Management & Economics Research Journal
Fﬂa —=
ISSN 2710-8856 P‘::’;‘&“I,,
ISSN 2676-184X = =
University of Djelfa - Algeria R
https://www.asjp.cerist.dz/en/PresentationRevue/615
\ol. 06 No. 03 (2024). P. 01-19

Green Marketing strategies: Exploring Global Paradigms

and Leading International Practices

Achour Iman™ @ Boukrif Zouhir @
achour-imane@live.fr zouhirboukrif@hotmail.fr
l.achour@univ-blida2.dz z.boukrif@univ-blida2.dz
University of Blida 2, (Algeria) University of Blida 2, (Algeria)
Received :30/01/2024 Accepted :19/06/2024
Abstract

In an age prioritizing environmental awareness, businesses are progressively
driven to embrace approaches harmonizing profitability with sustainability. This
research undertakes an in-depth examination of varied case studies spanning global
industries and regions, intending to clarify pivotal elements influencing prosperous
green marketing initiatives.

The study illustrates how companies have adeptly incorporated eco-friendly
practices into their marketing strategies, concurrently attaining a competitive edge
and fostering market expansion. Additionally, it pinpoints fundamental principles and
optimal strategies gleaned from these leading experiences, providing valuable
insights and guidelines for enterprises aiming to initiate or refine their green
marketing pursuits.
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1. INTRODUCTION

In the ever-changing landscape of contemporary business, the necessity to reconcile economic
prosperity with environmental responsibility has become increasingly central to corporate
strategies. Industries are grappling with the challenges posed by climate change, resource depletion,
and a growing environmentally-conscious consumer base, placing sustainable practices and green

marketing strategies at the forefront of organizational agendas.

The rising environmental crisis presents a significant challenge to businesses globally,
prompting a reassessment of traditional marketing approaches that often contribute to resource
depletion and pollution. The inherent conflict between economic growth and environmental
preservation requires a paradigm shift in marketing strategies. This research addresses the
fundamental issue of integrating sustainability into marketing practices, emphasizing the imperative
for businesses to find a delicate balance between profitability and ecological responsibility. This
prompts the question: How do international examples of successful green marketing help
enhance comprehension and adoption of sustainable approaches, promoting a shift in business

strategies toward environmental consciousness, ultimately ensuring long-term success?

This study explores the realm of sustainable success, providing a comprehensive examination
of global case studies that demonstrate excellence in green marketing. Through a thorough analysis
of these cases, we aim to uncover the intricate dynamics, innovative approaches, and strategic
frameworks that have propelled organizations towards a harmonious integration of profitability and
ecological stewardship. Navigating the spheres of sustainable business, this study seeks to inspire
and inform, offering valuable insights for corporations, practitioners, and policymakers alike who
aspire to cultivate a future where sustainable success is not merely a corporate objective but a global

imperative. The objectives of the Study are to:
- Explore global case studies in green marketing excellence.

- Analyze the dynamics, approaches, and frameworks leading to successful integration of

profitability and ecological stewardship.

- Understand how insights from these international experiences can contribute to the

implementation of sustainable practices.
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- Foster a paradigm shift towards environmentally conscious business strategies for long-term

success.
2. Definition of green marketing:

Unfortunately, there is a misconception among a considerable segment of the public that
green marketing is limited to the promotion or advertising of products that have environmental

features. Consumers frequently link phrases like "phosphate free,” "recyclable,” "refillable," "o0zone
friendly,” and "environmentally friendly" with green marketing. Even while these labels refer to
certain parts of green marketing claims, the idea behind them is much broader and includes

industrial, consumer, and even service items.

In essence, green marketing involves a diverse array of activities, including modifying
products, altering production processes, adjusting packaging, and adapting advertising strategies.
Defining green marketing proves to be a complex undertaking, given the wide range of terms used
in this field, which includes ecological, environmental, and green marketing. Though ideas about
green marketing became more popular in the late 1980s and early 1990s, they actually began far
earlier. The first workshop on "Ecological Marketing" was held by the American Marketing
Association (AMA) in 1975 with the goal of bringing together scholars, industry professionals, and
legislators to examine how marketing affects the environment. The study of the benefits and
drawbacks of marketing initiatives related to pollution, energy depletion, and the depletion of non-
energy resources was the definition of ecological marketing given during this session. (Chawla &
Tanwar, 2017, p. 2108)

Promoting and selling goods and/or services on the basis of their advantageous environmental
qualities is known as "green marketing." This could indicate that the good or service is made and/or
packaged in an ecologically friendly way, or that it has an environmentally friendly composition.
The fundamental premise of green marketing is that potential consumers will consider a product or
service's environmental friendliness as a valuable feature and make their purchasing decisions
accordingly. (K.RAMESH, M.Com, & M.Phil, 2013, p. 9)

From a consumer perspective, green marketing is a term that guides the identification of the
needs and preferences of environmentally conscious consumer segments. Also, it is defined as the
collective efforts of organizations to create, advertise, price, and distribute products that are

environmentally safe. The overarching goal is to align all business activities to enable exchanges
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>

that meet people's needs and desires while minimizing harm to the environment. (Ercis & Cat,
2016, p. 61)

In summary, green marketing encompasses a spectrum of activities related to the production,
pricing, distribution, and promotion of environmentally friendly products. These initiatives are
aimed at helping businesses achieve their objectives while simultaneously addressing the needs and

desires of environmentally conscious consumers.
3. Evolution of Green Marketing:
The evolution of green marketing has been divided into three phases:

The ecological phase, which began in response to the growing environmental concerns and
involved all marketing efforts aimed at providing solutions. (NOGUEIRA, 2020, p. 355)

The second phase of green marketing, known as ""Environmental’ green marketing, focused
on producing eco-friendly products that not only mitigate environmental difficulties but also
addressed waste management. In order to prevent environmental damage, new technology is

also being developed during this phase. (Singh & Kumar, 2022, p. 1)

The "'Sustainable” green marketing phase was the third. Late in the 1990s and early in the
2000s, it gained popularity. The phrase "sustainable development™ led to this, which is described
as satisfying current demands without sacrificing the capacity of future generations to satisfy
their own needs. (Surya & Banu, 2014, p. 1) This phase has incorporated a broad range of
activities, including changes on products, production processes, packaging and advertising.

It's true that a growing number of businesses include sustainability—as a result of green
marketing concerns—in their yearly reports, strategic strategies, and communications. Businesses
use green marketing because it can help them achieve their goals, it is morally required of them to
be socially conscious, governments are pressuring them to do so, competitors' environmental efforts
push them to adopt new marketing strategies, and there are financial penalties associated with waste
or reduced material use that motivate them to alter their ways. (NOGUEIRA, 2020, p. 355)

4. Green Marketing versus Traditional Marketing:

Figure 1 illustrates the concept of green marketing and makes a distinction between it and

traditional marketing. Green marketing clarifies the relationship between a company and its society,
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including the environment, as well as the commercial exchange relationship. Not only should
marketers conduct green marketing, but employees from the company's various functional areas—
such as quality, design, production, and supplies—should likewise. Businesses must include green
marketing techniques into every step of their operations, from developing and executing regulations
for their products and services to managing pricing, distribution, and promotion, in order to reduce
the negative environmental effects of their operations. Numerous sectors, including the automotive,
apparel, food, furniture, and housing industries, have started implementing green marketing
strategies to encourage their customers to adopt eco-friendly habits. (Eneizan & all, 2016, p. 4)

Fig.1. Differences between Traditional Marketing and Green Marketing

TRADITIONAL MARKETING GREEN MARKETING

Firm and customer Firm, customer, environment

Parties involved in exchange

-Customer satisfaction -Customer satisfaction

-Satisfaction of firm objectives Objectives -Satisfaction of firm objectives
-Minimising ecological impact
caused

Economic responsibility Corporate responsibility Social responsibility

Entire product value chain from
obtaining raw materials to post-
consumption

From manufacture to product use Reach of marketing decisions

N Y4

Beyond law: design for
environment

Legal i ts
A requirements Ecological demands

A4

Confrontation or passive attitude Green pressure groups Open relationship and
collaboration

Source: Bilal Mohammad Eneizan et all, 2016, p.4.
5. Opportunities of green marketing:

Many businesses view shifting consumer demands as a chance to take advantage of and gain a
competitive edge over businesses offering less environmentally friendly alternatives. The following
are some instances of businesses that have made an effort to improve their environmental

responsibility in an effort to better meet the requirements of their customers: (Suresh, 2015, p. 336)
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- Social Responsibility: As more businesses come to understand that they are part of a larger
community and must act accordingly, environmental concerns are being incorporated into the
corporate culture of the company. Coca-Cola, a company that has made significant financial
investments in numerous recycling programs and altered its packaging to reduce its environmental

impact, is an example of a business that does not publicly highlight its environmental initiatives.

- Governmental Pressure: Government restrictions pertaining to environmental marketing are
intended to safeguard consumers by limiting the quantity of hazardous wastes that businesses
produce through the issuance of different environmental permits, which in turn modifies

organizational behavior.

- Competitive Pressure: The need for businesses to keep their competitive edge has been a
significant driving force in the field of environmental marketing. Businesses frequently watch rivals
touting their environmental practices and try to imitate them. In several cases, the pressure from
competition has led an entire industry to change, therefore reducing its harmful environmental

behavior.

- Cost or Profit Issues: Environmentally hazardous byproducts are more harder and more
expensive to dispose of; one example is oil that has been tainted with polychlorinated biphenyls
(PCBs). In order to cut waste, businesses frequently create more efficient production methods that

require less raw materials, saving money twice.

- Green Code: Take caution while generalizing. Different product categories may not always see
the same changes in consumer behavior, and certain market segments may react favorably to some

green agenda items while not others.

v Keep in mind that a market research study's validity is independent of how much it supports

your recommended course of action.

v' Examine the circumstances in which data from market research is gathered. Make sure you
understand the type of sample that was used, the questions that were posed, how the answers

were entered, and the date, time, and location of the responses.

v' Make sure that vocabulary and interpretation are consistent while conducting market

research across international borders. Language to language translations of terms like

"environment," "green," and "conservation" are not always exact.
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6. Green marketing mix:

The four Ps of green marketing are the same as those of conventional marketing, but the task

facing marketers is to use the four Ps in a creative manner.
»  Green product:

Green products, also known as environmentally friendly or environmentally conscious
products, are those made with the intention of reducing the amount of natural resources used and
the negative effects these products have on the environment during their complete life cycles.
(Solaiman, Osman, & Halim, 2015, p. 91). Reducing resource usage and pollution while increasing
conservation of finite resources are the ecological goals of product planning. One of the marketer's
responsibilities in product management is to feed the product designers with consumer and market-
driven demands for environmentally friendly features like organic, energy-efficient products, locally
sourced materials, and green chemicals. Nike, for instance, was the first sneaker company to
promote itself as environmentally friendly. It presents the Air Jordan line of shoes as
environmentally friendly since it uses a lot less toxic glue adhesive. This line of shoes was created
with an emphasis on using eco-friendly materials and reducing waste. (Chawla & Tanwar, 2017, p.
2111).

»  Green pricing:

A product's "green price" is its fixed price that takes the environment into account. The
pricing includes social and environmental costs that account for the additional charges associated
with altering the packaging, disposal procedure, and production method. Generally speaking, this
kind of pricing has made green products more expensive than conventional ones. If the buyers are
willing to pay the higher price, then perhaps it is not a problem. If not, consumers move to non-

green products. (Agustini, Athanasius, & Retnawati, 2019, p. 44).

One crucial and significant component of the green marketing mix is price. The majority of
customers won't be willing to spend more unless they believe the goods is worth more. Improved
performance, functionality, design, aesthetic appeal, or taste could constitute this value. All of these
facts should be taken into account when charging a premium for green marketing. For example, Wal
Mart debuted its first cloth shopping bag that is recyclable. IKEA and EASYDAY stores began
imposing fees on customers when they choose to use plastic bags and urged customers to use their
"Big Blue Bag" (Surya & Banu, 2014, p. 3).
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»  Green promotion:

Promoting environmentally friendly products is known as "green promotion,” and it aims to
inform and influence consumers’ opinions. Consumers must be informed about important
environmental issues that are connected to business operations through green marketing. When
combined with other business endeavors, green promotion can prove to be a potent strategic
instrument. If not, customers can view it as green washing and disregard the advertisement, boycott
the goods, or file a complaint with the authorities. Customers generally love to associate themselves
with companies that are environmental stewards, so when a business communicates the actions
reflecting its commitment to the environment through advertisements, sales promotions, publicity,
and corporate social responsibilities, it is sure to get many loyal customers. (Agustini, Athanasius,
& Retnawati, 2019, p. 44).

Advertising, public relations, direct marketing, sales promotion, website promotions,
marketing materials, videos, and product packaging are some of the promotional techniques used in
green marketing. Green advertising is currently taking the place of conventional advertising.
Internet advertising is being used by many businesses to promote their goods and services. The
internet, online advertising, and online marketing are crucial tools that businesses utilize to promote

their products and services. (Singh & Kumar, 2022, p. 51).

Green advertising is a powerful instrument for promoting goods, services, concepts, and the
initiatives and concern-driven actions of enterprises to conserve and maintain the environment. In
addition, it serves as a medium for businesses to communicate and educate the public about how
they directly affect global concerns, in tandem with societal displays of consciousness. In addition,
governments employ green advertising to advance the idea of a green environment and raise public
awareness of environmental protection. Generally speaking, it can be said that green advertising
needs to be able to explain how a product or service relates to the environment, act as a campaign to
encourage a green lifestyle, and ultimately improve the companies' brand image. (Hasana & Alib,
2015, p. 466).

>  Green distribution:

Green distribution aims to deliver items to the appropriate customers—those who are
conscious of the environment. (Agustini, Athanasius, & Retnawati, 2019, p. 44). Green distribution

also involves logistics management with the goal of lowering transportation emissions and,
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consequently, the carbon footprint. For instance, a product that is imported may be licensed for
domestic manufacture rather than being marketed to a nation. This prevents the goods from having
to be shipped from a distant distance, which lowers shipping costs and—more importantly—the
carbon emissions that the ships and other forms of transportation will produce as a result. Green
product distribution involves retailers selling the items to final consumers as a key component.
They frequently bear some of the blame for the assertions made by producers of environmentally
friendly goods. As a result, it has been proposed that retailers assist in confirming the claims in

order to benefit customers. (Solaiman, Osman, & Halim, 2015, p. 94).
7. Four R’s of Green Marketing:
These are the four R's of green marketing. (Dodrajka, 2020, p. 23):

Reduce: It means using less packaging and other materials made of natural or synthetic fiber for
consumption or resale. It means shunning plastic packaging materials and utilizing solely

biodegradable materials.

Recycle: It demands that items be recycled in order to be used again as supplies, raw materials,
packaging, or parts of the final product. Reducing the amount of trash produced by humans,
primarily electronic waste, on Earth is the main goal. Reusing previously abandoned materials for

renovation can have a positive impact on the environment.

Reuse: Some businesses attempt to pack their products using the discarded cans, bottles, and
containers. This could be equivalent to reusing current products for future sales. The paper boards
used to make shipping cartons are recycled. We ought to promote the reuse of old, existing products
more frequently. This will lessen the amount of trash on Earth and preserve our limited natural

resources.

Rebuy: In an effort to prevent overuse of resources, certain businesses throughout the world are
attempting to resell abandoned goods. As the world grows more interconnected, nations rely on one
another for a variety of resources. Developed nations can donate their unsold goods to less
developed nations for use. These products may be repurchased from affluent countries by
economies with low per capita income. Both types of economies exhibit significantly different

patterns of consumption. By using the rebuy mentality, this idea can conserve resources.
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8. Implementing Green Marketing Strategies:

Using tactics that can effectively boost the growth and appeal of these eco-friendly items is
essential to expanding the market for green products. Below is an outline of how these techniques
are being implemented. (Singh S. , 2012, p. 170):

>  Product Differentiation:

It is essential, requiring constant efforts to differentiate goods and services by utilizing green
marketing strategies. Manufacturers have used eco-performance to stand out and effectively
compete in a number of areas, including commerce. Notably, products with poor environmental

performance could be substituted, costing businesses clients to other companies.
»  Value positioning of consumer:

Targeting the appropriate customer market group can help the company stand out from the
competition. The company can build environmental products to fulfill the client's desire for

environmentally friendly items and to promote and offer that value.
>  Designing of bio-degrading prone packaging:

It has been noted that consumer design has a significant impact on the promotion of green
products. This suggests that their decision-making will be significantly and somewhat impacted by
biodegradable packaging.

Because of this, it is essential that those working in green marketing change the way products are
packaged by using recycled and handmade paper instead of more mechanical materials.

Manufacturers who use plastic for packaging must adhere to certain requirements.
»  Product Strategy for green marketing:

Promptly identifying and customizing products to clients' environmental demands is critical to
driving green marketing activities. This entails using packaging that is more ecologically friendly in
order to guarantee that the items not only meet but also exceed consumers' quality standards. This

allows marketers to emphasize the items' ecological sustainability and command greater pricing.

10 Vol 06 N°03(2024)




Author: Achour Iman Title ; Green Marketing strategies: Exploring Global

Boukrif Zouhir Paradigms and Leading International Practices

»  Distribution Strategy for green marketing:

In the distribution of green marketing, getting client service is critical. It is imperative to set
the business apart from rivals by highlighting environmental and associated benefits and supporting
in-store efforts like material recycling.

»  Life cycle analysis of green marketing:

The product brand is an important consideration when creating green marketing strategies
since it is a good instrument for carrying out a thorough life cycle analysis. This analysis provides
essential data on the social, environmental, and economic impacts of products throughout the entire
supply chain—from production processes to post-purchase. Life cycle analysis is instrumental in
revealing a brand's sustainability status before making claims. Consumers don't necessarily demand
perfection in sustainability, but they expect brands to conduct thorough investigations, develop

plans, and implement them effectively.

Moreover, the implementation of various commercialization programs and incentives can
prove beneficial in introducing new technologies. Examples include fleet programs aimed at
cultivating strategic niche markets and providing services such as financial incentives, like the

advanced vehicle tax credit proposal for vehicle purchases.
9. Challenges of green marketing:

There are many challenges and obstacles facing the application and adoption of green
marketing, among the most prominent of which are the following (Wahab, 2018, p. 76):

- Green marketing myopia: A lot of environmentally friendly products have failed as a result of
marketers' narrow concentration on the "greenness" of their product rather than the wider
expectations of customers or other market participants. The majority of businesses frequently

prioritize earnings over the advantages of utilizing environmentally friendly products.

- Green washing: this is the practice of passing off a good or service as green when it isn't. It also
encompasses all sectors of the economy that feign environmentalism in order to boost revenue.
Giving customers the impression that a company is doing everything it can to manage its
environmental impact responsibly is the main goal of "green washing."” The general public has a

tendency to be dubious about green claims, and businesses risk severely harming their reputations
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and revenues if a green promise turns out to be untrue or are at odds with their other offerings.

- Costly: Costly recyclable and renewable materials are needed to make green products. It also

needs contemporary technology, which necessitates significant R&D expenditures.

- Lack of awareness: Most buyers are unaware of the benefits and applications of green products.
People must be prepared to pay more for green products through systematic lobbying and
campaigning activities in order to instill the "Concept of Green Marketing" in the general public.

The majority of consumers won't mind paying more if they believe the product offers more value.
10. International leading experiences:

We will discuss some of the top instances of green marketing, or businesses that actively
evaluate how their operations will affect the environment over the long run and are socially
conscious. Some businesses have promoted sustainable core principles through green marketing

efforts.
>  McDonald’s

McDonald’s is an ideal illustration. The majority of consumers don't connect them with
environmental projects because their core offerings are soft drinks, hamburgers, and fries. However,
the fast-food sector has achieved significant environmental progress in the past ten years. The
massive restaurant chain now uses non-hydrogenated cooking oils, buys organic milk and coffee
that is farmed responsibly, and recycles its spent cooking oil into biodiesel cars. What has
McDonald's done, then, to make its objectives clear? The famous "M" arch is now green in several
European nations, while it is still gold in the United States. The company has even created an
environmental scorecard to evaluate the performance of its vendors in areas like energy, water, and

social waste management.

All 600+ of McDonald's suppliers are independent businesses with whom the company has
established enduring ties. The goal of this strategy is to increase McDonald's capacity to concentrate
on running its restaurants, which is its primary business. The majority of suppliers work on a cost-
plus model. McDonald's frequently hosts conferences and seminars where providers can talk about
what they require. McDonald's is dedicated to preserving the environment for coming generations
and thinks that environmental leadership is a must for corporate leaders. The policy adopts a

lifespan perspective. When EDF contacted McDonald's, the company had already started a number
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of waste reduction initiatives. However, after further negotiations, a suggestion was made for a
combined task force to establish a framework, a methodical methodology, and a sound scientific
foundation for McDonald's solid waste decisions. The task force's activities were based on the
EPA's hierarchy for trash management. Over the past 20 years, McDonald's source reduction
initiatives have advanced significantly. For instance, the Big Mac, fries, and shake that made up
McDonald's "average meal” in the 1970s required 46 grams of packing. It now only needs 25
grams, a 46 percent decrease. Additionally, McDonald's has eliminated corrugated dividers from
some shipping boxes, switched to bulk containers wherever feasible, and decreased the weight of
the packaging used for its sandwich wraps, hot cups, and napkins. McDonald's committed to
investing $100 million a year on the use of recycled materials, particularly in the construction and
refurbishment of its restaurants, when it launched the McDonald's Recycle Program in April 1990.
(Dodrajka, 2020, p. 24).

»  Patagonia

Patagonia is an excellent illustration of a company that supports green marketing without
making the mistake of trying to persuade clients that every facet of their operations is sustainable is

Patagonia. (writer).

Patagonia looks for more ecologically responsible ways to manufacture their products and
contributes to concerns about climate change. Additionally, it is truthful with customers by
disclosing that fossil fuels—which are not entirely green—are used to make the jacket shells. This
fact won't have an impact on the brand's reputation as long as the public believes that the

corporation genuinely cares about protecting the planet.

Among the company's most successful environmental initiatives is the Common Threads Recycling
Program. Its goal was to enable consumers to get more usage out of products they had already

purchased.

Over the course of the last five years, Patagonia, a registered B Corporation, has either
maintained or enhanced its "outstanding" grade (151). The Ventura, California-based business
obtained a 60 percent acceptability rating from the Fashion Transparency Index, which audited it in

2020. (the average score is 23 percent).

Here are their three key goals for the future:
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v We will stop requiring virgin petroleum fiber by 2025. Better Sweater jackets are produced
in opposition to Big Oil by utilizing recycled polyester. They have stopped 14.6 million
pounds of CO2 from entering the atmosphere since the fall of 2019.

v By 2025, all of the packaging will be recyclable, biodegradable, renewable, or reusable.
They are cutting plastic, employing QR code technology to reduce paper use by 100,000
pounds annually, and using algae ink on hangtags and packaging.

v The business aims to achieve net-zero by 2030. As a first step toward reducing their carbon
footprint to 1.5 C, they are creating less harmful products. By using post-consumer recycled
polyester insulation in 2020, emissions were cut in half for the Nano Puff jacket.

Furthermore, the corporation regularly donates millions of dollars to initiatives that support
environmentally friendly farming practices, endangered species conservation, and forest restoration.
(Lizzie).

>  Starbucks

Of the few companies that have not only adopted but have continued to be committed to eco-
friendly business methods, Starbucks is one. Starbucks uses less electricity when it uses solar

energy. (Lizzie).

The massive coffee chain in North America, Starbucks, is dedicated to involving its
community in environmental sustainability issues. The corporation has released a $1 billion
Sustainability Bond with the goal of funding the growth of more ethical coffee at its locations as
well as the Greener Stores program, which will also help the company save waste. In its production
operations, Starbucks uses 25% less energy and 30% less water. Additionally, eco-friendly materials

are used in the production, packaging, and customer delivery of your goods. (Frigo, 2021).

In order to hasten the retail industry's shift to lower-impact stores that cut down on carbon
emissions, water use, and landfill waste, the World Wildlife Fund (WWF) and | co-developed the
Greener Store Framework in 2018. Starbucks currently runs over 2,300 Greener Stores in the
United States and Canada. By 2025, it plans to construct and convert 10,000 additional outside of

North America using the same structure.

Apart from that, they've made it a point to use environmentally friendly constructing supplies

in their establishments. They launched a very effective Facebook effort to help beautify the city's
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streets by enlisting volunteers to help paint the sidewalks and plant trees.

This instance of green marketing was praised as a triumph all throughout the world. These

days, they're trying to reduce the quantity of trash they produce by using recyclable cups. (Lizzie).
> IKEA

IKEA, a big brand that is focused on renewable energy and sustainable sourcing, has devised
a strategy dubbed “People and Planet Positive” that supports eco-friendly practices, solar energy,
and regenerative environmental initiatives. Reducing the negative impact that the company's

operations have on the local ecology is the goal of this green marketing plan.

A prime example of a green marketing firm is IKEA, which aims to reduce its already low
waste percentage to less than 15 percent and increase its share of renewable energy to 100 percent

of the total energy utilized in its stores.

Plastic will be visible on the door of the business's current merchandise in 2028. IKEA will
only continue to use plastic in a limited number of its food goods due to worries about food safety
and cleanliness. Straws and cutlery are two items that are commonly thrown away, however there

are more environmentally friendly alternatives being developed.

In 2020, the IKEA Group brought in more than 40 billion euros. However, plastic makes up
less than 10% of the company's packaging. Since the goal is to completely eliminate the harmful

material, they are open to any solutions, including an innovative packaging approach. (Lizzie).
> Nestlé

Nestlé has made packaging the center of its sustainability strategy.By 2025, the company aims
to have all of its containers recyclable or reusable. The primary objective of Nestlé is to assist its
customers in lowering their greenhouse gas emissions by a minimum of 20 million tons by 2030. To
this end, the company is providing an increasing number of environmentally friendly solutions.
These range from fuels for air and highway transportation—which can currently cut emissions by
90% when compared to fossil fuels, with the ability to reduce emissions even further—to the
production of polymers and other plastic materials from renewable sources and the recycling of
organic materials—such as waste oil and animal fats—that can be converted into new energy.

Nestlé wants to process over one million tons of plastic by 2030; by 2025, they want to recycle all
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organic waste (already at 80%). (Frigo, 2021).
»  The Body Shop:

Beauty firms are often held to high standards when it comes to producing sustainable and eco-
friendly products because of the industry's past of using chemicals and using animals in
experiments. Retailer of cosmetics The Body Shop is renowned for its dedication to cruelty-free

product creation and environmental sustainability.

The company not only produces products free from animal experimentation, but it also
actively addresses concerns related to women's, human, and farmer rights. The Body Shop declared
that by 2023, its whole product line will have earned Vegan Society certification. The company's
belief that animals shouldn't be harmed for beauty aligns with the new goal.

To become accredited by the Vegan Society, a company must assess each of the 3,700 raw
ingredient producers and suppliers. As of right now, just 60% of The Body Shop's inventory is

vegan.

Domestic abuse is one of the main social issues that The Body Shop tackles. Apart from that,

it's one of the many brands that wants to reach 100% renewable energy.
»  Timberland

Timberland, one of the most well-known clothing companies in the world, uses environmental

stories to market its goods.

Margaret Morey-Reuner, director of business and strategic alliances at Timberland, claims
that the company has conducted extensive market research. Customers are more likely to choose
Timberland over a competitor if they are presented with two similar items side by side and one of

them has a "green™ component.

Timberland has extended the life of its products by initiating the Timberloop product take-
back program, joining a growing list of apparel manufacturers who are doing this. You may now
return used Timberland clothing, accessories, and shoes for a second chance at life. Items that are
returned will either be fixed and put up for sale on a dedicated website, or they will be disassembled
and the parts recycled or used to create new products.
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The company is developing and putting into practice a green marketing strategy by
broadening its partnerships and experimenting with new products. Environmental standards (TEPS)
will soon apply to all product categories, and the corporation intends to utilize exclusively

renewable and organic materials.
»  Too Good To Go

Ten million tons of food is wasted annually in restaurants. Too Good To Go developed an
environmentally friendly marketing plan in order to solve this problem. By installing a special
software that allows them to purchase leftovers, people from all around the world may contribute to
the fight against food waste. Some of the greatest restaurants in the nation have meals and fruit on
the list that they discard after service.

This example of a green business technique will enable consumers to get high-quality food at
a significantly reduced cost. 2.5 million Dinners would have gone to waste if not for the Too Good
To Go smartphone app. Every meal that is saved results in an extra 2.50 kg reduction in CO2

emissions.

Too Good To Go will finance climate change initiatives in order to offset inevitable emissions.
They provided funding for projects in Peru and India in 2020, and Malawi and Turkey in 2021.

The main cause of deforestation is the food chain. In order to preserve biodiversity and safeguard
the Peruvian Amazon, Too Good To Go suggests a sustainable food system. In addition to providing
work for communities, the REDD+ Project teaches sustainable agricultural methods.

Too Good To Go also consented to fund a solar energy initiative in India in order to offset its
highly polluting web servers. India's renewable energy system is strengthened by this solar project.
659,000 tons of CO2e are lowered annually because to this program. (Lizzie).

11. CONCLUSION:

In summary, green marketing extends beyond promoting environmentally labeled products
and encompasses a wide range of activities in consumer goods, industrial goods, and services. It
involves product modification, changes to production processes, packaging, and advertising. Green
marketing is the effort by organizations to design, promote, price, and distribute environmentally

safe products, aiming to satisfy consumer needs while minimizing harm to the environment.
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To implement green marketing strategies, organizations should focus on product
differentiation, understanding consumer values, designing environmentally friendly packaging,
developing product strategies aligned with environmental needs, adopting green distribution
practices, and conducting life cycle analyses for sustainability.

Green marketing has many challenges include myopic focus on product "greenness,"
greenwashing, high costs due to renewable materials and technology, lack of consumer awareness,
and the need for systematic advocacy to educate consumers about the benefits of green products.
Despite these challenges, green marketing offers opportunities for companies to meet changing
consumer demands, demonstrate social responsibility, comply with governmental regulations,

respond to competitive pressures, and address cost-related issues.

The exploration of international case studies highlighting excellence in green marketing has
provided valuable insights into the prospects of achieving sustainable success in the business arena.
The various instances presented illustrate the positive outcomes of integrating environmentally
friendly practices into marketing strategies. Based on this examination, several recommendations

surface for businesses seeking to bolster their initiatives in green marketing:

- Integration Sustainability into Corporate Culture: Companies should endeavor to infuse
sustainability principles throughout their organizational culture, instilling a commitment to

environmental responsibility across all levels, from leadership to employees.

- Transparency and Authenticity: Stressing transparency in communication and ensuring
authenticity in green marketing initiatives is vital. With consumers placing greater value on honesty
and sincerity in environmental claims, it is crucial for businesses to fulfill their promises and avoid

greenwashing.

- Continuous Innovation: Staying informed about the latest green technologies and integrating
inventive solutions into products and services is essential. Businesses should actively seek
opportunities to diminish their environmental impact and explore innovative ways to contribute to

sustainability.

- Global Collaboration: Recognizing the interconnected nature of the global market, collaboration
becomes paramount. Companies should contemplate partnerships with governmental bodies, NGOs,
and other businesses to collectively address environmental challenges. This collaborative approach

can lead to the establishment of industry-wide best practices.
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- Consumer Education: Providing consumers with insights into the environmental benefits of
products and services is crucial. Companies should invest in informative campaigns to enhance

awareness and empower consumers to make environmentally conscious choices.

- Long-Term Vision: Achieving sustainable success necessitates adopting a long-term perspective.
Businesses should view green marketing as an ongoing commitment rather than a fleeting trend.
This involves regularly assessing and updating strategies to align with evolving environmental

standards and societal expectations.

By incorporating these recommendations, businesses can contribute to a more sustainable
future and position themselves for enduring success in a world where environmental considerations
increasingly influence consumer preferences and purchasing decisions. The examined case studies
in this article serve as inspirational models, illustrating that the integration of green marketing
excellence is not only feasible but also a strategic imperative for companies aspiring to thrive in the

evolving global marketplace.
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