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PREFACE
B.B.A programme is one of the most reputed professional courses in the field of management. This course includes both theory and its application contents of curriculum. Project Report is an integral part of the B.B.A. program at “V.B.S. Purvanchal University Jaunpur ”. Each student is required to prepare research report in his or her 6th semester. This programmed intends to get familiar with practical aspect of management through survey. The importance of any academic course would give advantage and acceptance of the true from only through practical experience. The topic assigned for the research report is: “A Study on  growth & relevance of Green Marketing in India.”  

                   I know the opinion of the sample by personal interview & questionnaire. The Research programmed is an integral constant of the cause curriculum of programmed in Management. This survey is divided into forth chapters. Each chapter has its own relevance and importance. 


The chapters are divided and defined in a logical, systematic and scientific manner to cover every nook and corner of the topic. The Introductory stage of this survey report is based on introduction of lemon flavor soft drinks company profile, it’s objective, importance, scope & limitation.


Second chapter dealt with Research Methodology. The process of carrying out the whole research problem is defined in it. It contains information about the methods of data collection, sampling, sample design, Data analysis & interpretation.


Third chapter is finding and conclusion. Contains the findings and conclusion of the study. This based on the data analyzed and interrelated in previous chapters. This is the most important section of the report, for repot is evaluated on the validity and correctness of its findings. Depicted conclusion which concludes the whole repot, that is, gives a brief description of the process employed so far. It also showed annexure which contains a format of the questionnaire used for the purpose of data collection. 


Fourth Chapter one title bibliography contains the list of sources from where the matter and information is collected. It contains the list of books, author, volume number, issue year, publisher etc. 
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Green Marketing
According to the American Marketing Association, green marketing is the marketing of products that are presumed to be environmentally safe. Thus green marketing incorporates a broad range of activities, including.

➢ Product modification,

➢ Changes to the production process,

➢ Packaging changes, as well as

➢ Modifying advertising.

Yet defining green marketing is not a simple task where several meanings intersect and contradict each other; an example of this will be the existence of varying social, environmental and retail definitions attached to this term. Other similar terms used are Environmental Marketing and Ecological Marketing. The legal implications of marketing claims call for caution. Misleading or overstated claims can lead to regulatory or civil challenges. In the USA, the Federal Trade Commission provides some guidance on environmental marketing claims.The term green marketing came into prominence in the late 1980s and early 1990s. The American Marketing Association (AMA) held the first workshop on "Ecological Marketing" in1975.

The proceedings of this workshop resulted in one of the first books on green marketing entitled "Ecological Marketing" Thus green marketing incorporates a broad range of activities, including product modification, changes to the production process, packaging changes, as well as. Although environmental issues influence all human activities, few academic disciplines have integrated green issues into their literature. This is especially true of marketing. As society becomes more concerned with the natural environment, businesses have begun to modify their behavior in an attempt to address society's "new" concerns. Some businesses have been quick to accept concepts like environmental management systems and waste minimization, and have integrated environmental issues into all organizational activities.
Some evidence of this is the development of journals such as "Business Strategy and the Environment" and "Greener Management International," which are specifically designed to disseminate research relating to business' environmental behavior. My definition which encompasses all major components of other definitions is: "Green or Environmental Marketing consists of all activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs, with minimal detrimental impact on the natural environment."This definition incorporates much of the traditional components of the marketing definition that is "All activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants". So, in simple terms Green marketing refers to the process of selling products and/or services based on their environmental benefits.Such a product or service may be environmentally friendly in itself or produced and/or packaged in an environmentally friendly way.

The obvious assumption of green marketing is that potential consumers will view a product or service's "greenness" as a benefit and base their buying decision accordingly.The not-so-obvious assumption of green marketing is that consumers will be willing to pay more for green products than they would for a less-green comparable alternative product – an
assumption that has not been proven conclusively, specially the mild effect which it had had on consumers has washed away by the present recession (2008-09) only.

Green marketers though argue that it is a way to use the environmental benefits of a product or service to promote sales. Many consumers will choose products that do not damage the environment over less environmentally friendly products, even if they cost more.With green marketing, advertisers focus on environmental benefits to sell products such as biodegradable diapers, energy-efficient light bulbs, and environmentally safe detergents. People buy billions of dollars worth of goods and services every year—many of which harm the environment in the way they are harvested, made, or used.
Environmentalists support green marketing to encourage people to use environmentally preferable alternatives, and to offer incentives to manufacturers that develop more environmentally beneficial products. Unfortunately, a majority of people believe that green marketing refers solely to the promotion or advertising of products with environmental characteristics. Terms like Phosphate Free, Recyclable, Refillable, Ozone Friendly, and Environmentally Friendly are some of the things consumers most often associate with green marketing. While these terms are green marketing claims, in general green marketing is a much broader concept, one that can be applied to consumer goods, industrial goods and even services.
 For example, around the world there are resorts that are beginning to promote themselves as "ecotourist" facilities, i.e., facilities that "specialize" in experiencing nature or operating in a fashion that minimizes their environmental impact [May 1991, Ingram and Durst 1989, Troumbis 1991].

Thus green marketing incorporates a broad range of activities, including product modification, changes to the production process, packaging changes, as well as modifying advertising. Yet defining green marketing is not a simple task. Indeed the terminology used in this area has varied, it includes: Green Marketing,Environmental Marketing and Ecological Marketing. While green marketing came into prominence in the late

1980s and early 1990s, it was first discussed much earlier. The American Marketing Association (AMA) heldPolonsky: An Introduction To Green Marketing  the first workshop on "Ecological Marketing" in 1975. The proceedings of this workshop resulted in one of the first books on green marketing entitled "Ecological Marketing" [Henion and Kinnear 1976a]. Since that time a number of other books on the topic have been published [Charter 1992, Coddington 1993, Ottman 1993].

The AMA workshop attempted to bring together academics, practitioners, and public policy makers to examine marketing's impact on the natural environment. At this workshop ecological marketing was defined as: the study of the positive and negative aspects of marketing activities on pollution, energy depletion and nonenergy resource depletion. [Henion and Kinnear 1976b, 1] This early definition has three key components, 1) it is a subset of the overall marketing activity; 2) it examines both the positive and negative activities; and 3) a narrow range of environmental issues are examined. While this definition is a useful starting point, to be comprehensive green marketing needs to be

more broadly defined. Before providing an alternative definition it should be noted that no one definition or terminology has been universally accepted. This lack of consistency is a large part of the problem, for how can an issue be evaluated if all researchers have a different perception of what they are researching. The following definition is much broader than those of other researchers and it encompasses all major components of other definitions. My definition is: Green or Environmental Marketing consists of all activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs, with minimal detrimental impact on the natural environment. [Polonsky 1994b, 2] This definition incorporates much of the traditional components of the marketing definition, that is "All activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants"

[Stanton and Futrell 1987].
 Therefore it ensures that the interests of the organization and all its consumers are protected, as voluntary exchange will not take place unless both the buyer and seller mutually benefit. The above definition also includes the protection of the natural environment, by attempting to minimize the detrimental impact this exchange has on the environment. This second point is important, for human consumption by its very nature is destructive to the natural environment. (To be accurate products making green claims should state they are "less environmentally harmful" rather than "Environmentally Friendly.") Thus green marketing should look at minimizing environmental harm, not necessarily eliminating it. One business area where environmental issues have received a great deal of discussion in the popular and professional press is marketing. Terms like "Green Marketing" and "Environmental Marketing" appear frequently in the popular press.                                                                       Many governments around the world have become so concerned about green marketing activities that they  have attempted to regulate them (Polonsky 1994a).
 For example, in the United States (US) the Federal Trade Commission and the National Association of Attorneys-General have developed extensive documents examining green marketing issues [FTC 1991, NAAG 1990]. One of the biggest problems with the green marketing area is that there has been little attempt to academically examine environmental or green marketing.                   

  While some  literature does exist [Carlson, Grove and Kangun 1993, Davis 1992, Davis 1993], it comes from divergent perspectives. This paper will attempt -

1) to introduce the terms and concepts of green marketing; 
2) briefly discuss why going green is important; 
3) examine some of the reason that organizations are adopting a green marketing philosophy; and 
4) mention some of the problems with green marketing.
History of Green Marketing

The term Green Marketing came into prominence in the late 1980s and early 1990s.   The proceedings of this workshop resulted in one of the first books on green marketing entitled "Ecological Marketing".  The American Marketing Association (AMA) held the first workshop on "Ecological Marketing" in 1975.
The Corporate Social Responsibility (CSR) Reports started with the ice cream seller Ben & Jerry's where the financial report was supplemented by a greater view on the company's environmental impact. In 1987 a document prepared by the World Commission on Environment and Development defined sustainable development as meeting “the needs of the present without compromising the ability of future generations to meet their own need”, this became known as the Brundtland Report and was another step towards widespread thinking on sustainability in everyday activity. Two tangible milestones for wave 1 of green marketing came in the form of published books, both of which were called Green Marketing. They were by Ken Peattie (1992) in the United Kingdom and by Jacquelyn Ottman (1993) in the United States of America. 
According to Jacquelyn Ottman, (author of "The New Rules of Green Marketing: Strategies, Tools, and Inspiration for Sustainable Branding" (Greenleaf PublishingBerrett-Koehler Publishers  and , February 2011)) from an organizational standpoint, environmental considerations should be integrated into all aspects of marketing — new product development and communications and all points in between. The holistic nature of green also suggests that besides suppliers and retailers new stakeholders be enlisted, including educators, members of the community, regulators, and NGOs.Environmental issues should be balanced with primary customer needs .
The past decade has shown that harnessing consumer power to effect positive environmental change is far easier said than done. The so-called "green consumer" movements in the U.S. and other countries have struggled to reach critical mass and to remain in the forefront of shoppers' minds.[11] While public opinion polls taken since the late 1980s have shown consistently that a significant percentage of consumers in the U.S. and elsewhere profess a strong willingness to favor environmentally conscious products and companies, consumers' efforts to do so in real life have remained sketchy at best.[1] One of green marketing's challenges is the lack of standards or public consensus about what constitutes "green," according to Joel Makower, a writer on green marketing.[citation needed] In essence, there is no definition of "how good is good enough" when it comes to a product or company making green marketing claims. This lack of consensus—by consumers, marketers, activists, regulators, and influential people—has slowed the growth of green products, says Makower, because companies are often reluctant to promote their green attributes, and consumers are often skeptical about claims.

Green Environment
Green is the color of the nature. It denotes and symbolizes the preservation and conversation of natural resources which includes the Panchtatvas of universe (Soil, Water, Energy, Air…). We thank thee for the sacrament and the divine inspiration of Mother Earth .Earth is the only Planet in the universe which has life including bio-diversity and Homo sapiens… It is our moral duty to conserve, preserve and protect her resources… Nature is rich in Beauty... Getting close to nature is loveable because it contributes to human society in more ways than we could even imagine.
 Nature has its own colors which symbolizes the greatness of the universe... We ought to aware our message in conversing the beautiful Green Nature…
Let us raise Nature and feel its divinity.
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SCOPE OF THE GREEN MARKETING
· The purpose of study is to find the green marketing in Indian economy.
· It discuss the concept of the green marketing.

· It throws like on government effort to promote green marketing in india.

· It tries to analysis the problems faced by green marketing and suggest appropriate remedies for further growth of such marketing.
Importance of green marketing

Man has limited resources on the earth, with which she/he must attempt to provide for the worlds' unlimited wants.There is extensive debate as to whether the earth is a resource at man's disposal. In market societies where there is "freedom of choice", it has generally been accepted that individuals and organizations have the right to attempt to have their wants satisfied.

As firms face limited natural resources, they must develop new or alternative ways of satisfying these unlimited wants.
Ultimately green marketing looks at how marketing activities utilize these limited resources, while satisfying consumers wants, both of individuals and industry, as well as achieving the selling organization's objectives. When looking through the literature there are several suggested reasons for firms increased use of Green Marketing.

Five possible reasons cited are:

· Organizations perceive environmental marketing to be an  opportunity that can be used to achieve its objectives.

· Organizations believe they have a moral obligation to be more socially responsible.

· Governmental bodies are forcing firms to become more responsible.

· Competitors' environmental activities pressure firms to change their environmental marketing activities.

· Cost factors associated with waste disposal, or reductions in material usage forces firms to modify their behavior.

· Opportunities.
Goals of Green Marketing

· Eliminate the concept of waste.

· Reinvent the concept of product.

· Make prices reflect actual and environmental costs.

· Make environmentalism profitable.

· Bringing out product modifications.

· Changing in production processes.

· Packaging changes.

· Modifying advertising.

Need of Green Marketing: An Anthropological View

Issues like Global warming and depletion of ozone umbrella are the main for the healthy survival. Every person rich or poor would be interested in quality life with full of health and vigor and so would the corporate class.

Financial gain and economic profit is the main aim of any corporate business. But harm to environment cost by sustain business across the globe is realized now though off late. This sense is building corporate citizenship in the business class. So green marketing by the business class is still in the selfish anthological perspective of long term sustainable business and to please the consumer and obtain the sanction license by the governing body.Industries in Asian countries are catching the need of green marketing from the developed countries but still there is a wide gap between their understanding and implementation.

Challenges in Green Marketing

➢ NEED FOR STANDARDIZATION
It is found that only 5% of the marketing messages from “Green” campaigns are entirely true and there is a lack of standardization to authenticate these claims. There is no standardization to authenticate these claims. There is no standardization currently in place to certify a product as organic. Unless some regulatory bodies are involved in providing the certifications there will not be any verifiable means. A standard quality control board needs to be in place for such labeling and licensing
➢ NEW CONCEPT

Indian literate and urban consumer is getting more aware about the merits of Green products. But it is still a new concept for the masses. The consumer needs to be educated and made aware of the environmental threats.The new green movements need to reach the masses and that will take a lot of time and effort. By India’s ayurvedic heritage, Indian consumers do appreciate the importance of using natural and herbal beauty products. Indian 
consumer is exposed to healthy living lifestyles such as yoga and natural food consumption. In those aspects the consumer is already aware and will be inclined to accept the green products.

➢ PATIENCE AND PERSEVERANCE

The investors and corporate need to view the environment as a major long-term investment opportunity, the marketers need to look at the long-term benefits from this new green movement. It will require a lot of patience and no immediate results. Since it is a new concept and idea, it will have its own acceptance period.

➢ AVOIDING GREEN MYOPIA

The first rule of green marketing is focusing on customer benefits i.e. the primary reason why consumers buy certain products in the first place. Do this right, and motivate consumers to switch brands or even pay a premium for the greener alternative. It is not going to help if a product is developed which is absolutely green in various aspects but does not pass the customer satisfaction criteria. This will lead to green myopia. Also if the green products are priced very high then again it will loose its market acceptability.
Benefits of Green Marketing

Today’s consumers are becoming more and more conscious about the environment and are also becoming socially responsible. Therefore, more companies are responsible to consumers aspirations for environmentally less damaging or neutral products. Many companies want to have an early mover advantage as they have to eventually move towards becoming green.

Some of the advantages of green marketing are.

· It ensures sustained long term growth along with profitability. 

· It saves money in the long run, though initially the cost is more.

· It helps the companies market their products and services keeping the environment

aspects in mind. It helps in accessing the new markets and enjoying the competitive

advantage.

· Most of the employees also feel proud and responsible to be working for an                           environmentally responsible company.
Golden Rules of Green Marketing

1. Know Your Customer: Make sure that the consumer is aware of and concerned about

the issues that your product attempts to address, (Whirlpool learned the hard way that

consumers wouldn’t pay a premium for a CFC-free refrigerator because consumers dint

know what CFCs were.).

2. Empower Consumers: Make sure that consumer feel. By themselves or in concert with

all the other users of your product, that they can make a difference. This is called

“empowerment” and due to this main reason consumers will buy greener products.

3. Be Transparent: Consumers must believe in the legitimacy of the product and the

specific claims made in regard.

4. Reassure the Buyer: Consumers must be made to believe that the product performs the

job it’s supposed to do-they won’t forego product quality in the name of the environment.

5. Consider Your Pricing: If you’re charging a premium for your product-and many

environmentally preferable products cost more due to economies of scale and use of

higher-quality ingredients-make sure those consumers can afford the premium and feel

it’s worth it.

6. Thus leading brands should recognize that consumer expectations have changed. It

is not enough for a company to green its products; consumers expect the products that

they purchase pocket friendly and also to help reduce the environmental impact in their

own lives too.
“Green” Logistics

Is in the process of coming onto corporate radar screens, but companies need to see a cause and effect on profitability before they commit much more than superficial efforts toward green logistics. Everyone knows how important this is, but market analysts and investors likely won’t add much about green logistics into the “plus” column until it starts to impact overall profitability. It continues activity and hype around “green” supply chains. From a supply chain perspective, most companies are focusing on the low-hanging fruit: optimizing their transportation operations, LEED certified buildings minimizing/eliminating packaging,  and considering.carbon-footprint in network design (Llama soft, Ilog, Infor, Carbon View, Maersk Logistics, and IBM all have solutions in this area). However, a lot more work is required on the standards front, which is starting to occur. Also, in my opinion, large-scale progress in this area won’t occur in the US and elsewhere without government intervention  (e.g., regulations, tax/financial incentives, etc).

GREEN WASHING

In spite of its growing popularity, the green marketing movement faced serious setbacks in the late 1980s because many industries made false claims about their products and services. For instance, the environmental organization Corp Watch , which issues annually a list of the top ten"green washing" companies, included BP Amoco for advertising its "Plug in the Sun" program,in which the company installed solar panels in two hundred gas stations, while continuing toaggressively lobby to drill for oil in the Arctic National Wildlife Refuge. Green marketing can be a very powerful marketing strategy though when it's done right.
 In a similar kind of case Chad’s green marketing campaign bombed because he made the mistake of packaging his environmentally friendly product in Styrofoam, emitting CFC’s. Without environmental labeling standards, consumers could not tell which products and services were truly beneficial. Consumers ended up paying extra for misrepresented products. 
The media  came up with the term "green washing" to describe cases where organizations misrepresented themselves as environmentally responsible. So, While green marketing was growing greatly as increasing numbers of consumers were willing to back their environmental consciousnesses with their dollars, it can be dangerous. The public tends to be skeptical of green claims to begin with and companies can seriously damage their brands and their sales if a green claim is discovered to be false or contradicted by a 
company's other products or practices. Thus, in other words presenting a product or service as green when it's not is called green washing.
THE GREEN DILEMMA

The past decade has shown that harnessing consumer power to effect positive environmental change is far easier said than done. The so-called "green consumer" movements in the U.S. and other countries have struggled to reach critical mass and to remain in the forefront of shoppers' minds. While public opinion polls taken since the late 1980s have shown consistently that a significant percentage of consumers in the U.S. and elsewhere profess a strong willingness to favor environmentally conscious products and companies, consumers' efforts to do so in real life have remained sketchy at best. One of green marketing's challenges is the lack of standards or public consensus about what constitutes "green,"
 according to Joel Makower, a writer on green marketing. In essence, there is no definition of "how good is good enough" when it comes to a product or company making green marketing claims. 
   This lack of consensus -- by consumers, marketers, activists, regulators, and influential people -- has slowed the growth of green products, says Makeover, because companies are often reluctant to promote their green attributes, and consumers are often skeptical about claims. Despite these challenges, green marketing has continued to gain adherents, particularly in light of growing global concern about climate change. This concern has led more companies to advertise their commitment to reduce their climate impacts, and the effect this is having on their products and services.
GREEN MARKETING – ADOPTION BY THE FIRMS.

Green marketing has been widely adopted by the firms worldwide and the following are the

possible reasons cited for this wide adoption:
1) OPPORTUNITIES - As demands change, many firms see these changes as an opportunity to be exploited and have a competitive advantage over firms marketing non-environmentally responsible alternatives. Some examples of firms who have strived to become more environmentally responsible, in an attempt to better satisfy their consumer needs are:

•McDonald's replaced its clam shell packaging with waxed paper because of increased consumer concern relating to polystyrene production and Ozone depletion.

•Tuna manufacturers modified their fishing techniques because of the increased concern over driftnet fishing, and the resulting death of dolphins.

•Xerox introduced a "high quality" recycled photocopier paper in an attempt to satisfy the

demands of firms for less environmentally harmful products.

2) GOVERNMENTAL PRESSURE - As with all marketing related activities,governments want to "protect" consumers and society; this protection has significant green marketing implications. Governmental regulations relating to environmental marketing are designed to protect consumers in several ways,

1. Reduce production of harmful goods or by-products.
2. Modify consumer and industry's use and/or consumption of harmful goods

3. Ensure that all types of consumers have the ability to evaluate the environmental composition of goods Governments establish regulations designed to control the amount of hazardous wastes produced by firms.

New Delhi, the India's capital was getting polluted gradually at a very fast pace till Supreme Court of India forced a change of fuel on it. In 2002, a directive was issued to completely adopt CNG in all public transport systems to curb pollution. One of the more recent publicized environmental regulations undertaken by governments has been the establishment of guidelines designed to "control" green marketing claims. These regulations include the Australian Trade Practices Commission's (TPC) "Environmental Claims in Marketing - A Guideline , the US Federal Trade Commission's (FTC) "Guides for the Use of Environmental Marketing Claims" and the regulations suggested by the National Association of Attorneys-General .These regulations are all designed to ensure 
consumers have the appropriate information which would enable them to evaluate firm's environmental claims.

3) COMPETITIVE PRESSURE - Another major force in the environmental marketing area has been firms' desire to maintain their competitive position. In many cases firms observe competitors promoting their environmental behaviors and attempt to emulate this behavior. In some instances this competitive pressure has caused an entire industry to modify and thus reduce its detrimental environmental behavior. For example, it could be argued that Xerox's "Revive 100% Recycled paper" was introduced a few years ago in an attempt to address the introduction of recycled photocopier paper by other manufacturers. In another example when one tuna manufacture stopped using driftnets the others followed suit.recycling activities, as well as having modified their packaging to minimize its .      

4)SOCIAL RESPONSIBILITY- Many firms are beginning to realize that they are members of the wider community and therefore must behave in an environmentally responsible fashion. This translates into firms that believe they must achieve environmental objectives as well as profit related objectives. This results in environmental issues being integrated into the firm's corporate culture. There are examples of firms adopting both strategies. Organizations like the Body Shop heavily promote the fact that they are 
environmentally responsible. While this behavior is a competitive advantage, the firm was established specifically to offer consumers environmentally responsible alternatives to conventional cosmetic products. This philosophy is directly tied to the overall corporate culture, rather than simply being a competitive tool.

Fund managers and corporate developers too, are taking into account the environmental viability of the company they invest in Venture Capitalists are investing in green business because they believe it's a growth opportunity. Britain based HSBC became the world's first bank to go carbon neutral late last year and is now turning its 11000 buildings in 76 countries worldwide into models of energy efficiency." our customers have told us that they decide where they shop based on whether the business is a good neighbor ."Says David North, Tesco’s community director. An example of a firm that does not promote its environmental initiatives is Coca-Cola. They have invested large sums of money in various environmental impact.

While being concerned about the environment, Coke has not used this concern as a marketing tool. Thus many consumers may not realize that Coke is a very environmentally committed organization. Another firm who is very environmentally responsible but does not promote this fact, at least outside the organization, is Walt Disney World (WDW). WDW has an extensive waste management program and infrastructure in place, yet these facilities are not highlighted in their general tourist promotional activities.

5) COST OR PROFIT ISSUES - Firms may also use green marketing in an attempt to address cost or profit related issues. Disposing of environmentally harmful by-products, such as polychlorinated biphenyl (PCB) contaminated oil are becoming increasingly costly and in some cases difficult. Therefore firms that can reduce harmful wastes may incur substantial cost savings. When attempting to minimize waste, firms are often forced to re-examine their production processes. In these cases they often develop more effective production processes that not only reduce waste, but reduce the need for some raw materials. This serves as a double cost savings, since both waste and raw material are reduced. In other cases firms attempt to find end - of - pipe solutions, instead of minimizing waste. In these situations firms try to find markets or uses for their waste materials, where one firm's waste becomes another firm's input of production. One Australian example of this is a firm who produces acidic waste water as a by-product of production and sells it to a firm involved in neutralizing base materials.

GREEN CODE

G generalizes with care. Consumer behavior will not necessarily be consistent across different product types, and particular market segments may respond to certain issues on the green agenda but not others.

R remembers, the validity of a piece of market research is not related to the degree to which it supports your preferred option.

E explores the context from which market research data comes. Be clear on the nature of the sample used, the questions asked, the way in which responses were recorded and the time and place from which the responses come

E ensures that where market research is crossing international borderlines, that the terminology and interpretation remains consistent. Terms like ‘environment’, ‘green’ and ‘conservation’ do not always translate precisely between languages.

N neutrality is important. Ensure that when you pose questions to consumers, that they can makeany response without being made to feel guilty or uncomfortable, and ensure that your own preconceptions about the green agenda (such as an assumption that green products will cost extra) are not encoded within the questions.
.

GREEN MARKETING MIX

PRODUCT

Entrepreneurs wanting to exploit emerging green markets either: Identify customers’

environmental needs and develop products to address these needs or will develop

environmentally responsible products to have less impact than competitors.

The increasingly wide variety of products on the market that support sustainable developments are:

· Products made from recycled goods, such as Quick’ N Tuff housing materials made from  recycled broccoli boxes.

· Products that can be recycled or reused.

· Efficient products, which save water, energy or gasoline, save money and reduce

            environmental impact.

· Products with environmentally responsible packaging, McDonalds, for example, change their packaging from polystyrene clamshells to paper.

· Products with green labels, as long as they offer substantiation.

· Certified products, which meet or exceed environmentally responsible criteria.

· Organic products-many customers are prepared to pay a premium for organic products, which offer promise of quality. Organic butchers, for example, promote the added qualities such as taste and tenderness.

· A service that rents or loans products-toy libraries.

Whatever the product or service, it is vital to ensure that products meet or exceed the         quality expectation of customers and is thoroughly tested.

PRICE

Pricing is the critical element of the marketing mix. Most customers will only be prepared to pay a premium if there is a perception of additional product value. This value may be improved performance, function, design, visual appeal or taste. Environmental benefits will be often be the deciding factor between products of equal value or quality.

Environmentally responsible products, however are often less expensive when product life cycle coast are taken into consideration, for example fuel-efficient vehicles, water efficient printing and non-hazardous products.

PLACE

The choice of where and when to make products available will have significant impact on the customers you attract. Very few customers go out of their way to buy green products merely for the sake of it. Marketers looking to successfully introduce new green products should position them broadly in the market place so they are not just appealing to a small green niche market.

The location must also be consistent with the image you want to project and allow you to project your own image rather than being dominated or compromised by the image of venue. The location must differentiate you from the competitors. This can be achieved by in-store promotions and visually appealing displays or using recycled materials to emphasize the environmental and other benefits.

PROMOTION

Promoting products and services to target markets include paid advertising, public relations, sales promotions, direct marketing and on-site promotions. Smart green marketers will be able to reinforce environmental credibility by using sustainable marketing and communication tools and practices. For example, many companies in the financial industry are providing electronic statements by email; e-marketing is rapidly replacing more traditional marketing methods and printed materials can be produced using recycled materials and efficient processes such as waterless printing. Retailers, for example are recognizing the value of alliances with other companies, environmental groups and research organizations. When promoting their environmental commitment to reduce the use of plastic bags and promote their green commitment, some retailers sell shopping bags and promote their green commitments.

SWOT ANALYSIS OF GREEN MARKETING

STRENGTHS

· Marketers get access to new markets and gain an advantage over competitors that are not focusing on “greenness.”

· Marketers can charge a premium on products that are seen as more eco-responsible.

· Organizations that adopt green marketing are perceived to be more socially responsible.

· Green marketing builds brand equity and wins brand loyalty among customers.

E.g. research and development capabilities for clean processes and green products and human resources committed to environmental protection.

WEAKNESS

· Most customers choose to satisfy their personal needs before caring for environment.

· Overemphasizing greenness rather than customer needs can prove devastating for a

             product.

· Many customers keep away from products labeled “Green” because they see such

             labeling as a marketing gimmick, and they may lose trust in an organization that                         

suddenly claims to be green.

E.g. products cannot be recycled, and hazardous wastes) of a company.

OPPORTUNITIES

· Most to segment which are becoming more environmentally aware and concerned. These consumers are demanding products that conform to these new attitudes.

· Organizations perceive green marketing to be a competitive advantage, relative to the competitors. Firms, therefore, strive to improve upon their societal awareness. This complements the increase in consumers’ socially conscious behavior and will therefore give them an advantage over competitors who do not address these issues.

E.g.  offering an environmental friendly product and saving resources, and relating them to

internal strengths.

EXTERNAL THREATS

· Uncertainty as to the environmental impact of present activities, including that is

             perceived to be less environmentally harmful.

· Uncertainty as to which green marketing activities are acceptable from a government perspective.

· The possibility of a backlash from consumers or government based on existing green marketing claims, threat one and two above may cause backlash to arise.

E.g. competitors gain market shares with green products and increased environmental

regulations).

Objective of the Study
There is Some Objective of the Research Report they are given bellow. 

· To understand  about the green marketing  concept and  its growth & corporate world.
· To know about the opportunity and challenges of green marketing.
·  To know the process adopted by companies for green marketing.
· To know about the growth & relevance of green marketing in business.


Research Methodology

Research
Research is a purposeful investigation. It is a scientific & systematic search for knowledge & intimation on a specific topic research is use full & research objective can be achieved if it is done in proposes process.
Methodology

The world methodology spell the meaning itself if the method used by the researches in obtaining information. The data ( information can be collected from primary sources & secondary sources.) By primary data we mean data collected by researches himself for the first time to collaborate the data which has previously not been used is known as primary data By secondary data we mean the data collected from various published matters, a Magazine newspapers status of previous research report etc. In other words we can say that the data which has already been used your different purpose by different people is known as secondary Primary data can be collected through questionnaire and personal interview as for as concern my research is limited to dealers personality Secondary data are collected from the various books journals new spapereditional expert suggestions web sites & internet & etc .Research is a common language refers to a search of knowledge. Research is scientific & systematic search for pertinent information on a specific topic, infect research is an art of scientific investigation. Research Methodology is a scientific way to solve research problem. It may be understood as a science of studying how research is don’t scientifically. In it we study various steps that are generally adopted by researchers in studying their research problem. It is necessary for researchers to know not only know research method techniques but also technology.The scope of Research Methodology is wider than that of research methods.The research problem consists of series of closely related activities. At times, the first step determines the native of the last step to be undertaken. Why a research has been defined, what data has been collected and what a particular methods have been adopted and a host of similar other questions are usually answered when we talk of research methodology concerning a research problem or study. The project is a study where focus is on the following points:

RESEARCH DESIGN 
A research design is defined, as the specification of methods and procedures for acquiring the Information needed. It is a plant or organizing framework for doing the study and collecting the data.

Designing a research plan requires decisions all the data sources, research approaches, Research instruments, sampling plan and contact methods.
Research design is mainly of following types: -

1. Exploratory research.

2. Descriptive studies

3. Experimental
EXPLORATORY RESEARCH


The major purposes of exploratory studies are the identification of problems, the more precise Formulation of problems and the formulations of new alternative courses of action. The design of exploratory studies is characterized by a great amount of flexibility and ad-hoc veracity.   

DESCRIPTIVE STUDIES 


Descriptive research in contrast to exploratory research is marked by the prior formulation of specific research   Questions. The investigator already knows a substantial amount about the research problem. Perhaps as a Result of an exploratory study, before the project is initiated. Descriptive research is also characterized by a Preplanned and structured design.

EXPERIMENTAL DESIGN: - A casual design investigates the cause and effect relationships between two or more variables. The hypothesis is tested and the experiment is done. There are following types of casual designs:

I. After only design

II. Before after design

III. Before after with control group design

IV. Four groups, six studies design

V. After only with control group design.

VI. Consumer panel design

VII.      Exposit facto design    
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PRIMARY DATA
These data are collected first time as original data. The data is recorded as observed or encountered. Essentially they are raw materials. They may be combined, totaled but they have not extensively been statistically processed. For example, data obtained by the peoples. 

SECONDARY DATA
Sources of Secondary Data

Following are the main sources of secondary data: 

· Official Publications.
· Publications Relating to Trade: 

· Journal/ Newspapers etc.: 

· Data Collected by Industry Associations: 

· Unpublished Data: Data may be obtained from several companies, organizations, working in the same areas like magazines. 

Period of Study: This study has been carried out for a maximum period of 4 weeks.

Area of study: The study is exclusively done in the area of marketing. It is a process requiring care, sophistication, experience, business judgment, and imagination for which there can be no mechanical substitutes.

Sampling Design: The convenience sampling is done because any probability sampling procedure would require detailed information about the universe, which is not easily available further, it being an exploratory research.

Sample Procedure: In this study “judgmental sampling procedure is used. Judgmental sampling is preferred because of some limitation and the complexity of the random sampling. Area sampling is used in combination with convenience sampling so as to collect the data from different regions of the city and to increase reliability.

Sampling Size: The sampling size of the study is 100 users.

Method of the Sampling:

Probability Sampling

It is also known as random sampling. Here, every item of the universe has an equal chance or probability of being chosen for sample.

Probability sampling may be taken inform of:

Simple Random Sampling  A simple random sample gives each member of the population an equal chance of being chosen.  It is not a haphazard sample as some people think!  One way of achieving a simple random sample is to number each element in the sampling frame and then use random numbers to select the required sample.Random numbers can be obtained using your calculator, a spreadsheet, printed tables of random numbers, or by the more traditional methods of drawing slips of paper from a hat, tossing coins or rolling dice.
Systematic Random Sampling

This is random sampling with a system!  From the sampling frame, a starting point is chosen at random, and thereafter at regular intervals.
Stratified Random Sampling

With stratified random sampling, the population is first divided into a number of parts or 'strata' according to some characteristic, chosen to be related to the major variables being studied. For this survey, the variable of interest is the citizen's attitude to the redevelopment scheme, and the stratification factor will be the values of the respondents' homes. 
This factor was chosen because it seems reasonable to suppose that it will be related to people's attitudes
Cluster and area Sampling

Cluster sampling is a sampling technique used when "natural" groupings are evident in a statistical population. It is often used in marketing research. In this technique, the total population is divided into these groups (or clusters) and a sample of the groups is selected. Then the required information is collected from the elements within each selected group. This may be done for every element in these groups or a sub sample of elements may be selected within each of these groups.
Non Probability Sampling

It is also known as deliberate or purposive or judge mental sampling. In this type of sampling, every item in the universe does not have an equal, chance of being included in a sample.

It is of following type:

Convenience Sampling

A convenience sample chooses the individuals that are easiest to reach or sampling that is done easy. Convenience sampling does not represent the entire population so it is considered bias.

Quota Sampling

In quota sampling the selection of the sample is made by the interviewer, who has been given quotas to fill from specified sub-groups of the population.  

Judgment Sampling

The sampling technique used here in probability > Random Sampling.

The total sample size is 100 profiles. 

I have selected Probability sampling method for this research study.

Data Collection : - Data is collected from various customers through personal interaction. Specific questionnaire is prepared for collecting data. Data is collected with more interaction and formal discussion with different respondents and we collect data about investment pattern of people by face to face contact with the persons from whom the information is to be obtained (known as informants). The interviewer asks them questions pertaining to the survey and collects the desired information. 

Limitation
Survey Area:-

· The survey area is limited to only Ghazipur district (Urban). Hence, the finding cannot be generalized.

Sampling Design:-

· There are different type of Sampling like, probability, Area, random, purposive, convenience and judgmental.

· Along these, the researcher choose only convenience, purposive and judgmental sampling.

· The data are collected on the convenience basis, which was suited to the researcher is survey. Whenever he found the related individual, he asks some questions to them and field up this questionnaire.

· Judge metal means, the researcher know that; who me get have to give preference. The person who was suitable for his research. He selected and asked questions to home & left others. These three designs were suitable for the survey and without them the researcher cannot reach to any condition.     



Finding & Conclusion

Conclusion

Green marketing covers more than a firm's marketing claims. While firms must bear much of the responsibility for environmental degradation, ultimately it is consumers who demand goods, and thus create environmental problems. One example of this is where McDonald's is often blamed for polluting the environment because much of their packaging finishes up as roadside waste. It must be remembered that it is the uncaring consumer who chooses to disposes of their waste in an inappropriate fashion. While firms can have a great impact on the natural environment, the responsibility should not be theirs alone. In the EPA's 1994 study consumers gave the following reasons for why they damage the environment.

It appears that consumers are not overly committed to improving their environment and may be looking to lay too much responsibility on industry and government. Ultimately green marketing requires that consumers want a cleaner environment and are willing to "pay" for it, possibly through higher priced goods, modified individual lifestyles, or even governmental intervention. Until this occurs it will be difficult for firms alone to lead the green marketing revolution. Polonsky: An Introduction To Green MarketingHaving said  this, it must not be forgotten that the industrial buyer also has the ability to pressure suppliers to modify their activities.

 Thus an environmental committed organization may not only produce goods that have reduced their detrimental impact on the environment, they may also be able to pressure their suppliers to behave in a more environmentally "responsible" fashion. Final consumers and industrial buyers also have the ability to pressure organizations to integrate the environment into their corporate culture and thus ensure all organizations minimize the detrimental environmental impact of their activities.  Throughout this thesis, green marketing theory and green consumerism theory, relevant for the research question, has been described and held against actual facts and survey findings regarding the British green consumers. Interesting results have been achieved and put together into a SWOT analysis, concerning British Airways’ green initiative of carbon offsetting in connection with the research question for this thesis, which summed up the most relevant findings of this thesis. On the basis of this work method I am now able to draw a conclusion to this thesis. Primarily, it has been established that UK consumers are becoming increasingly concerned about environmental issues and that this increased concern can affect consumption behaviour. Survey findings elaborated on this point by showing that UK consumers are most worried about air pollution. This result proves both positive and negative in connection with the research question for this thesis, because if UK consumers are becoming increasingly concerned about air pollution they will, according to green marketing theory, be keen to be a part of the solution. On one hand the solution would be to favour companies with the most recognised green credentials, on the other hand it would result in reluctance to consume products or services they believe to be a part of the problem. Moreover, survey findings indicated that two thirds of UK consumers believe that flying less would have a medium or major impact on environmental issues such as climate change, but further findings also showed that only a small percentage believed that UK consumers would be willing to fly less, and over half of the respondents did not feel guilty about flying.  It has also been established that credibility in connection with information about environmental issues is necessary for a green message to be taken seriously by UK consumers. Survey findings showed that 59 per cent of UK consumers are willing to make changes if they can be sure that it will really make a difference as well as companies are doing their bit. Unfortunately for British Airways, the airline is perceived as the least environmentally friendly company in the UK. This means that UK consumers are not convinced about the environmental efforts implemented by British Airways, and therefore a green message will not be taken seriously. On the other hand, British Airways cooperation with the environmental organisation Climate Care, for managing the funds obtained through carbon offsetting, will, according to green marketing theory, strengthen the credibility of their green initiative of carbon offsetting as survey findings showed that environmental organisations are the most credible source for UK consumers to obtain information about the environment. Still, even though British Airways’ cooperation with Climate Care will strengthen their credibility, the fact that British Airways is perceived as the least environmentally friendly company in the UK, means that other airlines based in the UK have a superior green reputation, and therefore it is most likely that UK consumers, who increasingly are becoming more environmentally aware, would choose an alternative airline with superior green credentials.     
Suggestions
In my topic “A Study on  growth & relevance of green marketing in india.”   I asked to every responded to have a suggestion about the improvement of the roles of an agent on investment then by the help of my respondent, I got lots of suggestion relating to my topic.

I want to suggest every Company agents who imposed the investment they must be gathered information about the investment procedure so that consumers are totally satisfied to his investment.


Now a day, the role of agent on investment increasing day by day but in Ghazipur city it is not become so much increase be case of the communication skill no so much properly in Ghazipur city & most important suggestion the agent that they should be the right information relating to the “SWITCH” on time the investment & they should be reached information relating to the new scheme & the document premium etc.   



BIBLIOGRAPHY

INTRODUCTION




INTERNET








www.google.com 








www.search.com







www.Greenmarkting.com
C.R. KOTHARI




RESEARCH METHODOLOGY

PHILIP KOTLER




MARKETING MANAGEMENT








MAGAZINES

JOURNALS
Unpublished Sources





Published Sources








