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Abstract 
 

Most of the global corporates claim to be committed to Green 
Marketing in their marketing communications. The objective is to 
enhance the sphere of large & growing market of environmentally 
conscious consumer. To understand why companies are adopting green 
marketing initiatives: that is what are antecedents which lead towards 
these initiatives and what are the possible outcomes of this process of 
green marketing communication. Hence, it becomes a significant 
question which needs research. This paper explores this preposition 
that whether the companies are going green because they are turning to 
be environmental friendly or there is a latent need which forces them to 
do so because of the growing awareness of consumer towards 
environment consciousness. 
The study concludes that because of the rise of an educated green and 
informed consumer base, the non-traditional green marketing efforts 
can now be quickly shared & understood and the reach of these green 
initiatives taken by the companies has increased exponentially because 
of the electronic word of mouth communication of the consumers 
across the globe. Hence, companies have now identify a new niche of 
ecological trendy consumers who are not only admirers of green 
products & services. But are also ready to pay premium to maintain 
their status of pro-green consumer. 
 
Keywords: green marketing, environmental friendly, environmental 
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Introduction 
It was only in the late eighties the concept of green marketing came into prominence 
and assumed a relatively new focus in all the business endeavors and other related 
domains of the business and society. Environmental issues have earned significant 
concern in business as well as in people’s life throughout the world.Hence green 
marketing was thought as one of the most important strategy to achieve the 
sustainability.In order to solve ecological problems, businesses are trying to develop 
more ecological approaches as green in the market. At this point green marketing is 
taking a critical and crucial role to create a sustainable development framework. 
(Sevil,2011).As per Mr.J.Polonsky,green marketing can be defined as, “All activities 
designed to generate and facilitate any exchange intended to satisfy human needs or 
wants such that satisfying of these needs and wants occur with minimal detrimental 
impact on the natural environment.”(Asquoted by Sheth,2011). The popularity of 
green marketing as strategic initiative is assumed to have impact on consumer’s 
reaction in their various decisions. Several researchers and practitioners focus on 
economic condition (e.g.GDP) and its relation to energy efficiency etc.(Ko,Hwang & 
Kim, 2013).Most of the industries felt that the pressure for making business 
environment green and behaving in a more responsible especially comes from 
Government and its legislations and consumers have nothing to do with it.(Saxena& 
Khandelwal,2010).According to Banerjee and McKeage (1994), green consumers 
strongly believe that current environmental conditions are deteriorating and represent 
serious problems facing the world. Conversely, consumers who perceive that 
ecological problems will ‘resolve themselves’, do not engage in green buying 
behavior. Laroche et al. found that this attitude showed the most discriminating power 
between the consumers willing to pay more for green products versus those who were 
unwilling. According to TerraChoice, “More and more consumers expect to use their 
spending as an expression of their environmental commitment.More and more 
businesses are establishing environmental performance as a point of competitive 
distinction and social responsibility.”(Bergeson, 2008).It has become important for 
companies to create and sustain a relationship with all who they interact with: its 
suppliers, market intermediaries, the public and most importantly their customers. 
(Ravald & Gronroos,1996). But lack of consumer trust and the lack of information are 
the most important restrains to the development of green products.(Cervellon et al. 
2011). This paper explores this preposition that weather the companies are going 
green because they are turning to be environmental friendly or there is a latent need 
which forces them to do so because of the growing awareness of consumer towards 
environment consciousness.From the previousresearch findings, it can be easily 
estimated that the extent of green marketing is encompassing the total business 
solutions now especially as far as the customer share of wallet is concerned. Hence, 
an effort has been made to explore the factors that determine the perceptions of the 
educated consumers regarding green marketing initiatives taken up by different 
companies. 
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Research Methodology 
A survey was conducted by mailing the questionnaire comprising of 30 different set 
of perceptual statements with regards to green marketing, its need and other pros and 
cons. These statements covering the various dimensions of green marketing was to be 
rated on a five point continuum ranging from “strongly disagree” to “strongly agree” 
was developed in Likert-type summated scale where the highest score of 5 was 
attached to strongly agree response and score 1 indicated the response of strong 
disagreement. A total of 150 respondents were personally contactedfor the purpose of 
data collection. The universe of the study comprise of different cities of Punjab 
namely Amritsar, Chandigarh, Ludhiana and Jalandhar. The sample comprised of 
different individuals from both the gender of different age categories, qualifications, 
income groups and professions. The review of literature suggested that to adjudge the 
perspective of the respondent regarding the implications of socially desirable 
marketing practices, the respondents had to be the individuals who can reasonably 
interpret these practices and understand them. Hence respondents having minimum 
educational level of graduation were taken. Non-probabilistic judgment sampling was 
used and the scale reliability was tested and factor analysis was used for this 
exploratory research. 
 
Reliability of scale 

 To test for the reliability of the scale, the measures of cronbach alpha was 
taken and it was found that the value of cronbach alpha was 0.6995 which is 
very close to 0.70, the commonly accepted threshold (Nunnally & Bernstein, 
1994). Hence the reliability of the scales were confirmed on the measures of 
internal consistency in order to test the suitability of data for factor analysis, 
the following steps were also taken: 
 Kaiser-Meyer Olkin (KMO) Measure of Sampling Adequacy for 

individual variable was also studied. Overall MSA was found to be 0.79 
indicating satisfactory sample adequacy. 

 Bartlett’s Test of Sphericity showed statistically significant number of 
correlations among the variables. 

 The communalities of the variables ranged from 0.302 to 0.763whereas 
the factor loadings ranged from 0.216 to 0.892as given in Table 1. 

 
The loadings of various statements in each factor and their Eigen values and 
Cumulated Variance has shown in Table 1. 
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Table 1: Rotated Component Analysis (Varimax) 
 

Variable Factor Comm 
1 2 3 4 5 6 7 

A1 0.256 0.682 -0.067 -0.072 0.013 -0.198 -0.295 0.630 
A2 -0.032 0.083 0.355 0.064 0.084 0.066 -0.196 0.557 
A3 -0.006 -0.015 -0.009 -0.107 -0.088 0.892 0.112 0.760 
A4 -0.134 0.216 0.112 0.163 0.077 0.100 0.044 0.302 
A5 -0.209 0.282 -0.012 0.345 0.555 -0.076 -0.324 0.590 
A6 -0.081 0.536 0.052 0.374 -0.052 0.191 0.022 0.580 
A7 -0.077 0.689 0.136 0.093 0.152 0.007 0.033 0.642 
A8 0.158 0.268 0.256 0.554 -0.217 0.019 0.004 0.589 
A9 -0.110 0.062 0.258 0.564 -0.061 0.061 -0.113 0.582 
A10 -0.251 0.013 0.046 0.571 0.101 0.054 0.036 0.596 
A11 -0.119 0.147 -0.058 0.628 0.277 -0.092 -0.168 0.614 
A12 -0.076 0.596 -0.087 0.071 0.163 -0.038 0.058 0.600 
A13 0.045 0.002 0.125 0.091 -0.048 -0.003 0.790 0.698 
A14 -0.184 0.037 0.123 0.278 -0.017 0.350 0.456 0.590 
A15 0.755 0.008 0.038 -0.154 -0.316 0.040 0.058 0.686 
A16 0.811 -0.157 0.041 -0.100 -0.069 -0.092 -0.005 0.763 
A17 0.268 0.092 0.256 0.114 0.030 0.416 -0.083 0.526 
A18 0.813 -0.004 -0.128 -0.078 0.094 -0.066 0.131 0.765 
A19 0.066 0.035 0.655 0.012 0.238 -0.018 0.192 0.604 
A20 0.528 0.022 -0.079 -0.145 -0.105 -0.048 0.053 0.576 
A21 0.327 -0.081 -0.271 -0.034 0.201 0.293 0.419 0.512 
A22 0.048 -0.002 0.784 0.070 0.029 0.045 0.035 0.682 
A23 0.496 -0.484 -0.124 0.232 -0.069 -0.060 0.255 0.600 
A24 0.261 -0.109 0.113 0.181 0.349 0.241 0.042 0.448 
A25 0.034 0.026 -0.033 0.029 0.581 0.802 0.202 0.759 
A26 -0.139 0.302 -0.006 -0.072 0.725 0.538 -0.079 0.581 
A27 -0.042 -0.016 0.458 0.157 0.044 0.419 -0.050 0.591 
A28 -0.022 0.019 0.433 0.049 0.397 0.382 0.176 0.555 
A29 -0.104 0.427 0.021 -0.018 0.620 0.008 0.014 0.604 
A30 -0.065 0.070 -0.072 0.155 0.746 -0.074 0.038 0.678 
E.Value 1.557 1.503 1.465 1.412 1.382 1.360 1.275  
% Var 8.820 7.992 6.994 6.898 6.768 6.671 6.589  
Cum. % 
Var. 

8.820 16.812 23.806 30.704 37.472 44.143 50.732  

 
As it is evident from Table 1, seven factors could be extracted. The current solution 
accounts for the total of50.732 % of total variance explained which shows that the 
model with seven factors is satisfactory. 
 
 
Naming of Factor– Analysis & Discussion 
All the seven factors extracted have been given names on the basis of the various 
variables included in the each individual case. 
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Factor 1 – Green Loyal- (5 statements were loaded): This factor reveals that the 
element of the loyalty associated with green marketing initiative as one of the most 
important factor explaining 8.820 % of the variance. Most of the statements were 
associated with loyalty dimension of consumers due to different forms of initiatives 
taken by the corporates who are marketing them as green. This factor shows that most 
of the respondents would like to buy the brand of those companies who follow green 
principles of the business that is who indulge in environment friendly practices 
promoting eco-friendly products. Because of the loyalty with the green business, more 
and more customers are becoming pro-green consumer. 
 
Factor 2 –Green Business-far from the reality(5 statements were loaded): It is 
revealed from the factor analysis that the Green Business far from the reality as the 
second most important factor explaining 7.992% of the variance. It reveals that most 
of the respondents feel that green marketing is the marketing gimmicks and nothing in 
reality. The respondents here feel that the companies are using green marketing as a 
buzz word to promote their wares only. 
 
Factor 3 – Green Satisfaction(5 statements were loaded): It has been revealed from 
the table 1 that the factor green satisfaction is one of the important as it explains 6.994 
% of the variance.The respondents in this case feels that it gives them immense 
satisfaction when they patronize the green products and feel gratification because they 
tend to think that they are conscious about the environment and society looks towards 
them as eco-trendy people. The implication of this factor is that the respondents want 
the other corporates also to become environment conscious and friendly. 
 
Factor 4 – Falselypersuading(4 statements were loaded):  The issue of green 
marketing as explained by this factor is one of the important factor explaining 6.898 
% of the total variance. It shows that some of the respondents feel that green 
marketing is mere a statement use by the marketers to capture the heart share of the 
market and hence is nothing but an emotional overdose for the customers. The 
implication of this factor is that some of the respondents feel that it is a mere 
exaggeration of the fact. Hence it leaves a word of caution for the marketers to pursue 
these strategies carefully so that they can convince and shall not confuse. 
 
Factor 5 - Impact of Technology(4 statements were loaded):A Catalytic Factor - The 
fundamental of green marketing has a strong correlation with the technological 
upgradation as this factor explains 6.768 % of the total varianceimplies that some of 
the respondents think thattechnology like electronic word of mouth communication 
enables the message of green to spread exponentially. The wonderful fact which 
comes out here is that this factor leaves an implication that to promote green, viral 
marketing can form a better strategy. 
 
Factor 6: Repetitiveness of claims(4 statements were loaded):The repetition of the 
claims is another important factor explaining 6.671 % of the total variance reveals that 
the mere increase of the number of claims regarding green business, green values, 
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green products etc. are becoming as a point of boredom for the respondents as they 
feel that the companies are performing less and claiming more. Rather they should do 
the vice-versa. 
 
Factor 7: Impact of celebrity/Advertisement on green promotion(3 statements 
were loaded):A Catalytic Factor-The celebrity impact upon the positive promotion of 
the green buzzword is one of the important factor explaining 6.589 % of total 
variance.It shows that to promote green business the celebrities can have a better 
effect upon the mindset of the respondents as they are the role models for many of the 
demographic sections of the society especially the youngsters. The respondents feel 
that the success of the campaigns and brands like Pulse Polio, Be Human etc. lies with 
the secret of celebrity promotion. This factor leads an implication for the marketer in 
this business that in order to promote in a better way they can resort to celebrity 
endorsements appeals. 
 
 
Conclusion 
In nutshell, it can be said because of the rise of an educated green and informed 
consumer base, the non-traditional green marketing efforts can now be quickly shared 
& understood because of the electronic word of mouth communication of the 
consumers across the globe and by these practices the companies can increase their 
loyalty share in the market and will provide long term profitability for the firms doing 
the green business. Hence, companies have now identify a new niche of ecological 
trendy consumers who are not only admirers of green products & services. But are 
also ready to pay premium to maintain their status of pro-green consumer. 
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