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Understanding 
Green Marketing

In recent times, people’s attention 
towards environmental issues like climate 
change has increased. This scenario 
presents itself as a turning point, where 
increased number of people have been 
considering these issues more than 
ever. They are everywhere – from the 
newspapers offering tips on going green 
to famous people discussing about it 
on TV, and even at big award shows 
like the Oscars. Figures like Arnold 
Schwarzenegger are speaking up about 
the environment. These discussions, 
however, aren’t limited to famous faces 
and flashy events. The intensity has gone 
deeper. Studies indicate an increased 
number of people contemplating climate 
change, especially when news about 
floods or other extreme events surfaces. 

That’s where green marketing comes in. 
For the public, it’s a way to inspire change 
and encourage others to live greener 
lives and take care of the planet. For 
businesses, it’s a chance to showcase their 
accountability towards the environment 
while making it a means to connect with 

customers with similar aspirations. This 
has, therefore, become the hot cake – 
theories are put together speculating that 
it is the next big thing.  

Amid this increased excitement, the 
true meaning of green marketing is still 
masked. It’s a question that hovers around 
us, doubting our efforts if they are making 
a real difference. Hence, if we do not 
become careful enough, all this would 
end up being a mere show and doing 
nothing good for the planet. Instead, with 
so many people in the advertising world 
with little knowledge about going green, 
we could make some big mistakes thereby 
upsetting the public.  

As we step into this new era of marketing, 
we, therefore, need to be cautious. Our 
efforts should be guided by knowledge, 
integrity, and forward thinking. Surely, 
the roads ahead are full of challenges, but 
they also present endless opportunities 
to bring about change in how we treat 
the Earth and make things better for the 
future.
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The Green Consumer Bandwagon
In 1989, there was a notable surge in enthusiasm 
for environmental friendliness. It seemed as 
though everyone was eager to jump on the green 
bandwagon, following the trend without much 
critical thought. This “bandwagon effect” often 
results in blindly following trends without rational 
consideration. While sometimes it leads to positive 
outcomes, such as the swift adoption of new 
technologies, other times it amounts to mere hype 
with little substance, akin to the panic surrounding 
the Y2K bug.

The late 1980s witnessed numerous environmental 
disasters worldwide, ranging from floods 
to earthquakes, which ignited a surge in 
environmental awareness. The UK Green Party 
even achieved a record 15% of the vote in the 1989 
European elections. People were engrossed in 
literature like “The Green Consumer Guide,” while 
major corporations hurried to showcase their eco-
friendly products. It appeared as though everyone 
was embracing the green movement.

However, as time elapsed, the initial excitement 
waned. Some early green products failed to meet 
expectations, either due to high costs or poor 
performance. Even industry giants like Iceland, 
a frozen food retailer, suffered setbacks after 
experimenting with an all-organic approach, 
resulting in lost customers.

How can we avoid repeating these mistakes? How 
can we execute green marketing effectively this 
time around? The solution lies in understanding 
its core principles – being green is not merely 
about profitability but genuinely caring for the 
environment and effecting real change.

Green marketers must grasp the complexities 
of environmental issues, which often prove 
contentious and multifaceted. Mere rhetoric is 
insufficient; companies must translate words into 
action. This necessitates bold, transformative 
initiatives rather than minor adjustments. The goal 
is to devise win-win solutions that benefit both 
businesses and the planet. While challenging, this 
approach is the only viable path forward, fostering 
tangible progress and making a genuine impact.

Harmonizing Nature and Commerce: Green 
Marketing’s Role in Nepal’s Sustainable 
Future
Nepal’s abundant biodiversity and verdant forests 
have long been integral to its cultural, economic, and 
environmental identity. However, alarming statistics 
now reveal a troubling decline in forest cover over 
the years. In 1979, forests blanketed 38% of Nepal’s 
landscape, yet projections suggest that by 2025, this 
figure will plummet to a mere 23%. This decline 
cannot be solely attributed to timber harvesting; 
expanding agricultural activities have also played a 
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significant role. Indeed, the agricultural land area 
has steadily increased from 0.15 million sq.km in 
1910 to 0.54 million sq.km in 2022.

The consequences of deforestation extend far 
beyond environmental concerns. The loss of forest 
cover has led to approximately 0.8% reduction in 
agricultural GDP annually, primarily due to climate 
change-induced events. These impacts exacerbate 
the challenges faced by communities reliant on 
forests for their livelihoods.

Amidst these challenges, the importance of 
Nontimber Forest Products (NTFPs) emerges as 
a critical component of Nepal’s socio-economic 
landscape. NTFPs encompass over 700 species of 
medicinal and aromatic plants, along with a myriad 
of other forest resources. They play a vital role in 
sustaining local livelihoods and ecosystems alike. 
The NTFP supply chain, however, faces numerous 
obstacles, including inadequate infrastructure, 
exploitative trade practices, and ambiguous 
regulatory frameworks. 

Addressing these challenges is crucial for 
safeguarding both Nepal’s forests and the 
communities reliant on them.

To tackle these issues and ensure the sustainability 
of NTFP supply chains, multifaceted approaches are 
imperative. Resource management strategies should 

include regular assessments of NTFP availability, 
the adoption of sustainable harvesting practices, 
and the empowerment of local communities 
through community-based forest management 
initiatives. Furthermore, value chain development 
initiatives, such as value addition and fair trade 
practices, aim to enhance the economic viability of 
NTFPs while fostering transparent and equitable 
market relationships.

Social and institutional factors highlight the 
importance of gender inclusivity, integration of 
indigenous knowledge, and policy advocacy in 
promoting sustainable management of NTFPs. 
Collaborative governance mechanisms facilitate 
stakeholder engagement and coordination, 
enabling collective efforts toward conservation 
and livelihood enhancement. Monitoring and 
evaluation mechanisms are pivotal in ensuring the 
effectiveness of interventions, facilitating adaptive 
management and informed decision-making.

In conclusion, the sustainable management of 
NTFPs not only safeguards Nepal’s natural heritage 
but also paves the way for inclusive development 
and environmental resilience. By embracing green 
marketing initiatives that prioritize environmental 
stewardship and community well-being, Nepal 
can navigate toward a future where economic 
prosperity coexists harmoniously with ecological 
sustainability.
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The Green Challenges
The latest reports on climate change from the IPCC 
(Intergovernmental Panel on Climate Change), 
published in March 2023, depict a stark reality. They 
warn that continued greenhouse gas emissions 
will result in escalating global warming, with 
projections suggesting a rise of 1.5°C in the near 
future. This warming trend will exacerbate various 
hazards, amplifying their impact on our planet. 
However, the reports also offer a glimmer of hope, 
indicating that significant reductions in greenhouse 
gas emissions could slow down global warming 
within two decades.

But let’s set aside the scientific jargon for a moment 
and consider what all this means for us. It’s 
comparable to a doctor revealing a life-threatening 
diagnosis to a patient. It necessitates significant 
changes in our lifestyles to mitigate the impending 
crisis.

Environmentalists often refer to our ecological 
“footprint” – a measure of our impact on the 
environment. According to the WWF, the UK lives 
a “three-planet lifestyle,” meaning it consumes 
resources at a rate that would require three Earths 
to sustain. And the situation is even worse in the 
USA, with a “five-planet lifestyle.”This concept 
of the ecological footprint is a powerful tool 
that simplifies a complex issue, something that 
marketers should take note of.

As marketing professionals, it’s imperative that 
we grasp the implications of climate change 
for our objectives. It’s no longer solely about 
selling products; rather, it’s about advocating for 
sustainable lifestyles. This entails a significant 
reduction in resource consumption by individuals 
in developed countries. While daunting, it’s an 
essential endeavor for the survival of our planet. 
Some may argue that addressing climate change 
falls solely on the shoulders of governments and 
large corporations. We, however, must acknowledge 
our role as consumers. Our choices dictate the 
demand for products and services, thereby 
influencing industries and policies. Relying solely 
on regulations is insufficient; a shift in consumer 
behavior is necessary to enact meaningful change.

This brings us to the crux of the matter: why 
should individuals alter their habits as urgently 
as governments act on international agreements? 
The answer lies in our collective impact. Each of 
us contributes to environmental degradation, but 
collectively, we possess the power to reverse it. 
Moreover, it’s not merely about saving the planet; 
it’s about preserving our own well-being. Ignoring 
the climate crisis relegates us to a state of moral 
stagnation. Conversely, taking action, no matter 
how small, imbues our lives with purpose and 
meaning.

As marketing professionals, we wield a unique 
opportunity to catalyze positive change. Climate 
change isn’t merely a problem; it’s a challenge 
brimming with innovative solutions. Embracing 
this challenge is crucial not only for our planet’s 
future but also for redefining our profession and 
business practices for the better. It’s time to harness 
our creative talents to inspire sustainable living and 
shape a brighter future for generations to come.

Sustainability – Pioneering Change from 
Within
The transition toward greener, more ethical, and 
responsible practices isn’t merely a strategic choice 
companies make to enhance their marketing 
image. We need not wait until a substantial portion 
of grocery sales are deemed ‘ethical’ to take 
action. Many major companies have long been 
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committed to Corporate Social Responsibility 
(CSR), with top management playing a pivotal role. 
These companies are actively engaged in projects 
aimed at embedding sustainability into every 
facet of their operations, including marketing. At 
times, the impetus behind green marketing is as 
straightforward as ‘because the board of directors 
mandates it!’

Sustainability transcends being merely an internal 
company movement; it serves as a bridge between 
business and environmental concerns. Defined by 
the UK government as ensuring a better quality of 
life for everyone, both now and in the future, it aims 
to achieve four primary objectives: social progress 
that meets everyone’s needs, effective protection of 
the environment, responsible utilization of natural 
resources, and maintenance of stable economic 
growth and employment levels.

Within the sustainability movement, two 
main perspectives emerge. One advocates for 
maintaining high economic growth rates for 
all countries, often termed the ‘green growth’ 
approach. It suggests that while changes are 
necessary, sacrifices such as giving up air travel 
may not be required. The other viewpoint posits 
that while growth is vital for developing nations 
to combat poverty, developed nations like those in 
the West should focus on living fulfilling lives by 
utilizing resources more efficiently. This perspective 
advocates for a reevaluation of how we measure 
economic success, moving beyond mere GDP 
growth or shareholder returns.

There is a growing awareness that endless 
consumer spending, fueled by easy credit and 
optimism in the housing market, is economically 
and environmentally unsustainable. We are 
beginning to recognize that ecological damage can 
have severe consequences for entire economies 
and societies. As noted by Nicholas Stern in his 
report on climate change economics, our actions 
in the coming decades could result in disruptions 
on a scale comparable to major wars or economic 
depressions.

What is Green Marketing?
Green marketing represents just the beginning 
when it comes to environmental preservation. 
While it plays a role, it’s not the primary driver 
of change. Companies like BASF and DuPont are 
actively working behind the scenes to enhance 
industry sustainability. They have implemented 
significant changes over the past decade, yet some 
argue that more substantial efforts are necessary, 
especially considering future challenges. For 
instance, DuPont has set an ambitious goal of 
achieving zero negative environmental impact, 
despite being an industrial chemical company.

While we may only be scratching the surface, our 
actions hold significance because they are visible 
to the public eye. We operate at the intersection 
where the internal operations of businesses and 
governmental policies intersect with everyday 
life. This is why big corporations committed to 
responsibility, innovative inventors creating new 
products and services, and movements advocating 
for cultural change all rely on us. We have the 
power to inspire and motivate people to make 
greener choices.

This is why an increasing number of companies 
and politicians are embracing green marketing 
strategies. It’s not just a matter of moral obligation 
but also a savvy business move. Marketing wields 
significant influence over people’s lifestyles 
and beliefs. While some criticize marketing for 
promoting consumerism, true environmentalists 
recognize it as an opportunity. They believe 
marketing can effectively persuade individuals to 
adopt more sustainable lifestyles. However, it’s not 

Lily Rhoads / Flickr
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without challenges. Most people are resistant to 
drastic lifestyle changes, so we must make green 
choices more appealing and normalized. Consider 
sandals, for instance. Once associated solely with 
environmental enthusiasts, they have evolved to 
meet the demands of urban life. As cities grow 
hotter, sandals with fashionable designs and 
improved soles are gaining popularity. Not only do 
they keep feet cool, but they also offer aesthetic 
appeal. Wearing sandals has become commonplace, 
with only older generations viewing them as 
unconventional.

Looking ahead, marketing must transcend mere 
promotion of existing products and instead 
pioneer new and improved concepts – be it 
products, services, or habits – that surpass current 
expectations. These transformative changes may 
initially seem unfamiliar, but effective marketing 
can normalize them. This parallels the role 
marketing played in popularizing computers over 
the past two decades. Now, the challenge for the 
next era lies in spearheading a new wave of green 
innovation.

However, there exists a misconception 
surrounding green marketing. Many believe it’s 

solely about endorsing environmentally friendly 
products, evoking terms like “Phosphate Free” 
or “Recyclable.” Yet, its scope extends far beyond 
such labels. Green marketing encompasses a 
broad spectrum, including consumer goods, 
industrial products, and even services. For 
instance, eco-friendly resorts now promote 
themselves as destinations where tourists can 
immerse themselves in nature while minimizing 
environmental impact.

Defining green marketing proves challenging. 
Various terms like “Green Marketing,” 
“Environmental Marketing,” or “Ecological 
Marketing” are used interchangeably. However, they 
all converge on a singular goal: meeting human 
needs and desires while minimizing harm to the 
environment. It’s about safeguarding the interests 
of both businesses and consumers, ensuring mutual 
benefit while preserving the planet.

In essence, green marketing transcends mere 
promotion of eco-friendly products; it heralds 
a paradigm shift in business practices, lifestyle 
choices, and environmental consciousness. While 
daunting, it presents a significant opportunity for 
positive transformation.

The Green Marketing Paradigm

Conventional Marketing Green Marketing
Consumers Consumers with Lifestyles People with lives

Products
“Cradle to grave” “Cradle to cradle”
Products Services
Globally sourced Locally Sourced

Marketing and 
communications

Product end-benefits Values
Selling Educating and empowering
One-way communication Creating community
Paid advertising Word of mouth

Corporate

Secretive Transparent
Reactive Proactive
Independent and autonomous Independent/ allied with stakeholders
Competitive Cooperative
Departmentalized Holistic
Short term-oriented/ profit-maximizing Long-term oriented/ triple bottom line
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Is Green Marketing on the Rise?
In today’s world, an increasing number of individuals prioritize environmental considerations when 
making a purchase. This shift is reshaping both how companies market their products and services and how 
consumers approach shopping.

A study conducted in 2022 revealed that 66% of people worldwide are willing to pay a premium for products 
and services that demonstrate a commitment to environmental sustainability. Notably, younger generations, 
such as millennials and Gen Z, exhibit a heightened interest in purchasing eco-friendly items.

Furthermore, the market for organic food continues to expand rapidly. Valued at approximately $183.35 
billion in 2022, it is projected to surge to $546.97 billion by 2032. This substantial growth underscores the 
increasing preference for organic food products, driven by the belief that they offer health benefits and 
contribute to environmental well-being.

The Five I's of Green Marketing

The Green Marketing Mix
A good green marketing strategy includes four key elements:

1. Product: Companies should prioritize the development of eco-friendly products that not only refrain 
from harming the environment but also have the potential to mitigate past damage.

2. Price: While these products may incur slightly higher costs, environmentally conscious consumers, such 
as LOHAS customers, are often willing to invest more for sustainability. 

3. Place: Distribution methods should be carefully considered, with an emphasis on eco-friendly packaging 
and the promotion of locally sourced and seasonal items from nearby farms.

4. Promotion: Companies should showcase their environmental certifications, such as CP or ISO 
14000, to demonstrate their commitment to the planet. Additionally, they can actively publicize their 
environmental initiatives and support for environmental causes. Implementing special sales promotions 
may be necessary to effectively market eco-friendly products.

Promotion PromotionPriceProduct
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The Green Marketing Challenge
In much of corporate social responsibility (CSR) endeavors, the emphasis often lies on avoiding negative 
impacts. However, what if we redirected our attention towards discovering and promoting positive initiatives 
instead? That’s precisely the focus of our discussion here.

So, here’s the crux of the matter: a significant challenge we face stems from our lifestyle, particularly our 
consumption patterns, which contribute significantly to environmental degradation. Initiating small changes, 
such as powering off electronic devices when not in use or refusing plastic bags, represents a commendable 
starting point. Nevertheless, broader discussions about the fundamental aspects of our lifestyles are 
imperative.

In the realm of marketing, the objective is no longer confined to merely selling products. It now extends to 
making a constructive contribution to both the environment and our societal values. Fortunately, a shift is 
already underway in how companies approach marketing. Rather than relying on flashy advertisements, 
they are increasingly prioritizing transparency and education. Confronting environmental issues, however, 
poses considerable challenges. It necessitates a thorough examination of the repercussions of our actions. 
Regrettably, not everyone within the marketing sphere is fully onboard with this progressive approach. Some 
prioritize appearances over genuine impact.

We, however, can no longer rely solely on incremental changes. Addressing the climate crisis requires bold, 
transformative actions. This entails not only reimagining how we market products but also fundamentally 
reshaping our business practices.

Ultimately, green marketing transcends mere demonstrations of environmental friendliness. Its essence 
lies in effecting tangible changes that benefit society as a whole. Achieving this necessitates the generation 
of innovative solutions on a grand scale, akin to the pioneering efforts undertaken by select companies. 
Therefore, let us welcome novel ideas and embrace unconventional approaches without hesitation. After all, 
it is the impact we make that truly matters, not just our outward appearances.
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The 20 New Rules of Green Marketing
1. Green has gone mainstream. Not too long 

ago, only a small fraction of dedicated 
environmentally conscious consumers existed. 
Today, however, a staggering 83% of consumers, 
spanning from Baby Boomers to Millennials 
and Gen Ys, demonstrate varying degrees of 
concern for the environment. Furthermore, 
distinct groups of environmentally aware 
consumers have emerged.

2. Green is a new cool. Once dismissed as a 
passing trend for a niche demographic, 
environmental awareness has now gained 
widespread acceptance and even garnered 
a sense of fashionability. Individuals 
who embrace green living often serve as 
trendsetters, influencing others in their 
purchasing decisions. Moreover, celebrities 
and influential figures publicly endorse 
environmental causes, contributing to their 
increased popularity.

3. Greener products now boast comparable, 
if not superior, performance and are often 
deemed worthy of a premium price. Thanks 
to advancements in technology, environment-
friendly products have transcended their 
niche status and are no longer overlooked on 
store shelves due to their perceived inferior 
performance.

4. Green innovation inspires the development 
of products and services that not only offer 
enhanced consumer value but also strengthen 
brands and companies. Forward-thinking 
managers no longer view environmental concerns 
as a burden; rather, they see them as investments 
with the potential for substantial rewards.

5. Values significantly influence consumer 
purchasing decisions. Unlike in the past, where 
consumers primarily prioritized price, quality, 
and convenience, today’s consumers consider 
various factors such as the origin of products, 
manufacturing and packaging methods, 
disposal practices, and social impact, including 
labour conditions.

6. Adopting a life-cycle approach is imperative. 
While attributes like recyclability, organic 
certification, or energy efficiency are 
important, they alone do not ensure a product’s 
environmental friendliness. For instance, 
recycled items may still generate waste, 
organic products could undergo extensive 
transportation, and CFL bulbs contain mercury.

7. Manufacturer and retailer reputations have 
never been more crucial. Today’s consumers 
not only rely on recognized brand names when 
shopping but also scrutinize packaging and 
inquire about a product’s environmental and 
social credentials.

8. Shift the focus from saving the planet 
to personal benefits. Even the most 
environmentally conscious consumers no 
longer purchase products solely to “save the 
planet.” Nowadays, consumers choose greener 
brands to safeguard their health, save money, or 
simply because they perform better.

9. Businesses are defined by their philosophies. 
In the past, companies were identified by 
the products they manufactured, such as 
International Business Machines, General 
Foods, and General Motors.

10. Sustainability is a fundamental consumer need 
and an essential aspect of product quality. Being 
environmentally friendly is no longer merely 
a marketing strategy. Products must genuinely 
be eco-friendly, and brands must take social 
responsibility seriously.

11. Green products should embody new concepts 
and business models with significantly lower 
environmental impacts. Simply making 
incremental improvements to existing “brown” 
products won’t lead to sustainability. Instead, 
businesses must innovate and adopt entirely 
new approaches.

12. Services can often better meet consumer 
needs than ownership. Concepts like Zipcar 
and eBooks demonstrate that utility and 
convenience matter more to many consumers 
than ownership.

13. Brands must engage consumers through 
meaningful conversations across various media 
platforms, especially online. Traditional advertising 
alone cannot build loyalty among empowered 
consumers in today’s connected world.

14. Green consumers are heavily influenced 
by recommendations from friends, family, 
and trusted third parties, given widespread 
scepticism about traditional advertising and 
concerns about greenwashing.

15. Brands earn trust through radical transparency, 
disclosing both their positive and negative 
aspects. This approach builds credibility and 
fosters consumer trust.
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16. Green consumers understand that perfection is 
unattainable. While they expect high standards 
and continuous improvement, they recognize 
that absolute perfection is unrealistic.

17. Environmentalists are no longer seen as 
adversaries but as potential partners in driving 
change. Many environmental advocates now 
collaborate with industry, offering valuable 
guidance and expertise.

18. Nearly everyone is a stakeholder in corporate 
responsibility. Beyond customers, employees, 
and investors, diverse groups such as 
environmentalists, educators, and even future 
generations have a stake in companies’ actions.

19. Authenticity is crucial. Merely adding a 
recycling logo or making biodegradability 
claims isn’t enough. Brands must genuinely 
integrate sustainability into their products and 
operations to be viewed as authentic.

20. Keep it simple. Today’s consumers are reducing 
unnecessary purchases and eliminating gadgets 
and gizmos that don’t add value to their lives. 
They gravitate towards brands that align with 
their values and simplify their lifestyles.

 

Case Study: Revolutionizing Agriculture 
with Agrowave
In 2017, Anu Meena founded Agrowave in Delhi 
with a bold vision: to revolutionize the agricultural 
supply chain. The company’s mission is clear—to 
empower farmers by directly connecting them with 
businesses, eliminating middlemen, and ensuring 
fair prices for their produce.

1. Infrastructure Development

Agrowave has taken strategic steps to bridge the 
gap between farmers and businesses. They have 
established pick-up stations across key locations, 
serving as central hubs where farmers can bring their 
produce for aggregation. This infrastructure simplifies 
the selling process, making it more convenient and 
efficient for farmers.

2. Technology Integration

To facilitate selling for farmers, Agrowave has 
developed a user-friendly mobile application available 
on both iOS and Android platforms. Through this 
app, farmers can showcase their products and 
connect directly with potential buyers, eliminating 
intermediaries and maximizing profits.

3. Logistics and Payment

Agrowave has optimized logistics by deploying delivery 
trucks equipped with designated pick-up points 
at farm gates. This streamlined approach ensures 
the seamless collection of produce from farmers, 
reducing transportation costs and improving efficiency. 
Additionally, Agrowave ensures prompt payments to 
farmers, enhancing their financial stability.

4. Supply Chain Optimization

Agrowave leverages machine learning algorithms 
to optimize the supply chain. By analysing data 
and patterns, these algorithms determine the most 
efficient routes for product delivery, minimizing 
transit time and preserving freshness. This 
technology-driven approach enhances efficiency and 
reduces wastage along the supply chain.

5. Consumer Access

Thanks to Agrowave’s innovative solutions, consumers 
gain access to fresh vegetables sourced directly from 
farms. The company’s model emphasizes traceability, 
enabling consumers to track the journey of their 
produce from farm to table. This transparency 
builds trust and confidence in the food supply chain, 
ensuring consumers receive high-quality, nutritious 
products.

In summary, Agrowave’s pioneering efforts are 
transforming agriculture by empowering farmers, 
enhancing efficiency, and promoting transparency in 
the supply chain. With their innovative approach and 
commitment to sustainability, Agrowave is reshaping 
the future of farming and food distribution.

http://agrowave.in 
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Green Product Development 
and Innovation

In the 1970s, people began recognizing the 
environmental limitations, particularly after 
the release of the “Limits to Growth” report 
by the Club of Rome. This awareness was 
further heightened in 1974 when oil prices 
surged, we began to see that we were running 
out of places to dump our waste, recycling 
became a big deal. 

Some smart folks started writing papers and 
proposing designs for products that could be 
recycled after use, leading to the formulation 
of guidelines in 1993 for engineers to create 
recyclable products. Subsequently, in 
the early 2000s, attention shifted towards 
making products easier to disassemble, 
termed “design for disassembly.” But then, 
questions arose regarding the feasibility and 
cost-effectiveness of recycling everything. 
Extensive research projects in the late 
1990s delved into these inquiries, exploring 
recycling logistics and cost-efficiency.

By the mid-1980s, researchers directed 
efforts towards environmentally friendly 
production methods, aiming to utilize 
natural resources more judiciously and 

minimize manufacturing-related 
pollution. Additionally, there was a 
focus on selecting materials with lower 
environmental impacts. Despite these 
advancements, not everyone was sold on 
recycling. Critics argued that recycling, 
while feasible, did not always equate 
to environmental benefits and could 
sometimes exacerbate environmental 
harm.

To comprehensively assess a product’s 
environmental impact, researchers 
began scrutinizing its entire life cycle—
from production to usage to disposal. 
This holistic approach prompted 
the development of standardized 
assessment methods, such as life 
cycle assessment. Conducting such 
assessments, however, necessitated 
significant time, financial resources, and 
specialized environmental expertise. 
Consequently, researchers recognized 
the need for innovative approaches to 
product development that prioritized 
environmental sustainability. Studies 
corroborated this need, revealing vast 
potential for novel ideas in this realm.

NASA/Kim Shiflett
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The Product Life Cycle
Throughout a product’s lifecycle, from its inception 
to its disposal, there are numerous stages to 
consider. This encompasses sourcing raw materials, 
manufacturing the product, its usage, and eventual 
disposal.

Let’s delve into the details. Firstly, we have the 
“material processing” phase, which involves 
obtaining raw materials such as crude oil or bauxite 
and transforming them into semi-finished products. 
We will examine the processes involved, like 
steel and aluminium tube production, and trace 
the interconnectedness throughout the product’s 
lifecycle.

Moving on, we encounter the “production” phase, 
where the final product is manufactured. We will 
explore the various steps, including forming, 
machining, and surface treatments, while also 
assessing their environmental impacts.

Subsequently, we enter the “use” phase, during 
which the product serves its intended purpose, 
such as using a phone or driving a car. Here, we 
will analyse how consumer actions influence the 
environment, considering factors like energy 
consumption and product maintenance.

Finally, we reach the “end of life” phase, marking 
the product’s obsolescence and transition to waste. 
We will discuss recycling, disposal methods, and 
strategies for environmentally responsible waste 
management.

Understanding Material Processing in 
Product Life Cycles
In today’s interconnected global economy, 
understanding the intricacies of material 
processing throughout product life cycles is crucial 
for promoting sustainable development and 
maximizing resource utilization. From extraction to 
disposal, each stage of a product’s journey involves 
various processes that significantly impact the 
environment, economy, and society. This section 
explores the vital role of material processing, 
highlighting its importance in shaping product 
life cycles and offering insights into sustainable 
approaches.

1. The Importance of Material Processing

a. Material processing involves a variety of 
activities aimed at converting raw materials 
into finished products.

b. This includes stages such as extraction, 
refining, manufacturing, assembly, packaging, 
distribution, and disposal.

c.  Effective material processing is essential for 
optimizing resource utilization, reducing waste 
generation, and mitigating environmental 
impacts.

2. Environmental Implications

a. Material processing often precipitates 
environmental degradation through resource 
depletion, pollution, and habitat destruction.

b. The extraction of raw materials, such as 
mining and deforestation, can engender 
profound ecological repercussions.

c.  Manufacturing processes may engender 
greenhouse gas emissions, waste by-products, 
and chemical pollutants.

3. Sustainable Material Processing

a. Embracing sustainable practices is imperative 
for mitigating the adverse impacts of material 
processing.

b. Strategies encompass resource conservation, 
waste reduction, adoption of renewable 
energy, and deployment of eco-friendly 
technologies.

c.  Principles of circular economy, like recycling, 
remanufacturing, and product reuse, foster 
resource efficiency and waste minimization.

4. Innovation and Technological Advancements

a. Technological breakthroughs play a pivotal 
role in bolstering the sustainability of 
material processing.

b. Innovations in materials science, automation, 
and clean energy facilitate more eco-efficient 
production processes.

c.  Digitalization and data analytics 
streamline supply chain optimization, 
waste management, and product lifecycle 
monitoring.

5. Regulatory Frameworks and Corporate Accountability

a. Governments worldwide institute regulations 
to govern material processing activities and 
champion sustainable development.
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b. Corporate responsibility initiatives impel 
businesses to embrace environmentally 
sound practices and uphold ethical standards.

c. Collaboration among policymakers, 
enterprises, and civil society is indispensable 
for effecting a transition towards more 
sustainable material processing practices. 

Understanding material processing within product 
life cycles is pivotal for addressing environmental 
challenges, bolstering economic resilience, and 
ensuring social equity. Embracing sustainable 
practices, harnessing technological innovations, 
and fostering stakeholder collaboration are 
essential strides toward forging a more sustainable 
future.

Through a thorough examination of material 
processing intricacies, stakeholders can make 
informed decisions to augment the sustainability of 
products and industries, thus safeguarding the well-
being of both present and future generations.

Exploring the Production Phase of Product 
Life Cycles
The production phase of product life cycles 
represents a critical stage where raw materials 
are transformed into finished goods. This phase 
encompasses various activities, including 
manufacturing, assembly, quality control, and 
packaging, all of which contribute to shaping the 
final product. Understanding the intricacies of 
the production phase is essential for optimizing 
efficiency, quality, and sustainability throughout 
the product life cycle. This article delves into the 
nuances of production processes, highlighting their 
significance and impact on business operations and 
the environment.

1. Manufacturing Processes:

a. Manufacturing involves converting raw 
materials or components into finished 
products through environment friendly 
processes.

b. Different manufacturing methods, such as 
machining, molding, casting, and additive 
manufacturing, are utilized based on product 
specifications and requirements.

c. Automation and robotics play a crucial role in 
streamlining production processes, enhancing 
productivity, and minimizing errors.

2. Packaging and Logistics:

a. Packaging plays a crucial role in protecting 
products during storage, transportation, and 
distribution.

b. Sustainable packaging solutions, such 
as recyclable materials and lightweight 
designs, are gaining prominence to reduce 
environmental impact.

c. Efficient logistics management is essential 
for optimizing supply chain operations, 
minimizing transportation costs, and 
meeting customer demands.

3. Environmental Considerations:

a. The production phase of product life cycles 
has significant environmental implications, 
including energy consumption, waste 
generation, and emissions.

b. Adoption of green manufacturing practices, 
such as energy-efficient technologies and 
waste recycling, can reduce environmental 
footprint.

c. Life cycle assessment (LCA) methodologies 
help quantify environmental impacts 
associated with production processes and 
identify opportunities for improvement.

4. Innovation and Technology:

a. Technological advancements, such as 3D 
printing, Internet of Things (IoT), and 
artificial intelligence (AI), are transforming 
production processes.

b. Smart manufacturing concepts, including 
digital twins and predictive maintenance, 
enable real-time monitoring and 
optimization of production operations.

c. Innovation hubs and collaborative research 
initiatives drive continuous improvement 
and foster competitiveness in the 
manufacturing sector.

5. Regulatory Compliance and Standards:

a. Regulatory compliance with health, safety, 
and environmental regulations is paramount 
for manufacturers to operate responsibly.

b. Industry standards and certifications, such 
as ISO 9001 (Quality Management System) 
and ISO 14001 (Environmental Management 
System), provide frameworks for ensuring 
product quality and sustainability.
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c.  Adherence to ethical and social responsibility 
principles is increasingly emphasized by 
consumers, stakeholders, and regulatory 
bodies.

Exploring the production phase of product 
life cycles sheds light on the complexities and 
challenges inherent in manufacturing processes. 
By embracing technological innovation, 
adopting sustainable practices, and adhering 
to regulatory standards, manufacturers can 
optimize efficiency, quality, and environmental 
performance throughout the production phase. 
Moreover, fostering collaboration and knowledge-
sharing within the industry can drive continuous 
improvement and innovation, paving the way for 
a more sustainable and resilient manufacturing 
sector.

Analysing the Environmental Impact of 
Product Use
The environmental impact of products extends 
beyond their production and disposal phases to 
include their usage throughout their life cycle. 
Understanding and analysing the environmental 
consequences of product use is essential for 
implementing sustainable consumption practices 
and minimizing ecological footprints. This section 
delves into the complexities of assessing the 
environmental impact of product use, highlighting 
key factors and strategies for mitigating negative 
effects.

Life Cycle Assessment (LCA)

Life cycle assessment is a systematic approach used 
to evaluate the environmental impacts associated 
with a product’s life cycle stages, including 
production, use, and disposal. LCA considers 
various factors such as energy consumption, 
resource depletion, emissions, and waste 
generation during the use phase. Conducting 
a comprehensive LCA enables stakeholders to 
identify hotspots, prioritize improvement areas, 
and make informed decisions to minimize 
environmental impact.

Energy Consumption and Efficiency

The use phase of products often accounts 
for a significant portion of their total energy 
consumption and carbon emissions. Improving 
energy efficiency through product design, 

technology upgrades, and user behaviour changes 
can reduce environmental impact and operating 
costs. Energy-efficient appliances, vehicles, and 
buildings contribute to lower energy consumption 
and greenhouse gas emissions over their lifetime.

Resource Consumption and Conservation

Product use entails the consumption of various 
resources, including water, materials, and natural 
habitats. Promoting resource conservation 
through responsible consumption practices, such 
as recycling, reusing, and extending product 
lifespan, is essential for reducing environmental 
conservation. Sustainable consumption patterns, 
such as minimalism and circular economy 
principles, encourage users to prioritize durability, 
repairability, and resource efficiency when selecting 
and using products.

Emissions and Pollution

The use phase of products can result in emissions 
of pollutants, including greenhouse gases, volatile 
organic compounds (VOCs), and particulate matter. 
Adopting cleaner technologies, eco-friendly fuels, 
and emission reduction measures can mitigate air 
and water pollution associated with product use. 
Awareness campaigns and environmental education 
initiatives empower consumers to make informed 
choices and minimize their environmental footprint 
through conscious consumption habits.

Regulatory Frameworks and Policy Interventions

Governments and regulatory bodies enact 
policies and regulations to promote sustainable 
consumption and reduce environmental impact. 
Energy efficiency standards, eco-labelling 
schemes, and product stewardship programs 
incentivise manufacturers and consumers to adopt 
greener practices. Collaborative efforts between 
policymakers, industry stakeholders, and civil 
society are essential for implementing effective 
policy interventions and driving systemic change 
towards sustainable consumption patterns.

Analysing the environmental impact of product 
use is essential for achieving sustainability goals 
and mitigating environmental degradation. By 
conducting comprehensive life cycle assessments, 
promoting energy efficiency and resource 
conservation, and encouraging responsible 
consumption behaviour, stakeholders can minimize 
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the ecological footprint associated with product use. 
Moreover, fostering collaboration and knowledge-
sharing across sectors can accelerate the transition 
towards a more sustainable and resilient economy, 
ensuring the well-being of present and future 
generations.

Managing Waste in the End-of-Life Phase 
of Product Life Cycles
The end-of-life phase of product life cycles presents 
significant challenges in waste management and 
environmental sustainability. As products reach 
the end of their useful life, proper disposal and 
treatment of waste become critical to mitigate 
negative impacts on ecosystems, human health, and 
natural resources. This section explores strategies 
and best practices for effectively managing waste 
during the end-of-life phase, emphasizing the 
importance of circular economy principles and 
responsible stewardship.

1. Recycling and Recovery:

a. Recycling plays a crucial role in diverting 
waste from landfills and conserving valuable 
resources.

b. Establishing efficient recycling infrastructure 
and collection systems facilitates the recovery 
of materials such as metals, plastics, glass, 
and paper.

c. Promoting consumer awareness and 
participation in recycling programs 
encourages responsible waste disposal 
behaviour and supports circular economy 
initiatives.

Extended Producer Responsibility (EPR)

Extended Producer Responsibility (EPR) 
frameworks hold manufacturers accountable for 
the end-of-life management of their products. 
EPR programs incentivize manufacturers to 
design products for recyclability, implement take-
back schemes, and fund recycling and recovery 
initiatives. Collaborative partnerships among 
industry stakeholders, government agencies, and 
recycling facilities are essential for the effective 
implementation of EPR policies.

Waste Reduction and Prevention

Waste reduction and prevention strategies focus 
on minimizing waste generation at the source 
through product design, packaging optimization, 
and consumption patterns. Designing products 
for durability, reparability, and reuse extends 
their lifespan and reduces the need for premature 
disposal. Educating consumers about sustainable 
consumption practices, such as minimalism and 
conscious purchasing decisions, fosters a culture of 
waste reduction and resource conservation.

Hazardous Waste Management

Hazardous waste, including toxic chemicals, 
electronic components, and industrial by-
products, poses environmental and health risks 
if not managed properly. Implementing stringent 
regulations and guidelines for the handling, storage, 
and disposal of hazardous waste ensures public 
safety and environmental protection. Investing 
in advanced treatment technologies, such as 
incineration, chemical neutralization, and landfill 
leachate control, enables the safe management of 
hazardous materials.

Circular Economy Initiatives

Embracing the principles of the circular economy 
is fundamental to achieving sustainable waste 
management in the end-of-life phase. Circular 
business models, such as product-as-a-service, 
remanufacturing, and resource recovery, promote 
the reuse, refurbishment, and repurposing of 
materials and products. Transitioning towards a 
circular economy requires collaborative action from 
businesses, policymakers, consumers, and waste 
management stakeholders to redesign systems and 
processes for maximum resource efficiency and 
waste reduction.

Managing waste effectively in the end-of-life phase 
of product life cycles is essential for achieving 
environmental sustainability and reducing the 
burden on ecosystems and communities. By 
implementing recycling and recovery programs, 
promoting extended producer responsibility, 
adopting waste reduction strategies, and embracing 
circular economy principles, the stakeholders can 
minimize waste generation, conserve resources, 
and mitigate environmental impact.
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15 Strategies for Sustainable Product Design

USE SUSTAINABLE HARVESTING AND MINING METHODS.

INCORPORATE RECYCLED MATERIALS.

MINIMIZE SOURCING.

OPT FOR ORGANICALLY GROWN MATERIALS.

SUPPORT FAIR TRADE PRACTICES.

REDUCE TOXICITY IN MATERIALS.

CONSIDER GLOBAL IMPACTS WHILE SOURCING LOCALLY.

ADHERE TO RESPONSIBLE MANUFACTURING STANDARDS.

PRIORITIZE ENERGY AND FUEL EFFICIENCY.

DESIGN PRODUCTS TO CONSERVE WATER.

AIM TO PROLONG PRODUCT LIFESPAN.

CREATE PRODUCTS THAT ARE REUSABLE AND REFILLABLE.

ENSURE PRODUCTS ARE RECYCLABLE.

DEVELOP PRODUCTS THAT ARE COMPOSTABLE.

DESIGN PRODUCTS TO BE SAFELY DISPOSABLE.
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Moving from Eco-design to Eco-innovation
Designing products with green principles to lessen 
their impact on the environment is commendable 
act. The landscape, however, is evolving rapidly. To 
remain at the forefront and address the challenges 
of sustainable development, forward-thinking 
businesses must blend innovation with environmental 
consciousness, a concept often referred to as "eco-
innovation," particularly in Europe.

Eco-innovation entails generating new ideas from 
the outset or developing entirely new products and 
services (including materials and technologies) 
that fulfil the same functions as existing ones but 
with significantly less environmental harm. As 
demonstrated in numerous examples, it presents an 
opportunity to tackle pressing environmental issues 
while also fulfilling consumer needs exceptionally 
well and even driving profitable changes within one's 
company.

Five Approaches to Eco-Innovation
Forward-thinking companies have various strategies 
for eco-innovation. Let's explore five of them:

RESTORE THE
ENVIRONMENT

Take actions 
to repair 
and improve 
the natural 
environment.

DEVELOP NEW
BUSINESS MODEL

Explore different 
ways of doing 
business 
that prioritize 
sustainability.

DEVELOP NEW
TECHNOLOGIES

Invest in new 
technologies 
that reduce 
environmental 
impact.

DEVELOP NEW
MATERIALS

Create new materials 
that are more 
environmentally 
friendly than 
traditional ones.

INNOVATE AT THE
SYSTEM LEVEL

Look at the big 
picture and find 
innovative ways 
to improve entire 
systems.

Case Study: The Story of Safe Harvest
Located in Bengaluru, India, Safe Harvest Private 
Limited excels in the agri-food sector, specializing 
in the retail of "pesticide-free" food products. 
Their mission is simple yet powerful: to offer safe 
and healthy food options while supporting local 
agriculture.

1. Sourcing and Network: Safe Harvest's strength 
lies in its extensive network of farmer producer 
organizations (FPOs) spread across 12 Indian 
states. By collaborating with these organizations, 
they create a robust supply chain that uplifts local 
farmers and promotes sustainable agriculture.

2. Focus on Small Farmers: Recognizing the 
challenges faced by small and marginal farmers, 
Safe Harvest focuses on promoting non-pesticide 
management practices. This approach provides 
an economically viable alternative to traditional 
farming methods, empowering farmers to 
produce safe and high-quality crops.

3. Product Range: Safe Harvest boasts a diverse 
product portfolio, ranging from lentils and beans 
to cereals and spices. All their products are 
cultivated under strict non-pesticide management 
practices, ensuring purity and safety.

4. Quality Assurance: To guarantee the safety and 
quality of their offerings, Safe Harvest conducts 
thorough testing to detect any traces of chemical 
pesticide residues. This meticulous process 
ensures that consumers receive only the freshest 
and purest products.

5. Pricing and Accessibility: Despite their 
superior quality, Safe Harvest products are 
priced competitively, with only a slight markup 
compared to conventional food products. 
This affordability ensures that their products 
are accessible to a wide range of consumers, 
promoting healthy eating habits across 
communities.

6. Environmental and Social Impact: Safe Harvest's 
commitment goes beyond profit margins; it 
extends to environmental sustainability and 
social development. By promoting pesticide-
free farming and supporting local communities, 
they are paving the way for a healthier and more 
prosperous agricultural sector.

In essence, Safe Harvest is not just a food retailer; it's 
a beacon of hope for farmers, consumers, and the 
environment, fostering a safer and more sustainable 
future for all.
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Understanding Green 
Consumers and Behaviour

Since the 1970s, a movement known as 
the green consumer revolution has been 
gaining momentum. It’s predominantly 
driven by women aged 30 to 49 who 
have children and a good education. 
Their motivation stems from a desire to 
safeguard their families and ensure a 
secure future. Women have historically 
played a significant role in purchasing 
green products, as they often handle 
the majority of household shopping and 
decide which brands to buy, with a focus 
on the health and well-being of their 
children. Surveys indicate that women 
prioritize environmental and social 
issues more strongly in their purchasing 
decisions compared to men, possibly 
because men tend to feel less concerned 
about environmental problems.

An increasing number of individuals are 
recognizing the environmental impact of 
their lifestyles. While some are already 
taking steps to make changes, others 
acknowledge the need for change but 
are uncertain about how to proceed. 
Then there are those who either do not 

care or do not believe that change is 
necessary. What can be done about this? 
It’s important to support those who are 
actively trying to make a difference. 
Additionally, we should offer assistance 
and encouragement to those who 
recognize the need for change but are 
unsure about how to go about it. As for 
those resistant to change, perhaps a gentle 
push is needed by making their harmful 
behaviours less convenient.

Everyone can benefit from assistance 
in making greener choices easier. 
Companies, stores, organizations, 
and even government policies can 
contribute to simplifying the process 
for individuals to make environmentally 
responsible decisions. While there may 
be a significant gap between the desire to 
be green and taking action, bridging this 
gap is not insurmountable. It’s essential 
to recognize that people do not always 
make decisions based on rationality, and 
the current workings of the marketplace 
do not always prioritize environmental 
concerns.



The Green Marketing Revolution
Strategies for a Sustainable Success 19

Similar feelings are seen in the EU. People there are worried about 
climate change, pollution, and all the waste we produce. They know it’s 
mainly because of our habits (Eurobarometer, 2020).

Around the world, four out of five consumers think companies should 
help the environment. And many say they’re willing to pay extra for 
products that are made sustainably (Nielsen, 2015, 2018).

A lot of folks think the government isn’t doing enough to protect the 
environment. And most say they’re trying to change their habits to 
help, like driving less, wasting less, and using fewer plastic items 
(Pew Research Center, 2019; Shelton Group, 2019).

In the US, most people believe that global warming is happening 
because of human activity, and they're worried about it. Many are really 
concerned and think it's already harming people (Leiserowitz et al, 2020

Growing Public Concern: Environmental Impact of Consumption

Why “Conscious Consumers” Aren’t Always Quick to Act Right?
It’s true that for many, convenience and routine often take precedence over actively considering their choices. 
People tend to operate on autopilot, sticking to familiar habits without much deliberation.

For businesses targeting “conscious consumers” concerned about environmental issues, this presents a 
challenge. While a growing number of individuals recognize the unsustainability of our current lifestyles, 
not everyone is strongly motivated to change their consumption habits. Surveys indicate a recent decline in 
the purchase of eco-friendly products. Moreover, despite expressing willingness to support green initiatives, 
many consumers hesitate when faced with higher prices associated with sustainable products. This 
reluctance is particularly pronounced among those who remain unconvinced about the merits of adopting 
environmentally friendly practices.

Even loyal customers may opt for a cheaper alternative when available, underscoring the importance of 
providing compelling reasons and easy pathways for consumers to change their buying habits. This pivotal 
juncture, known as the “first moment of truth” in marketing, is where consumers make purchasing decisions. 
Introducing new eco-friendly products presents a challenge for brands, yet it also offers established brands 
an opportunity to retain their customer base by enhancing the sustainability of their offerings.

In essence, while many individuals prioritize environmental concerns, prompting them to modify their 
shopping behaviours can be challenging. However, with a strategic approach, brands can make a meaningful 
impact and ensure customer satisfaction and loyalty.
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Five Shades of Green Consumers

LOHAS
The LOHAS (Lifestyles of Health and Sustainability) 
group represents the most environmentally aware 
and active consumers, comprising approximately 
19% of adults in the U.S., roughly 43 million 
people as of 2009. Central to their beliefs is the 
intrinsic connection between personal health and 
environmental stewardship. LOHAS consumers 
prioritize purchasing products that promote both 
individual and global well-being.

Predominantly, LOHAS consumers are married, 
educated women in their middle age bracket. They 
typically boast higher incomes and demonstrate a 
diminished concern for price differentials when it 
comes to eco-friendly products. Actively engaged 

both domestically and within their communities, 
they frequently utilize sustainable products, 
champion environmental causes, and advocate for 
green policies.

These individuals lead by example, implementing 
practices such as energy and water conservation, 
utilizing reusable shopping bags, and advocating 
for environmentally conscious legislation. 
Furthermore, they display a propensity for early 
adoption of new green technologies. LOHAS 
consumers exhibit a doubled likelihood compared 
to others in remaining loyal to brands that align 
with their values. They wield influence within their 
social circles, often recommending eco-friendly 
products to acquaintances.

In their purchasing behaviour, LOHAS consumers 
exhibit meticulousness, meticulously scrutinizing 
food labels, favouring minimally processed 
foods, and gravitating towards organic produce. 
They place significant emphasis on a company's 
sustainability policies and are unafraid to boycott 
brands that fail to meet their ethical standards. 
Traditional advertising holds limited sway over this 
demographic, with reliance on the internet and 
social media for information dissemination being 
more prevalent.

Approximately 14% of LOHAS shoppers actively 
seek out eco-friendly products online, even if 
they are challenging to locate. These consumers 
are reshaping business paradigms regarding 
sustainability and exerting influence on others to 
embrace environmentally conscious practices.

UNCONCERNED

CONVENTIONALS

DRIFTERS

LOHAS

NATURALITES

www.selinawing.com
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NATURALITES
Naturalites represent approximately one in six 
adults in the U.S., totaling around 34 million 
people. They adopt a personal approach to 
environmentalism, striving for a healthy lifestyle 
and embracing the interconnectedness of 
mind, body, and spirit. Often drawn to holistic 
philosophies, they frequently turn to prayer for 
guidance.

Characterized by their attentiveness to terms such 
as "antibacterial," "synthetic chemical-free," and 
"natural," Naturalites harbour concerns about the 
potential harmful effects of chemicals present in 
everyday products like paint, cosmetics, and food. 
Consequently, they prioritize what they perceive as 
safer alternatives, particularly for themselves and 
their children. They exhibit a strong inclination 
towards organic food consumption, with nearly 
one-fifth having purchased natural cleaning 
products within the past year.

Although Naturalites express a commitment 
to sustainability, they do not exhibit the same 
level of green-mindedness as LOHAS or Drifter 
consumers. They are less inclined towards green 
purchasing behaviours and recycling practices, 
yet they remain receptive to further education and 
involvement in environmental protection initiatives, 
particularly when health-related concerns are at 
stake. Naturalites are less likely to possess a college 
education and typically have lower incomes. Many 
reside in the South, where recycling infrastructure 
may be less developed, and a significant portion of 
this demographic identifies as African American.

DRIFTERS
The Drifters constitute the second-largest 
demographic group in the U.S., comprising 
approximately 25% of all adults, totalling around 
57 million individuals. Characterized as trend 
followers, they lack deeply entrenched beliefs 
compared to some other consumer groups. Drifters 
are typically younger and frequently reside in urban 
coastal areas.

Unlike the LOHAS group, Drifters haven't fully 
integrated their values with their lifestyle choices. 
For them, being "green" is more about conforming 
to what's popular. You might encounter them at 
Whole Foods with a stylish cloth bag or driving a 
hybrid car, not necessarily for the sake of saving 
money on gas, but because it enhances their image.

Drifters may boycott companies with negative 
environmental reputations, but they tend to rely 
more on media narratives rather than conducting 
their own research. They engage in simple green 
habits like recycling and energy conservation but 
are less inclined towards more intricate eco-friendly 
practices, such as reducing carbon emissions.

Demographically, Drifters often have larger 
families, with approximately a third having 
children under 18. While they possess a moderate 
income and demonstrate a modest concern for 
the environment, they remain a prime target for 
green marketers. Interestingly, around one-fifth 
of Drifters struggle to consider the environmental 
impact of their actions, and nearly half express a 
desire to do more for sustainability. Marketers who 
effectively leverage the concepts of community 
and belonging associated with a green lifestyle are 
poised to resonate strongly with this group.

CONVENTIONALS
Picture a pragmatic dad instructing his kids to don 
a sweater instead of cranking up the thermostat 
and reminding them consistently to switch off the 
lights. That's the essence of the Conventionals – the 
second largest demographic group, comprising 
approximately 53 million individuals, who embrace 
eco-friendly practices for highly practical reasons.
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Unlike some other consumer groups, Conventionals 
do not indulge in green initiatives solely for the sake 
of trendiness. They are willing to invest a bit more 
in ENERGY STAR-rated appliances, recognizing the 
long-term cost savings on their utility bills.

These individuals epitomize traditional American 
resourcefulness. They excel at recycling and 
derive satisfaction from repurposing items to 
minimize waste and bolster their savings. While 
they prioritize environmental concerns, they are 
not as inclined towards purchasing organic foods 
or other health-related products like the LOHAS 
group. Conventionals typically consist of men in 
their forties, often with higher incomes compared 
to other demographics. Approximately a quarter of 
them are retired, and they exhibit prudent financial 
management habits, with nearly half consistently 
paying off their credit card bills in full every month.

UNCONCERNEDS
The Unconcerneds constitute a distinct segment 
of the population, comprising approximately 17% 
of the population, totalling around 39 million 
individuals, who exhibit minimal concern regarding 
environmental issues.

In contrast to counterparts in other demographic 
groups, only about a quarter of Unconcerneds 
express willingness to boycott brands associated 

with unfavorable environmental practices. 
Although some claim to care about the 
environment, only a small fraction actively engage 
in recycling efforts.

Demographically, Unconcerneds are often younger 
males residing in the Southern region of the United 
States. They typically possess incomes slightly 
below average and education levels that are not as 
high as those observed in other groups.

Green Interest Segmentation

Even the most environmentally conscious folks 
must prioritize their worries. That's why it's helpful 
to divide green consumers into four groups based 
on specific concerns: resources, health, animals, 
and nature.

As the landscape of environmental concerns 
evolves, addressing the anxieties of green 
consumers has become increasingly complex. 
While past environmental worries centred 
primarily on clean air and water, recycling, 
and energy conservation, contemporary green 
consumers are confronted with a diverse array of 
issues. These range from carbon emissions and 
climate change to fair trade and labour rights, 
reflecting a broadening scope of environmental 
consciousness.

Given the multitude of concerns facing green 
consumers today, it is challenging for individuals 
to effectively focus on every issue simultaneously. 
Even the most environmentally conscious 
individuals must prioritize their worries. Therefore, 
it proves advantageous to categorize green 
consumers into four distinct groups based on their 
specific concerns: resources, health, animals, 
and nature. This segmentation facilitates targeted 
strategies for addressing the diverse priorities and 
preferences of green consumers.
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Resource Conservers

Resource Conservers are a community staunchly 
opposed to all forms of waste. They prioritize 
timeless fashion that endures for years, often 
carrying canvas shopping bags and reusable 
water bottles. Rather than discarding used printer 
cartridges and electronics, they conscientiously 
deliver them to recycling centres. They have 
forsaken newspapers in favour of online news 
services and devise ways to repurpose plastic bags 
and aluminium foil at home.

Diligent in their conservation efforts, Resource 
Conservers are committed to preserving water 
and energy, installing water-saving toilets and 
showerheads, and utilizing power strips to curtail 
electricity consumption. They eschew over-
packaged products, recognizing the eventual cost 
implications of waste disposal fees.

Whenever feasible, they invest in home composters 
and solar panels to mitigate food waste and reduce 
electricity expenses. These environmentally savvy 
individuals take pride in their cost-effective initiatives 
and readily share tips with friends and family. 
Organizations such as Green America and the Centre 
for the New American Dream serve as additional 
sources of inspiration for minimizing waste.

Health Fanatics

Health Fanatics prioritize the intersection of 
environmental issues and personal well-being, 
particularly concerning potential health risks. They 
harbour concerns about excessive sun exposure 
leading to skin cancer, the health implications of 
pesticide residues on their children, and the safety 
of items like toys and school supplies containing 
harmful substances such as lead.

In their quest to safeguard themselves and 
their families, Health Fanatics diligently apply 
sunscreen, opt for organic foods, and select non-
toxic cleaning products. They extend their vigilance 
to include natural care products for their pets. 
Regularly consulting websites like HealthyStuff.org 
and HealthyToys.org, they remain abreast of recent 
discoveries regarding hazardous substances present 
in everyday items such as school supplies, toys, 
vehicles, and pet products.

Animal Lovers

Animal Lovers, a dedicated group with a profound 
love for animals in all forms, be it pets, shelter 
animals, or wildlife. Many among them opt for a 
vegetarian or vegan lifestyle as a demonstration of 
their unwavering commitment to animal welfare. 
They actively support organizations like PETA, 
refrain from purchasing products tested on animals, 
and boycott items derived from fur or tuna.

Members of this group diligently follow news 
stories concerning animals in need, whether they 
are distant creatures like polar bears or local strays 
in their neighbourhoods. They are often found 
volunteering at nearby animal shelters and are 
conscientious about minimizing plastic waste to 
safeguard marine life.

Moreover, Animal Lovers are keen on products that 
endorse animal welfare, such as Dawn dishwashing 
liquid, renowned for its efficacy in cleaning oil-
soaked wildlife.

Outdoor Enthusiasts

Outdoor enthusiasts are individuals who cherish 
spending time in nature, embracing activities such 
as camping, bouldering, skiing, and hiking. Their 
passion extends to exploring national parks and 
discovering beautiful natural wonders around the 
globe.

Additionally, they actively engage with outdoor 
organizations like the Sierra Club and the 
American Hiking Society, dedicated to preserving 
the wilderness they adore. Mindful of their 
environmental impact, they adopt practices such 
as using Dr. Bronner's castile soap for camping 
dishes and employing reusable bottles and bags to 
maintain pristine trails.
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In their pursuit of outdoor gears, they prioritize items 
crafted from recycled materials. Examples include 
Synchilla PCR polyester by Patagonia, Timberland's 
Earthkeepers boots, and Klean Kanteen's reusable 
water bottles. Their commitment to sustainability 
is evident in their choice of eco-friendly products, 
reflecting their profound love for the outdoors.

Case Study: Organic India's Journey
In 1997, Bharat Mitra and Bhavani Lev united 
their efforts to establish Organic India, a company 
dedicated to producing organic herbal and 
Ayurvedic health products. Their vision was both 
simple and profound: to advocate for sustainable 
agriculture and holistic well-being in response to 
growing environmental concerns and health risks 
associated with conventional farming.

Their journey commenced with a focus on 
promoting organic farming practices, collaborating 
with Indian farmers to transition from chemical-
heavy methods to more eco-friendly approaches. 
Rooted in a deep commitment to environmental 
stewardship and soil health, they initially 
introduced Tulsi tea and subsequently expanded 
their product range to encompass a diverse array 
of wellness offerings, all the while prioritizing 
sustainable agriculture and social responsibility.

Organic India's Marketing Strategy:

1. Tulsi Tea: A Flagship Product (Early 2000s)

 In 2001, Organic India embarked on the ambitious 
Tulsi Project, with a goal of planting 10 million 
Tulsi trees in India to showcase its therapeutic 
value in Ayurveda. This initiative exceeded 
expectations, resulting in the planting of over 
12 million Tulsi trees, thereby benefiting both 
farmers and the environment. Tulsi Tea emerged 
as the quintessential product representing 
Organic India's unwavering commitment to 
wellness and sustainability.

2. Fair Price Commitment (Mid-2000s)

 Since its inception, Organic India positioned 
its products as premium offerings, reflecting 
their organic and sustainable attributes. 
Despite commanding a slightly higher price 
point compared to conventional alternatives, 
consumers readily embraced Organic India's 
offerings due to the perceived health benefits, 
superior quality, and ethical sourcing associated 

with the brand. This commitment to fair 
pricing not only enhanced consumer trust 
but also positively impacted the livelihoods of 
smallholder farmers, thereby fostering economic 
sustainability in the regions they operated.

3. Global Reach and Recognition (2000s - 2020s)

 Organic India's marketing strategy evolved to 
align closely with its mission of promoting 
healthy, conscious living, resonating with 
consumers worldwide. Through a multifaceted 
approach encompassing environmental 
stewardship, social initiatives, digital marketing, 
strategic partnerships, and certifications, 
the brand effectively engaged and educated 
consumers about holistic wellness and 
sustainability. Beyond merely promoting 
products, Organic India's marketing efforts 
extended to community development initiatives, 
reflecting a comprehensive and holistic approach 
to wellness promotion.

Organic India's journey stands as a testament to 
their unwavering dedication to organic farming, 
holistic wellness, and social responsibility. Through 
their premium yet accessible product range, they 
have emerged as global pioneers in championing 
sustainable and ethical living practices. Their 
relentless pursuit of excellence in quality and 
integrity has earned them widespread recognition 
and trust among consumers worldwide. Organic 
India's profound impact extends beyond merely 
offering products; it encompasses a profound 
commitment to nurturing healthier individuals, 
communities, and our planet as a whole.

www.organicindia.com
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Green Integrated Marketing 
Communications

In recent years, there has been a surge 
of interest in green marketing and 
communication, captivating researchers and 
writers alike. Green products, as defined 
by Ottman in 1998, are those that prioritize 
eco-friendliness, such as being non-toxic, 
recyclable, durable, or featuring minimal 
packaging. There is a growing fascination 
among consumers worldwide with 
environmentally friendly products and how 
companies approach their green initiatives.

Consumers are increasingly inclined to 
purchase green products, whether it’s opting 
for energy-efficient appliances, driving 
eco-friendly cars, or utilizing renewable 
energy sources like wind or solar power. It is 
imperative for businesses to recognize and 
cater to this shift in consumer preferences 
by offering green options. This transition 
towards green marketing not only serves 
the purpose of environmental preservation 
but also involves effectively communicating 
these efforts to consumers. When individuals 
choose green products, they are expressing 
their concern for the environment. 

Consequently, companies are exploring 
how their green communication 
strategies influence customer attitudes 
and behaviours towards purchasing 
green.

Communication, particularly 
concerning sustainability, wields 
significant influence in disseminating 
ideas, promoting products, and 
delivering services. Sustainable 
marketing communication, as outlined 
by Martin and Schouten (2015), entails 
disseminating messages and utilizing 
media to engage various stakeholders 
associated with an organization. The 
objective is to simultaneously achieve 
marketing and sustainability goals.

Effective communication in this realm 
should encompass the “triple bottom 
line” of sustainability, addressing 
social, environmental, and economic 
dimensions. It entails transparency, 
honesty, and accountability, fostering 
a positive reputation and cultivating 
communities with shared objectives.

pixabay.com
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As noted by Genc (2017), communication plays a pivotal role in advocating for sustainability and mobilizing 
participation in sustainable endeavours. Tools like GMC (Green Marketing Communication) hold particular 
potency in influencing the thoughts, decisions, and behaviours of environmentally conscious consumers. 
They are deployed to raise awareness, provide education, shape expectations, and encourage individuals to 
make eco-friendly choices. Businesses, irrespective of their size or sector, leverage marketing communication 
strategies to accomplish diverse objectives, including building brand recognition, launching new products, 
increasing sales, and fostering customer satisfaction. These strategies encompass advertising, sales 
promotions, public relations, personal selling, and digital marketing.

Green Communication Elements
Green communication serves as a potent tool 
for disseminating information and persuading 
others about the significance of environmental 
sustainability. It involves conveying how a 
company prioritizes the well-being of the planet 
and its efforts towards that end.

There exist diverse methods for engaging 
in green promotion. One approach entails 
elucidating the connection between products and 
nature, highlighting their environmental impact. 
Another avenue involves advocating for green 
lifestyles, irrespective of whether it pertains 
to a specific product or service. Lastly, green 
promotion encompasses showcasing a company’s 
dedication to environmental stewardship.

Eco-labels, commonly found on products, play 
a pivotal role in green marketing by aiding 
consumers in identifying eco-friendly products 
and understanding their environmental 
attributes. Employing various tools such as 
advertisements, marketing collateral, websites, 
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and social media, green promotion underscores 
the triple bottom line of people, planet, and profits 
(Vijai & Anitha, 2020). Below are key elements of 
Green Communication:

These elements help companies communicate their 
green initiatives and encourage consumers to make 
environmentally friendly choices.
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Green Advertising
Green Advertising plays a pivotal role in green 
marketing, focusing on showcasing how products, 
services, processes, and actions of companies 
align with eco-friendly practices. Its primary 
objective is to disseminate information about 
anything beneficial for nature or the environment, 
resonating with individuals who prioritize planetary 
well-being.

Any advertisement that emphasizes the relationship 
between a product/service and nature, advocates 
for a green lifestyle regardless of product/service 
mention, or portrays a company as environmentally 
responsible falls within the realm of green 
advertising. Its essence lies in accentuating how a 
product or company contributes to environmental 
conservation. 

Consumers are inclined to favor advertisements 
that highlight the health and well-being benefits 
of using eco-friendly products. In advertising, 
what resonates most with customers is how a 
product affects their health and the environment. 
Consequently, companies are directing their focus 
towards aspects such as waste management, eco-
labels on packaging, and recycling information in 
their ads.

Green advertising serves as a means for companies 
to position their products as environmentally 
responsible, influencing consumers' perceptions 
of advertisements and their commitment to 
sustainability. While green advertising holds 
significance, it alone cannot address all the 
challenges of green marketing. Integrating it with 
other strategies could lead to greater achievement 
of societal objectives. Thus, while green 
advertising plays a substantial role, it represents 
just one component of the broader framework for 
promoting eco-friendly products and practices.

Green Websites
As Banyte and colleagues proposed in 2015, 
establishing dedicated websites could prove 
beneficial for individuals seeking information about 
companies producing eco-friendly products and 
their sourcing practices. Surveys have indicated that 
customers derive significant insights from company 
websites.

Social Media
As highlighted by Reilly and Hynan in 2014, 
companies utilize social media not only for 
advertising campaigns but also for engaging with 
customers, fostering two-way communication. This 
interaction aids companies in remaining informed 
about their environmental efforts, mitigating 
potential negative discourse online. Social media 
platforms have amplified public awareness of 
environmental issues, aligning with findings 
by Hutter et al. (2013), who observed that social 
media facilitates the dissemination of information 
regarding eco-friendly products.

Chan et al. (2006) noted that discussing green 
practices online enhances individuals' perception 
of advertisements, while print media also plays a 
significant role in shaping positive attitudes. Thus, 
both mediums are instrumental in communicating 
with the public. Moreover, a survey revealed that 
individuals prefer receiving information about 
green products via email. Social media platforms 
such as Facebook and Instagram enable seamless 
communication between businesses and customers, 
making them effective channels for promoting eco-
friendly initiatives.

Green Packaging
Green Packaging, also known as sustainable 
packaging, entails the use of materials and methods 
for product packaging that prioritize environmental 
preservation. It revolves around the careful 
utilization of resources to minimize harm to nature. 
When companies adopt packaging practices that 
are environmentally benign, it is referred to as 
sustainable packaging. This involves employing 
materials that biodegrade naturally or can be 
recycled, thereby conserving energy.
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Businesses view green packaging as a strategic 
approach to staying competitive. The benefits 
include enhanced reputation, cost savings, and 
reduced environmental impact. Green packaging 
enables companies to align with their objectives 
of achieving economic, social, and environmental 
sustainability simultaneously. It's akin to hitting 
three targets with a single shot.

When companies adopt green packaging 
practices, they demonstrate their commitment 
to environmental stewardship and corporate 
responsibility. Green packaging prioritizes ease 
of handling while ensuring that the materials 
used are environmentally friendly and beneficial 
to people. The overarching goal is to develop 
packaging solutions that do not pose challenges for 
future generations, minimize resource wastage, 
and ensure fair and safe working conditions for 
employees.

Three key aspects characterize green packaging: 
reducing the use of non-biodegradable materials, 
selecting materials that require minimal energy 
for production, and opting for materials that have 
positive environmental attributes. Companies often 
communicate their green packaging initiatives 
to underscore their environmental concern and 
enhance brand visibility.

Examples of green packaging include the use of 
cornstarch instead of plastic. Cornstarch packaging, 
derived from corn, offers superior environmental 
benefits compared to plastic and finds applications 
in various forms, such as soda bottles or packing 
material. Additionally, alternative materials like 
hemp, flax, recycled cotton, and organic materials 
such as palm, banana, and pineapple leaves can 
replace traditional plastic bags and containers, 
further contributing to sustainability efforts. 

Eco-labels
Eco-labels, also referred to as sustainable labels, 
serve as symbols prominently displayed on 
product packaging, indicating that the product 
is environmentally safe and superior to other 
options. These labels act as endorsements for 
eco-friendliness, guiding consumers towards 

environmentally conscious purchasing decisions. 
They play a pivotal role in marketing by allowing 
companies to showcase their commitment to 
sustainability. Products adorned with eco-labels 
not only enhance the company's reputation but also 
potentially boost profits, as consumers are inclined 
towards eco-friendly purchases.

However, the proliferation of eco-labels can lead 
to confusion among consumers. With numerous 
labels available, each varying in strength and 
independence, deciphering their significance 
becomes challenging. Customers place trust in 
these labels, presuming they signify product 
safety and environmental responsibility. Yet, 
the abundance of labels makes it difficult for 
consumers to discern their meanings accurately.

Moreover, the context in which advertisements are 
encountered significantly influences consumer 
perceptions. For instance, if an advertisement for a 
car appears in a magazine article discussing safety, 
consumers are more likely to perceive the car as 
safe. Conversely, if the article focuses on gas prices, 
consumers may question the car's fuel efficiency. 
This underscores the importance of considering 
the advertising context when crafting marketing 
messages. Companies must strategically select 
advertising placements to ensure their intended 
message aligns with the surrounding content and 
resonates effectively with consumers.
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Case Study: Fair Trade Changing Lives
In contemporary times, the principles of fair 
trade are undergoing rapid evolution, particularly 
concerning labour practices. These transformations 
are yielding positive outcomes for worker wages 
and living conditions, marking a significant stride 
forward. According to UNICEF, millions of children 
worldwide, comprising approximately one-sixth of 
all children aged 5–14, are ensnared in child labour, 
frequently subjected to exploitation and destitution 
due to educational deficiencies. These adversities 
can cast long-lasting repercussions, especially for 
women, who constitute 70% of over one billion 
individuals grappling with extreme poverty globally.

1. Certification Programs

In response to these challenges, numerous 
certification programs have emerged at both 
national and regional levels. Leading the charge 
are organizations such as TransFair USA in 
Oakland, California, and the Fairtrade Foundation 
in the UK. Their concerted efforts are yielding 
tangible progress. According to the World Trade 
Organization, over 7.5 million disadvantaged 
producers and their families are reaping the 
benefits of infrastructure and community 
development projects funded by fair trade 
initiatives.

2. Positive Impact

The impact of fair trade initiatives is undeniably 
substantial. In 2008, global sales of fair trade 
products, spanning coffee, cocoa, tea, herbs, 
spices, fruit, and sugar, surged to over $4 billion—a 
remarkable 22% increase from the previous 
year. Notably, Starbucks emerges as a significant 
contributor to this growth, serving as a top seller of 
Fair Trade Certified coffee in the U.S. Through its 
Café Estima brand, Starbucks is effecting positive 
change in the lives of farmers across Latin America 
and Africa.

Fair trade transcends mere product transactions; 
it embodies a profound commitment to effecting 
meaningful change. By actively supporting fair 
trade initiatives, consumers assume a pivotal role 
in uplifting the lives of disadvantaged producers 
worldwide. Together, we possess the power to forge 
a more equitable and sustainable future for all 
participants in the global supply chain. Through 
collective action and unwavering dedication 
to fair trade principles, we can foster positive 
transformation and create a world where fairness, 
dignity, and opportunity prevail.

www.magazine.coffee
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The emergence of green living as a mainstream 
trend has revolutionized how companies 
market their products. Now, their focus 
must extend beyond mere functionality and 
affordability to encompass the dual goals of 
benefitting both people and the planet. This 
entails creating brands that remain effective, 
accessible, and user-friendly while minimizing 
their environmental and societal footprint. 
Moreover, companies must engage with their 
customers in meaningful dialogues about these 
crucial issues.

Meeting these new demands, however, poses 
significant challenges. Many companies 
face the temptation to portray themselves as 
greener than they actually are, a phenomenon 
known as "greenwashing." Nevertheless, 
customers increasingly expect businesses to 

Conclusion

demonstrate genuine environmental 
stewardship. They actively participate 
in online discussions and rally behind 
brands that introduce innovative, eco-
friendly concepts.

Fortunately, there is ample support 
available. Governments, environmental 
organizations, retailers, and educators are 
collaborating to foster a greener and more 
socially conscious world. As awareness 
about sustainability grows, consumers 
will seek more information about the 
products they purchase. To maintain their 
credibility as truly sustainable entities, 
businesses must continuously evaluate 
their practices, ask tough questions, and 
strive for ongoing improvement in their 
products and processes.



The Green Marketing Revolution
Strategies for a sustainable Success 31

Abele, P. D.-I., Anderl, P.-I., & Birkhofer , P.-I. (2005). Environmentally-Friendly Product 
Development: Methods and Tools. Springer-Verlag London.

Bostrom, M., & Klintman, M. (2008). Eco-Standards, Product Labelling and Green 
Consumerism (Consumption and Public Life). Palgrave Macmillan.

Grant, J. (2007). The Green Marketing Manifesto. John Wiley & Sons.

Hoffman, J. (2017, January 20). An Inconvenient Sequel review – Al Gore’s new climate change 
film lacks heat.

Jones, D. (2020, October 14). GREEN HOUSE Make your home greener and save £2,000 with 
top tips from The Sun’s Green Team. Retrieved from https://www.thesun.co.uk/money/12932744/
make-home-greener-save-2000-green-team/

Kaneda, I. (2005). Environmental Globalism and Green Consumers. UNESCO-EOLSS.

Kneidel, S. (2008). Going Green: A Wise Consumer’s Guide to a Shrinking Planet. Fulcrum 
Publishing.

Lee, H., Romero, J., & The Core Writing Team. (2023). AR6 Synthesis Report. Intergovernmental 
Panel on Climate Change (IPCC).

Mogaji, E., Adeola, O., Adisa, I., Hinson, R., & Kirgiz, A. (2022). Green Marketing in Emerging 
Economies: A Communications Perspective. Palgrave Macmillan.

Ottman, J. (2010). The New Rules of Green Marketing : Strategies, Tools, and Inspiration for 
Sustainable Branding. Taylor & Francis Group.

Smith, M. E. (2021). Inspiring Green Consumer Choices: Leverage Neuroscience to Reshape 
Marketplace Behavior. Kogan Page.

Stern, N. (2006). The Economics of Climate Change: The Stern Review. The London School of 
Economics and Political Science.

Talaba, D., & Roche, T. (2005). Product Engineering: Eco-Design, Technologies and Green 
Energy. Springer.

Wagner, S. (1997). Understanding Green Consumer Behaviour: A Qualitative, Cognitive 
Approach (Consumer Research and Policy). Routledge

Bibliography



Green Resilient Agricultural Productive Ecosystems (GRAPE) programme
P.O. Box 1457, Kathmandu, Nepal
T: +977 1 5555289
F: +977 1 5554593
E: grape@giz.de
W: www.grape.gov.np


