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Abstract 

Increasing energy prices, growing pollution and enlarged consumption of different resources across the 

globe and intensifying political pressures to address climate change are driving innovation towards 

healthier, more-efficient and eco-friendly offerings. These developments and with the proliferation of 

information revolution, customer of today is becoming more complex to understand and cater than what it 

was a decade ago. With the increasing awareness about the global warming and environmental 

sustainability, Green marketing has become a buzzword in the corridors of 21st century marketing. 

Review of literature identifies that all the green products /strategies have not been successful due to 

different reasons which puts a serious question mark upon the strategy of marketers. Present research 

makes an attempt to unravel the myth of green marketer and an eco-friendly customer in Indian scenario 

and validates it by a primary research conducted in Delhi with reference to marketers and customers of 

Car (automobile sector). The study tends to give suggestions to the marketers for formulating a successful 

green marketing strategy. 
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Introduction:   
 
If we talk of Green marketing, it should consider two main objectives viz; improved environmental 

quality and ensuring customer satisfaction. Underestimating any of these two or overemphasizing any of 

them at the cost of the other may result into the failure of marketer. Taking lessons from earlier researches 

and an analysis of the marketing appeals and strategies of green products which have either succeeded or 



2 
 

failed in the marketplace over the past decade gives an indication to the marketer that survival of any 

product is dependent upon one and only factor, i.e. customer satisfaction. 

Researches in the relevant field indicate that many green products have failed because they could not 

rightly judge what their customer (s) expected from the product. 

 

(Roper ASW’s 2002) “Green Gauge Report finds out that the top reasons behind why consumers do not 

buy green products include beliefs that they require sacrifices in terms of inconvenience, higher costs, and 

lower performance— without significant environmental benefits.” 

Paradoxically, despite what consumers think, a wide and diversified range of green products are available 

in the marketplace and are in fact sought-after because they carry convenience, reduce operating costs, 

and better performance. Usually, these offerings are not marketed with the focus on their green benefits, 

so consumers do not instantly recognize them as green and inculcate some misperceptions and 

misconceptions about their genesis. 

For instance, “the appeal of premium-priced Marathon and other brands of CFL bulbs can be endorsed to 

their energy savings and long life qualities which make them convenient and economical over time. 

The diversity and availability of green offerings indicate that consumers are not indifferent to the value 

offered by environmental benefits. Consumers are buying green—but not necessarily for environmental 

reasons. The market growth of organic foods and energy-efficient appliances is because consumers desire 

their perceived safety and money savings, respectively.” (Ginsberg & Bloom) 

Hence, the apparent paradox between the action and the voice of consumers is explained by the 

researches which term this tendency as “green marketing myopia” 

 

Review of Literature: 

 

Present paper provides the review of literature on both marketers’ as well as customers’ perspective. 

 

Green Marketers: Are they really concerned towards Environment? 
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Neo-classical economists, including environmental economists believe that maximizing shareholders’ 

wealth is the social objective of firms (Friedman, 1970).  On the contrary, the institutional theory focuses 

on the impacts of non-market institutions upon the policies of the firm. (Hoffman, 1997). It suggests that 

firms are not always profit maximisers; their policies are usually the reflection of external pressures for 

legitimacy. In order to win the confidence of external institutions and demonstrate their concern towards 

environmental sustainability, marketers might have a compelling rationale to green their products and 

policies and to educate consumers on environment related aspects. 

The researches on corporate social performance, responsibility and responsiveness also propose that firms 

have some social responsibilities which may or may not support their profit objective (Wood and Jones, 

1995). They green their products and policies, because they wish to stay socially responsible; these are the 

‘right or ethical things to do’. Green policies may or may not result into monetary gains in the short run 

but in the long run, socially responsible policies shall surely have greater economic benefits (Hart and 

Ahuja, 1997). 

Further, stakeholder theory suggests that corporate should design policies which consider the preferences 

of multiple stakeholders; stakeholders being ‘any group or individual who can affect or is affected by the 

achievement of the organization’s objectives’ (Freeman, 1984, p. 46). Thus, firms will green their 

products and processes and disclose adequate and credible information, if ‘key’ stakeholders, internal or 

external, demand for it (, see Mitchell et al., 1997 for the classification of stakeholders on the dimensions 

of power, legitimacy and urgency). 

In this perspective, Menon and Menon (1997) assert that firms may go for enviroprenuerial marketing 

strategies; the processes for ‘formulating and implementing entrepreneurial and environmentally 

beneficial marketing activities with the goal of creating revenue by providing exchanges that satisfy firms 

economic and social objectives’. 

As suggested by other researchers, incorporating environmental concerns into mainstream strategy may 

not be possible if decisions are based solely on economic criteria (Vardarajan, 1992; Drumwright, 1994). 
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So, marketers need to adopt an entrepreneurial approach which relies on non-economic criteria as well as 

highlights stakeholder and institutional pressures. 

A topical study in the light of Corporate Social Responsibility (CSR) by Trudel and Cotte (2009) explains 

the way consumers respond to CSR messages relating to products and companies. The authors confirm 

the conception from previous studies that consumers expect companies to behave ethically and it also 

confirms that they are prepared to punish them if they do not. Some CSR researchers go to the extent of 

warning companies about the hazards of being perceived as socially irresponsible precisely due to the 

observation that ‘consumers are more susceptible to negative CSR information than to positive CSR 

information.’ (Bhattacharya & Sen, 2004). 

This implies that in a new world of well-informed and demanding consumers, it will become necessary 

for marketers to behave in accordance with these high CSR expectations.  

Although, Trudel and Cotte’s study focuses broadly on the full umbrella of CSR activities and initiatives, 

it can be applied to the specific context of green business as well..  

 Another research asserts that consumers in communitarian countries, such as Germany and France, ‘are 

more inclined to support socially responsible businesses than those in more individualistic societies such 

as the US’ (Maignan, 2001).  

Another interesting aspect is the oxymoronic nature of the concept of green marketing. As competently 

suggested in one research (Peattie, 1999), it is witnessed that the traditional role of marketing, i.e., to 

support and expand consumption, is incongruous to sustainability and the fundamentals of the green 

philosophy.  

According to Ottman, Stafford, and Hartman (2006), “Green marketing myopia is widespread: 

Companies often overemphasize the environmentally friendly product features to the detriment of general 

customer satisfaction aspects relating to convenience, cost-savings, and quality.”  

According to the researches, these types of scenarios are very common and involve  wide and diverse 

range of product categories.  
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An Eco-friendly Customer: Does a Customer really care for environment? 

 

According to the (2009) Global Edelman goodpurpose™ Study, despite the recession, consumers were 

spending with companies and brands which had a social purpose. Findings of the study, a survey of 6,000 

people in 10 countries, ‘revealed that during the recession (in the year 2008), 57 percent globally say a 

company or brand has earned their business because it has been doing its part to support good causes 

(with Asian countries coming in highest with China [85 percent] and India [84 percent]). 

 Two out of three (67 percent) globally also say they would switch brands if another brand of similar 

quality supported a good cause, peaking in Brazil (83 percent) and Italy (74 percent).’ 

The study also found that 83 percent of people are willing to change consumption habits if it can help 

make the world a better place to live, indicating a surprising consumer shift and trend away from 

traditional status. The research further finds that today more than twice as many people (67 percent) 

would rather drive a hybrid car than a luxury car (33 percent), with Japan (89 percent) and France (84 

percent) preferring hybrid cars most.  

‘Globally, the study found that considerably more people (70 percent) would prefer to live in an eco-

friendly house than merely a big house (30 percent), and 68 percent also now feel that it’s becoming more 

unacceptable not to make noticeable efforts to show concern for the environment (rising to 82% in China) 

and live a healthy lifestyle (87 percent in China). While 69 percent globally would rather have a brand 

that supports the livelihood of local producers than a designer brand (31 percent), North American and 

most European countries in the study, as well as Brazil, overwhelmingly prefer supporting the livelihood 

of local producers, with each indicating more than 80 percent preference.’ 

The green consumer is equally complex to find. The reason may be the fact that consumer intentions and 

behaviors might be convoluted by the reality that green products are not only preferred due to their 

environmental superiority, but also because they offer direct  benefits to personal health (Peattie, 1999).  

A study with a focus on Indian consumers (Chitra, 2007) which grouped 60 respondents into four 

segments viz; Aspirants, Addicts, Adjusters, and Avoiders finds that the majority (58.3%) of 
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respondents were found into the category of Aspirants who “are aware of the ecological imbalance 

and its damaging effects. They wish to consume eco- friendly products and feel that eco friendly 

products render value for price paid.”  

With regard to regional Indian market, Aspirants were relatively well educated, urban females above 40 

years of age with two or more children, and at a modest income level (Rs. 10,001-15,000). The study does 

not confirms whether these results are locally informed or whether there is reason to believe that one can 

extrapolate these results to other similar populations in other parts of India and abroad.  

Another study with larger sample size (887 valid survey responses) conducted on Portuguese respondents 

(Finisterra do Paco & Raposo, 2008) attempts to crystallize a set of variables into dimensions to be used 

in the profiling of green consumers. They cluster the variables into nine factors which focus on a variety 

of green consumer aspects, viz; the willingness to recycle, reading labels carefully, conserving resources, 

and the willingness to pay a higher price for green products. “The study indicates that two of the factors 

were especially strong determinants of the green consumer, i.e,  

1) The tendency of consumers to be careful when shopping, buying more energy-efficient, less polluting, 

eco- friendly, recycled and biodegradable products, and  

2) The tendency towards environmental activism.” 

While these studies offer some guidance regarding the psychographic profile of green consumers in India 

and Portugal, but they do not suggest about the best practices to be opted for the marketing of green 

offerings.  

 

Research Problem: 

 

While these general tendencies are well known, very little knowledge is available on the way consumers 

actually respond to green products and to marketers’ efforts to market them. Further, it is possible that 

cross-cultural differences affect green consumer behavior. If it is so, this has implications for the extent to 
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which the green marketing mix (strategy) can be standardized across countries and regions, or whether 

and how it must be adapted to specific cultural contexts.  

Research Questions: 

 

1. Do marketers really have concern towards the environmental (Social) causes? (Presence of a 

Green Marketer is a myth only or it really prevails.) 

2. Do customers give preference to eco-friendly products as compared to non-green products? 

 

Objective of the Study:  In order to unravel the myth of a Green marketer and an Eco-friendly customer, 

present study seeks to: 

 

1. To identify the real motive (s) behind adoption of Green Marketing/Product strategies by 

automobile companies which operate in India. 

2. To analyze the customers’ preference towards eco-friendly products vis-à-vis non-Green products 

with reference to automobile products. 

 

Hypotheses: In order to achieve the aforementioned objectives following hypotheses have been 

formulated and were put to test: 

For Marketers:  

H1:  Marketers’ of Car do not follow the eco-friendly norms due to mandate only. 

H2:  Marketers use Green marketing strategy to attain the special attention of customers for their products 

as compared to their competitors. 

For Customers:  

H3: Customers of Car are ready to pay premium for eco-friendly offerings. 

H4: Customers of Car do not purchase green products for their eco-friendliness only but they expect other 

features as well. 
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Research Design & Methodology:   In order to achieve the objective of the present study, two set of 

structured questionnaire were prepared and distributed to the selected respondents. The study tried to 

investigate the corporate reality of the concept of Green Marketing /Products along with the consumers’ 

responses to the selected product i.e. Car, specifically measuring the respondents’ hypothetical 

“likelihood to buy” the products in question.  

Data Collection: 

 

 The first set of questionnaire was distributed to the officials of (Head Marketing & Head Research & 

Development) of selected car manufacturing companies in India. For this purpose three companies were 

identified. three companies viz;  Maruti Udyog Limited, Tata Motors Limited and Mahindra & 

Mahindra  were identified.  These companies were selected on the basis of their country-of-origin; i.e. 

Indian car manufacturing Companies. 

The second set of questionnaire, to record the opinion and responses of customers to gauge the extent of 

their eco-friendliness was distributed to the randomly selected respondents.  For this purpose teachers of 

University of Delhi were taken as representatives of the entire population of Delhi & NCR. The sample 

consists of 185 teachers having purchased car within last 2 years.   

Data Analysis:  Major statistical tools applied are mean, % mean, Standard Deviation, Correlation, t-test 

and variance analysis.  

 

Findings of the Study: Findings of the study are classified into two parts, marketers; perspective and 

customers’ perspective. 

Marketers’ Perspective:  

  

Since, no response could be received from the officials (Head Marketing & Head Research & 

Development) of selected car manufacturing companies, hence the first two hypotheses have been tested 
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on the basis of general opinion and observations based on companies policy on green management, 

Vision, Mission documents and advertisements floated in the market during last one year. (All documents 

and advertisement campaigns related materials are available with the authors) 

Before we move further to test the first two hypotheses, it becomes imperative to know the 

regulatory mechanism for pollution control prevailing in India.  

 In India, the introduction of Bharat Stage I and II norms forced automakers to replace the conventional 

carburetor fuel system in vehicles with the modern fuel injection technology to meet statutory emission 

requirements. The new emission norms are likely to take India closer to European standards in terms of 

exhaust emitted by vehicles. 

 India was expected to align its crash requirements and emission standards with European standards in the 

2008 / 09 timeframe. Till 2009, Bharat Stage III (Equivalent to Euro III) was mandated in Metros and 

other large cities and Bharat Stage-II (Equivalent to Euro II) for the rest of the country. 

Bharat Stage IV (equivalent to Euro IV) has been introduced w.e.f. April 2010 in the large Indian 

metros and Bharat Stage III in the rest of the country. 

Immediately, when Govt. of India announced that new emission norms Bharat Stage IV will come into 

effect by April 2010, Indian automobile industry felt that the new emission norm shall require huge 

investments and also opined that at least a time period of one year would be required to upgrade the entire 

range of cars to meet the newly implemented emission norms.  

All these information indicate that marketers have been forced to opt for eco-friendly standards and were 

not willingly environment conscious. And moreover, after introduction of eco-friendly norms like BS-I, II 

III & IV, the requirement to modify their products/Processes validated that the products offered by them 

prior to these norms were not environment-friendly.   

Hence, the first hypotheses; i.e., H1: Marketers’ of Car do not follow the eco-friendly norms due to 

mandate only is rejected and the alternate hypothesis that Marketers’ of car follow the eco-friendly norms 

due to mandate only is accepted. 



10 
 

On the basis of marketing programmes including advertisements & campaigns launched by the selected 

companies, it was observed that, while comparing the features of their own product with that of their 

competitors, they used features like interior/exterior of the Car, technological advancements in terms of 

engine, Discounts & offers , reports of Dependability study conducted by different organizations, 

warranty etc and to our utmost surprise, none of them used ‘eco-friendliness of the car to lure the 

customers’. 

Hence, the second hypothesis H2 that, ‘Marketers use Green marketing strategy to attain the special 

attention of customers for their products as compared to their competitors’ is rejected. 

Thus, we can say that the statement, “Every marketer is a Green marketer” is not a reality. Still, the 

marketers have not felt the need of incorporating the features of eco-friendliness of the product, as an 

essential element of their product design, which indicates their low concern towards environmental 

sustainability. 

As we know that ‘actions speak louder than voice’, and the actions of marketers (especially in 

Automobile Sector in India) are not self-motivated.  Though, at present, all car manufacturing companies 

in India are having their own policy for showing their concern towards environment and boast on their 

achievements but the fact is that whatever, little they have done, that is under legal pressure only.  

 

Customers’ Perspective :  

 

In order to record the factors behind the purchase preference of customers, respondents were asked to 

give their opinion on five factors (identified after extensive review of Literature) i.e., Brand Reputation, 

Price, Features, advertisement & promotion & store reputation. Respondents gave first preference to 

Brand Reputation, followed by Price, features, advertisement & Promotion and Store reputation 

respectively, which indicates that their buying decision is highly influenced by their brand loyalty, 

budget( Price) and then features.( Please refer to Table -3).  
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Two major factors were identified from customers’ perspective i.e. are they ready to pay premium price 

for eco-friendly products and secondly do they consider eco-friendliness as an added feature and not the 

sole one. 

 It was observed that respondents assigned and agreed for the third statement to a greater extent, i.e. they 

consider eco-friendliness as an added feature (with the mean value of 3.75) followed by readiness to pay 

premium price for eco-friendliness (mean score 3.00). The factor that they ‘consider the eco-friendliness 

as the sole feature was the last one with a mean value of 2.77, was not supported by substantial number of 

respondents and was ranked as IIIrd. (Please refer to Table-4). 

Further, to test the hypothesis H3, factors were classified in two broad statements, viz; A & B which are 

as follows: 

Statement A: Premium Price can be paid for Eco-friendly products. 

Statement B:  Eco-friendliness is the sole feature to be considered while buying the product. 

As far as the preference rating of these two statements is concerned, no significant difference was found. 

(Please refer to table: 5).  

Hence the hypothesis H3, that Customers of Car are ready to pay premium for eco-friendly offerings is 

rejected and alternate hypothesis that customers are not willing to pay premium price for eco-friendly 

offerings, is accepted.  

Moving ahead, hypothesis H4 that Customers of Car do not purchase green products for their eco-

friendliness only but they expect other features as well is accepted.(Please refer to Table-4). 

On the basis of analysis, it can be concluded that people gave less importance to the eco-friendliness of 

the product in comparison to other factors like Brand loyalty, Price & other features of the product.  

Hence it can be concluded that though majority of respondents were found to be concerned and aware of 

the eco-friendly products, but when it came to purchase decisions, their decision was highly influenced by 

Price i.e. their Budget) and brand Loyalty and they considered eco-friendliness of the product as an added 

feature and not the sole one. 
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So, on the basis of research findings, we can say that the statement, ‘Every customer is an eco-friendly 

customer’ is not a reality but to a greater extent a myth. 

Conclusions & Recommendations:  In case of automobile sector in India, on the basis of research 

conducted and observations made, we can say that Concept of Green Marketer and an Eco-friendly 

customer; to a great extent, is a myth and not reality. Following suggestions may be given to marketers 

and customers: 

For Marketers:   

 Companies must come forward and be more active in shouldering their responsibilities in 

educating consumers regarding good and bad features of vehicles especially in terms of their eco-

friendliness.  

 Automobile companies need to do a lot of rethinking. Extensive research and development, 

option of alternate fuels, clean technologies and quality control to oversee adherence to product 

conformance is the need of the hour especially for Indian companies to compete with other 

players in the market. 

 Popularize eco-friendly products. 

 Follow environmental laws. 

For Customers:  

 Use eco-friendly products 

 Regular vehicular pollution check-ups 

 Help organizations working for environmental causes 

 Reduce use of private vehicles 

 Abide by environmental laws 

 Gather and spread environmental information 



13 
 

Finally, what we believe, that, concern towards the environment, is not the sole responsibility of marketer 

but it is a matter of high concern for all stake holders. Proactive dialogue between this sector in particular 

and society in general could pave the way for long-term solution for the pollution caused by the 

automobile sector. All stakeholders need to come forward to improve the environmental performance of 

this sector.  

Further Scope of Research : 

1. Present study is restricted to unravel the myth of a green marketer and an eco-friendly customer with 

respect to automobile industry in India and customers of Delhi only. The study can further be 

extended to different other products and areas to generalise the findings of the present study. 

2. There is a possibility of respondents’ personal prejudice and bias. 

3. The findings of the present study are confined to Indian scenario only and may not be applicable for 

the rest part of the world. 
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Appendix : 

    Table :1     
 Gender 

 
Number of Respondents % 

 Male 
 

98 
  

52.97297 
 Female 

 
87 

  
47.02703 

 Total   185     100 
 

        

    Table:2       
   Age-wise sample Description 

 
  

 
Age-Group 

No. of 
Respondents 

 
% 

 21-35Years 77 
  

41.62162 
 35-45 Years 59 

  
31.89189 

 45 Years & Above 49 
  

26.48649 
 Total   185     100 
 

        

      Table: 3       
  Ranking of the Factors in terms of Purchase Preference 
Factors 

 
Mean % Mean Standard Rank   

  
   

Deviation   
Brand Reputation 3.36 67.2 0.5 I   
Price 

 
3.08 61.6 0.95 III   

Features 
 

3.14 62.8 0.44 II   
Advertisement & 
Promotion 2.66 53.2 0.72 V   
Store Reputation 2.68 53.6 0.57 IV   

 

      Table :4 
 

        
  

 
Ranking of the Factors Considered 

  
  

Opinion about the eco-friendliness  Mean 
% 
Mean 

Standard 
Deviation Rank 

1) Consider Eco-friendliness as sole  
     

  
feature 

   
2.77 60.0 0.76 

 
III 

2) Readiness to pay Premium Price 
    

  
for eco-friendly features 

 
3.00 65.4 0.70 

 
II 

3) Consider  Eco-friendliness as an 
added feature 

     
  

 
      3.75 75.0 0.64   I 
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Table :5 

    
 

Comparison of Statement 'A' with that of Statement 'B' 
Variable 

 
Statement 'A' Statement 'B' t-value 

  
Mean S.D. Mean S.D. 

 Preference Ratings 4.02 0.69 3.99 0.65 0.82* 
*No Significance found at 0.01 level 

   
       
        

    
           
Table:6           

  Variables  Determining the Preference towards Eco-friendliness 
Independent Variable Dependent Variable : Eco-Friendliness   
  

  
Beta Simple R 

 
t-value   

  
      

  
Brand Loyalty 

 
0.29* 0.37** 

 
3.93   

Price( Budget of the Customer) 0.24** 0.32** 
 

3.28   
Other Features 

 
0.14* 0.14 

 
2.07   

Multiple R= 0.46, R square=0.21 
   

  
* Significant at 0.05 level of Significance 

   
  

** Significant at 0.01 level of significance         
Source: Generated from the Questionnaire 
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