as “green fatigue.” Thus,
businesses must not only adopt credible labeling systems but also invest in
consumer education to ensure the clarity and reliability of environmental claims.

In the digital age, digital sustainability campaigns have emerged as a powerful
avenue for implementing green marketing. Social media platforms provide brands
with the opportunity to engage directly with consumers, share compelling
sustainability stories, and build communities centered on shared values. One of
the most iconic examples is Patagonia’s #DontBuyThisJacket campaign, which
encouraged consumers to consider the environmental impact of overconsumption.
This paradoxical message not only enhanced Patagonia’s credibility as a
sustainable brand but also sparked global conversations about responsible
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CHAPTER 4

Green Marketing Mix

Abstract: When it comes to promoting consumer rights, safeguarding the environment,
and satisfying customer requirements, the green marketing concept encompasses a
wide range of actions. Consumers today care more than ever before about the products
they buy, and they also want those products to be kind to the environment. Green
marketing protects customers from shady merchants and works to eliminate fraudulent
practices, such as grey marketing and food adulteration. Green advertising is seen as a
method for preserving the planet for generations to come. As more people become
aware of the importance of taking care of our planet, a new market—the green
market—has emerged, and with it, green marketing's potential to improve
environmental security. Therefore, the purpose of this chapter is to elaborate on green
marketing concepts.

Keywords: Distribution, Green, Marketing, Price, Product.
INTRODUCTION

Green advertising (GA) helps us save the planet for the next generation. It
improves environmental security. A new business, known as the green market,
has emerged in response to rising environmental awareness. Hotels need to
implement comprehensive green practices to compete in today's market (Perera &
Pushpanathan, 2015). The use of plastic and plastic-based products can be
reduced with the use of green marketing. Since plastic does not decompose, it
should not be used on Earth. One plastic item will remain on Earth indefinitely.
Imagine how much trash would accumulate if everyone kept using plastic in the
same way they do now. Instead of the natural beauty we witness now, we shall see
forests and the oceans full of plastic (Bhasin, 2019). Green marketing encourages
consumer interest in the purchase of ecologically responsible items (Groening et
al., 2018). The idea of GM is rising to prominence around the world. “Green”
advertising, with its close ties to environmental protection, is increasingly seen as
a powerful marketing strategy (Hasan & Ali, 2015) that can be applied to the
promotion of a wide range of products, services, and ideas. A new business
opportunity has opened up for the global economy as a result of the recent rise in
environmentally conscious consumers. Since the 1980s, academics have shown an
increasing interest in GM and other strategies for environmental
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protection. Green marketing and related ideas have gained traction since the early
1990s (Leonidou et al., 2015). Understanding green purchase intention is crucial
now more than ever before, due to developments in environmental, scientific, and
networking technologies, such as the internet, and increased public awareness and
concern regarding ecological challenges, including a growing population and
global climate change (Cohe, 2014; Majeed et al., 2022). Creating an
environmentally friendly product, employing environmentally friendly packaging,
implementing sustainable company processes, and concentrating marketing
efforts on messaging that highlights the product's environmental benefits are all
examples of green marketing. Green marketing, as defined by the American
Marketing Association, is the promotion of goods widely believed to be harmless
to the natural environment. As a result, green marketing encompasses a wide
range of actions, including adjusting products, processes, and packaging, as well
as revising advertising approaches. Companies employ green marketing to try to
solve problems with costs or profits. Consumers, corporations, and governments
all play critical roles in putting green marketing into action. However, its
implementation is hampered by a number of factors, including a lack of consumer
awareness, financial restrictions, a lack of robust scientific information, a dearth
of stringent rules, and the pressures of competition. Creating and promoting goods
and services that meet the demands of green-conscious clientele without
sacrificing quality, performance, affordability, or convenience is what “green
marketing” is all about. Hence, this chapter aims to discuss the green marketing
mix of contemporary firms.

LITERATURE
Theoretical Foundations of Green Marketing

Green marketing, which refers to the promotion of environmentally friendly
products and practices, is grounded in several theoretical frameworks that help
explain consumer behavior and guide organizational strategies toward
sustainability. Among the most influential theories underpinning green marketing
are the Theory of Planned Behavior (TPB), Stakeholder Theory, and the
Resource-Based View (RBV).

The Theory of Planned Behavior (TPB), developed by Ajzen, posits that human
behavior is driven by behavioral intentions, which are, in turn, shaped by attitudes
toward the behavior, subjective norms, and perceived behavioral control. Within
green marketing, TPB provides a lens to understand how consumers' attitudes
toward the environment, the influence of societal norms (such as peer and media
pressures), and their perceived ability to make eco-friendly choices impact their
purchasing decisions. For instance, a consumer may intend to buy a sustainable
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product if they believe it benefits the environment (attitude), if their peers support
green practices (subjective norms), and if they feel empowered to make such
purchases (perceived control).

Stakeholder Theory extends the focus of business decisions beyond shareholders
to encompass all relevant stakeholders, including customers, employees,
communities, suppliers, and regulators. In the context of green marketing, this
theory underscores the need for businesses to address the environmental concerns
of various stakeholder groups. For example, a company that communicates its
sustainability efforts transparently and engages its stakeholders in environmental
initiatives can build trust, loyalty, and a positive brand image. Effective green
marketing thus requires an inclusive strategy that acknowledges and responds to
the expectations of all interested parties.

Ultimately, the Resource-Based View (RBV) of the firm emphasizes that a
sustainable competitive advantage originates from the firm’s unique internal
resources and capabilities. When applied to green marketing, RBV suggests that
an organization’s commitment to sustainability—manifested in green
technologies, sustainable supply chains, and eco-innovation—can serve as a
distinctive competency. Such green initiatives not only enhance environmental
performance but also offer a marketing edge by differentiating the company in a
competitive market. Together, these theories offer a robust foundation for
understanding and implementing green marketing strategies. They illustrate that
successful green marketing is not merely about product promotion but involves
aligning organizational values, stakeholder interests, and consumer behavior
toward the broader goal of environmental sustainability.

GREEN MARKETING (GM)

A “green consumer” is someone who does not buy products that could potentially
harm them or others in some way, such as through their manufacture, use, or
disposal; their excessive consumption of energy; their generation of unnecessary
waste; their reliance on materials from endangered species or ecosystems; their
cruel treatment of animals; their negative impact on countries outside of their
own; etc. Most people mistakenly believe that “green marketing” only applies to
the advertising or promotion of products that have positive effects on the
environment (Polonsky, 2017). Sustainability marketing and ecological marketing
are two synonyms that mean essentially the same thing. Green marketing's
primary objective is to advance a company's position in the market by increasing
the product's visibility in the consumers’ minds. All participants in the supply
chain must have the same green marketing goals if this is to be achieved. Some of
the most critical parts of a green marketing strategy are “market segmentation,
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CHAPTER §

Factors Determining the Adoption of Green
Marketing

Abstract: Green marketing is an emerging practice with the overarching goal of
reducing environmental impact across the product life cycle. Internal and external
factors significantly contribute to the implementation of green marketing in any
business. Therefore, the purpose of this chapter is to identify and clarify the key
elements that hinder the spread of green marketing. The internal and external elements
that influence the adoption of green marketing are identified and classified following a
thorough literature review. External influences include stakeholder pressure,
competition, consumer behavior, business social responsibility, government and
legislation, among others. Internal factors, on the other hand, encompass price, owner-
manager attitude, and top-management perception and action. The findings of this
chapter will help people learn that green products are not only beneficial for health but
also for the environment, and that a healthy, sustainable ecosystem is essential to
human life.

Keywords: External, Factors, Green, Marketing, Internal.
INTRODUCTION

Managers are under pressure from the global economic crisis and shifting
attitudes about CSR to incorporate sustainability into the performance of the
marketing mix. As a result, “green marketing” has emerged as a distinct school of
thought in the field (Gurau & Ranchhod, 2005). Businesses that adopt a green
marketing perspective demonstrate to their stakeholders a commitment to
environmental responsibility. Considerable demands can be seen coming from
both the outside environment (authorities, competitors, customers) and from
within (efficiency, competitive superiority). Organizational shifts, including the
adoption of green marketing tactics, are being made by hotels in response to
internal and external pressures to become more environmentally responsible.
However, on a broader level, the adoption of green marketing is not limited to
specific activities of a function of the organization; rather, it represents a
paradigm shift applied to all employees of the organization, who must come to
terms with the interconnectedness of their workplace, the natural world, and the
larger community (Rani & Kaur, 2019). As a result, the hotel industry as a whole
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must work on embracing green marketing, rather than just the marketing
department. The shift in consumer behavior toward making purchasing decisions
based on environmental concerns necessitates hotels to adopt green marketing
practices (Leonidou et al., 2013). Furthermore, the marketing function serves as
the hotel's calling card, as it is the first to reassure guests that the establishment is
committed to sustainable practices. In most nations, the hospitality industry is
subject to minimal regulatory oversight for environmental concerns (Leonidou et
al., 2013). Many hotels, however, are taking proactive measures to improve their
environmental performance through the adoption of voluntary programs,
practices, ecological initiatives, and green marketing activities (Hussain et al.,
2020). Numerous studies have highlighted the importance of adapting marketing
strategies to reflect the growing environmental consciousness of consumers.
There appears to be a case of marketing myopia at work in the sector of durable
goods promotion, with most shifts in approach being more superficial than
substantive. This trend suggests that businesses are merely adjusting their
marketing communications to create the impression that they are embracing green
marketing methods (Thakur & AlSaleh, 2018). In fact, there appears to be
widespread ambiguity about what really constitutes “green” in marketing (Mathur
et al., 2018). Several critical success elements for implementing green marketing
into a company have been identified in the literature. As the topic of
environmental sustainability gains prominence, many people are discussing how it
affects various aspects of their daily lives, including their consumption habits and
the disposal of items they no longer need. Companies are increasingly adopting
environmentally friendly advertising and marketing strategies to influence
consumer decisions. The primary objective of this chapter is to investigate the
elements that influence green marketing, providing vital insights to businesses
about the potential effects of these aspects.

This chapter provides researchers and marketing professionals with a thorough
examination of the considerations that inform the decision to adopt a green
marketing focus. Literature reviews have revealed that both internal and external
factors might influence a company's decision to adopt a green marketing strategy.
All other aspects are either direct or indirect, and their controllability varies
accordingly. Researchers and managers can leverage the chapter's findings by
adopting a green marketing approach. This research could inform producers that
they must adhere to recently enacted laws mandating the use of ethical production
methods while developing environmentally friendly products.
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LITERATURE

Green Marketing

To generate and facilitate a form of trade where people's requirements are met
with minimal impact on the planet's resources, “green marketing” encompasses a
wide range of marketing operations and tactics designed to inspire and maintain
environmentally conscious consumers’ views and behaviors (Chen & Chang,
2013). These changes represent a widespread effort in today's commercial world,
including the hotel industry, to secure long-term growth and consider the interplay
between companies, communities, and the natural world. The company must
consider natural reasonableness, social ideals, and sustainability in order to
maintain the environment. It is also important to draw lines between moral and
immoral behavior. As a result, while green marketing may have seemed like a
radical concept a few years ago, it is now an absolute necessity if we are to rescue
our planet. In addition, Nguyen et al.(2019) identified the growing recognition
that environmental imbalance poses a significant threat to human survival as a
notable shift in consumer behavior. The motivation behind marketing durable
goods is being shaped by an increasing understanding of health problems, a desire
to give back to nature, a sense of altruism, growing awareness of behavioral and
response notions, and an interest in taking actions that benefit the environment.
The incorporation of “green marketing practices” into consumer goods is
expected to include a protracted process that begins with product certification and
extends to modifications to the product's characteristics, logistics, initial material
selections, packaging-based inventiveness (Dubihlela & Ngxukumeshe, 2016),
and retail-based advertising opportunities (Lingam et al., 2022). Employees can
be attracted to and kept by a company that is actively striving toward sustainable
development, as noted by Rani and Kaur (2019). People who recycle, go
paperless, drive hybrid cars, reduce water usage, and take steps to preserve energy
are seen as innovative and knowledgeable.

FACTORS DETERMINING THE ADOPTION OF GREEN MARKETING

In today's market, companies that make an effort to be more environmentally
friendly are seen as forward-thinking and innovative (Dangelico & Pontrandolfo,
2010). Market prospects, environmental legislation, competitive constraints, and a
sense of social responsibility are all major factors propelling the rise of green
marketing (Mishra & Sharma, 2010). New environmental considerations and
other elements are included in the conventional marketing mix (4Ps of
marketing). The focus is also given to product, pricing, marketing, and
distribution of eco-friendly goods. According to AlFugaha and AlSaifi (2015),
these elements include laws aimed at preserving the environment, a scarcity of
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CHAPTER 6

Green Packaging

Abstract: Sustainable packaging is on the rise as businesses become increasingly
aware of the need to minimize their negative impact on the environment. Sustainable
packaging refers to the practice of creating packages that are environmentally friendly
without compromising functionality. Sustainable packaging can reduce the
environmental impact of manufacturing by minimizing waste and pollution, while also
lowering operational costs. This chapter examines three key areas: types of green
packaging, the benefits of green packaging, and the challenges of green packaging.

Keywords: Environment, Green, Marketing, Packaging, Sustainable.
INTRODUCTION

Sustainable packaging, also known as “green packaging,” is gaining attention
from academics and industry professionals worldwide. Companies are developing
novel lines of products for sustainable, reusable packaging, which necessitates
either the installation of new filling lines to accommodate the new packaging
types or the formation of a partnership with packaging suppliers (Wandosell ef al.,
2021). The use of sustainable packaging solutions has moved beyond the
voluntary stage. Sustainable packaging techniques are increasingly being required
of enterprises by government requirements, consumer preferences, and corporate
standards. These concerns about the environment are driving the adoption of
greener packaging options, which could ultimately result in cost savings for
businesses in the long run (Shah, 2022). It appears that businesses are cognizant
of the need for sustainable packaging; nevertheless, internal and external
constraints may prevent them from fully embracing these practices (de Koeijer et
al., 2017). Environmental and cost-based regulations on packaging procedures
provide challenges that have been studied in the past (Afif et al., 2022). Adoption
barriers to green packaging, such as the packaging used by stores, have also been
studied in research. This chapter examines three key areas: types of green
packaging, the benefits of green packaging, and the challenges of green
packaging.
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LITERATURE

Theoretical Framework: Guiding Perspectives on Sustainable Packaging

This chapter draws on two foundational theories—Stakeholder Theory and the
Triple Bottom Line Framework—to critically examine the strategic role of
sustainable packaging in contemporary business environments. These theoretical
lenses provide the conceptual grounding necessary for understanding how green
packaging aligns with both corporate objectives and societal expectations.

Stakeholder Theory (Freeman, 1984)

Stakeholder Theory posits that the success of a business depends on its ability to
manage relationships with a wide array of stakeholders, including consumers,
employees, regulators, investors, and advocacy groups. Unlike the traditional
shareholder-centric view, this theory emphasizes broader accountability.
Sustainable packaging is a strategic response to the rising expectations of these
diverse stakeholders. For example, environmentally conscious consumers demand
reduced plastic use, while regulators impose stricter waste management policies.
Investors are increasingly considering ESG (Environmental, Social, and
Governance) performance in their investment decisions, and NGOs are exerting
pressure through campaigns and audits. By adopting green packaging solutions,
firms demonstrate responsiveness to these stakeholders, thereby enhancing
legitimacy, brand reputation, and long-term viability.

Triple Bottom Line (Elkington, 1997)

The Triple Bottom Line framework expands the definition of corporate success
beyond financial profitability to include social equity and environmental
stewardship. This “people, planet, profit” approach advocates for a holistic
performance metric. Sustainable packaging directly contributes to this model by
reducing environmental harm (e.g., through the use of biodegradable materials),
improving social outcomes (e.g., through fair trade and ethical sourcing
practices), and maintaining economic efficiency (e.g., through cost savings
resulting from material reduction). Organizations that integrate sustainable
packaging into their operations signal their commitment to responsible business
practices across all three dimensions, thereby reinforcing their sustainability
credentials and future-proofing their brand. Together, these theories establish a
solid analytical foundation for assessing how sustainable packaging is not merely
a technical or operational decision but a strategic imperative shaped by complex
external pressures and internal value commitments.
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GREEN PACKAGING

In order to ensure that products are both efficient and secure for people and for the
environment, “green packaging,” also known as “eco-green packaging,” “eco-
friendly packaging,” “sustainable packaging,” or “recyclable packaging,” employs
environmentally friendly materials for packaging purposes. Green packaging
refers to packagings that have a minimal impact on the natural world. This is
accomplished through the utilization of renewable energy sources and the use of
environmentally friendly resources (such as recyclable or biodegradable
containers and packaging features) (Owens, 2019). In a nutshell, environmentally
conscious packaging means being conscientious of the company's impact on the

environment.

TYPES OF GREEN PACKAGING

Packaging Made from Mushrooms

Mycelium, the root-like structure of mushrooms, is used to bind together
agricultural waste in mushroom-based packaging. Though it may sound like an
experimental wrap from a vegan restaurant, mushroom packaging has proven
effective in commercial applications. Mycelium-based materials are formed by
growing the fungus around agricultural waste, creating a strong, biodegradable
packaging solution that is environmentally friendly and breaks down quickly.

Biodegradable Packaging / Compostable Containers

The materials used in this package are biodegradable. This packaging does not
need to decompose within a certain amount of time in order to be considered
biodegradable. Biodegradable packaging has the advantage of being completely
non-polluting after it has decomposed. Biodegradable packaging refers to any
type of packaging that can be decomposed into harmless or useful substances,
such as water, carbon dioxide, or compost, by the action of microorganisms,
fungi, or enzymes from the environment. Paper, cardboard, starch, cellulose, and
biopolymers are just a few of the elements that can be used to create
biodegradable packaging. The use of biodegradable packaging is beneficial to the
circular economy, as it helps reduce the amount of plastic waste that ends up in
landfills, oceans, and incinerators. There are several ways in which biodegradable
packaging can help businesses, consumers, and the planet. Biodegradable
packaging offers numerous environmental benefits, including reduced greenhouse
gas emissions, conservation of energy and resources, and the avoidance of
pollution and biodiversity loss. It also provides social advantages, such as
improved public health, increased green job opportunities, and greater awareness
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CHAPTER 7

Green Marketing Communication

Abstract: Rapid growth in environmental concerns has compelled corporations to
implement environmental safeguards. Green communication is a method of spreading
awareness about environmental consciousness that helps both businesses and the world
around them. Corporate communications, product display and presentation, eco-
labeling, and packaging are some of the effective methods of green marketing
communication described in the literature. Green communication, when grounded in
best practices, can serve as a vital part of eco-conscious businesses.

Keywords: Companies, Communication, Eco, Environment, Green, Marketing.
INTRODUCTION

Green marketing communication comes under the concept of green marketing
(GM). Green marketing is defined by Cheema and Shankar (2011) as an all-
encompassing approach to advertising that aims to reduce environmental impact
throughout the product life cycle. The growing public and corporate awareness of
environmental constraints, such as climate change, non-biodegradable solid waste,
and pollution, has further fueled this green marketing trend. Although adopting a
green marketing approach may seem costly initially, it will ultimately pay off.
According to Kusuma et al.(2017), “green marketing” can also be understood as a
business strategy for achieving organizational objectives by using marketing mix
components that prioritize environmental safety. The goal of green marketing is to
attract new customers and retain existing ones who value environmental
sustainability. Organizations need to focus their efforts on creating green products
that meet the demands of the local market, as customer demand for
environmentally friendly goods increases (Mogaji et al., 2022). In the context of
sustainability, communication is the most potent force for promoting any concept,
product, or service. To sensitize and influence consumption patterns in favor of
protecting the world, information must be informative, believable, and
convincing. Marketers are increasingly aware of the necessity to implement an
effective communication strategy in light of the growing importance of customers
in terms of responsible or sustainable consumption for sustainable development.
According to Trivedi, Trivedi, and Goswami (2018), firms can maintain their
customers' interest and involvement by maintaining open lines of communication
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with them. Green marketing communication refers to the dissemination of
information about a company's efforts to promote environmental sustainability
through its marketing activities. Companies that have engaged in “green”
activities, as defined by Goel and Sharma (2017), should create green marketing
communications that can be exploited as a competitive advantage. According to
Puspitasari et al.(2021), green marketing has a notable impact and a beneficial
influence on consumer perceptions. If more effort is put into green marketing,
consumers' opinions of organic foods are likely to improve.

It is well accepted that green marketing communication can affect both consumer
behavior and the public's perception of a company. All business communication
continues to be scrutinized by a public that is becoming more aware of
sustainability. Long-term solutions to this problem may include green
communication. Ecological advertising has two primary goals: (1) to introduce
customers to the company and the product, so that they become familiar with the
merits of utilizing the company's products and the benefits of the firm's
environmentally friendly operations, and (2) To persuade customers to go with the
product that will not hurt the environment, to alter their impression of it, and to
pique their interest in it. Additionally, it informs and directs consumers toward
sources of eco-friendly goods and services. However, firms in emerging
economies have struggled to fully integrate their marketing communications with
a green orientation, so green marketing communication has been underutilized. To
promote the use of efficient green integrated marketing communication, this
chapter employed a literature review strategy to create a comprehensive
framework for green integrated marketing communications.

The Chapter's Contributions

The state of the global socio-ecological system is widely recognized as having a
direct impact on the global economy. This chapter provides an in-depth review of
the current literature on green marketing communication. This is the first and only
comprehensive evaluation of green marketing communication, making it an
invaluable resource for researchers and practitioners alike. Green living is on the
rise, and this research makes significant contributions to the study of green
marketing communication. It adds to the literature by establishing a link between
green marketing communication and consumer understanding. Companies are
under increasing pressure to adjust their management practices to account for
externalities due to a shifting business climate. In order to keep up with the rapid
pace of change, businesses and communities must develop novel approaches to
problem-solving and organizational structures. It has been argued that to achieve
maximum value, businesses must consider not only financial but also ethical and
social capital. Aligned with this perspective, there are strong theoretical grounds
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for believing that ethical employee behavior contributes positively to business
success.

LITERATURE

Theoretical Foundations of Green Marketing

Green marketing, which refers to the promotion of environmentally friendly
products and practices, is grounded in several theoretical frameworks that help
explain consumer behavior and guide organizational strategies toward
sustainability. Among the most influential theories underpinning green marketing
are the Theory of Planned Behavior (TPB), Stakeholder Theory, and the
Resource-Based View (RBV).

The Theory of Planned Behavior (TPB), developed by Ajzen, posits that human
behavior is driven by behavioral intentions, which are in turn shaped by attitudes
toward the behavior, subjective norms, and perceived behavioral control. Within
green marketing, TPB provides a lens to understand how consumers' attitudes
toward the environment, the influence of societal norms (such as peer and media
pressures), and their perceived ability to make eco-friendly choices impact their
purchasing decisions. For instance, a consumer may intend to buy a sustainable
product if they believe it benefits the environment (attitude), if their peers support
green practices (subjective norms), and if they feel empowered to make such
purchases (perceived control).

Stakeholder Theory extends the focus of business decisions beyond shareholders
to include all relevant stakeholders, including customers, employees,
communities, suppliers, and regulators. In the context of green marketing, this
theory underscores the need for businesses to address the environmental concerns
of various stakeholder groups. For example, a company that communicates its
sustainability efforts transparently and engages its stakeholders in environmental
initiatives can build trust, loyalty, and a positive brand image. Effective green
marketing thus requires an inclusive strategy that acknowledges and responds to
the expectations of all interested parties.

Ultimately, the Resource-Based View (RBV) of the firm emphasizes that a
sustainable competitive advantage originates from the firm’s unique internal
resources and capabilities. When applied to green marketing, RBV suggests that
an organization’s commitment to sustainability—manifested in green
technologies, sustainable supply chains, and eco-innovation—can serve as a
distinctive competency. Such green initiatives not only enhance environmental
performance but also offer a marketing edge by differentiating the company in a
competitive market. Together, these theories offer a robust foundation for
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