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Abstract

With more and more organisations prioritising sustainable
growth and environmental preservation, green marketing has grown in
importance in today’s business practices. Green marketing is becoming
more important in the global market, and this research looks at the
idea, as well as the primary problems of implementing it. The term “green
marketing” refers to the practice of advertising and manufacturing
goods and services that are less harmful to the environment. As a result,
companies may boost their reputation, appeal to eco-conscious
customers, and aid in long-term economic development. In global
marketplaces where eco-consciousness and product demand are on the
rise, the research emphasises the relevance of green marketing.
Nevertheless, its efficacy is hindered by a number of important problems,
such as greenwashing, an absence of worldwide standards, scepticism
among consumers, exorbitant prices, disparities in culture, and
difficulties in the supply chain. Businesses have challenges when trying
to use green marketing techniques in various regions due to these factors.
In order to promote long-term environmental sustainability, the report
stresses the need of openness, customer education, and global
collaboration in green marketing.
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Introduction

As companies worldwide realise the necessity of being environmentally
sustainable, green marketing has become a major trend in current business practices.
Green marketing is the practice of creating, promoting, and distributing goods and
services in a way that minimises negative impacts on the environment. The use of
renewable resources, environmentally friendly manufacturing methods, recyclable
packaging, energy-saving technology, and conscientious marketing are all part of it.
Both individuals and companies are being pushed to be more eco-conscious due to
the increasing knowledge of environmental problems including climate change,
global warming, deforestation, pollution of air and water, extinction of species, and
diminishing natural resource reserves. This has led to green marketing playing an
increasingly important role in company strategies, especially in global markets where
consumers and governments are becoming more concerned about environmental
issues. When environmental deterioration became a major issue in the 1970s, it
sparked a worldwide movement that would later give rise to green marketing.
Governments, corporations, and individuals have all shown a substantial
improvement in their environmental consciousness since then. Sustainable
development and ethical business practices have been further emphasised by
international accords like the Kyoto Protocol and the Paris Climate Agreement. As
a result, in order to appease eco-conscious customers, improve their company’s
image, and conform to regulations, some businesses have begun to include
environmental concerns into their marketing campaigns. Green marketing has evolved
from a simple corporate social responsibility effort into a powerful weapon in the
fight for dominance in today’s global marketplace. Globalisation, technical progress,
and heightened environmental concern have all contributed to a dramatic shift in
the worldwide corporate landscape. Nowadays, shoppers are more informed than
ever before and conscious of the ways their purchases affect the environment.
Products that are organic, efficient with energy use, biodegradable, recyclable, and
made in a sustainable way are in high demand. Businesses have been driven to
create eco-friendly goods and services in response to this change in customer tastes.
A growing number of branding and marketing strategies are placing an emphasis on
sustainability by companies such as global retailers, manufacturers, and service
providers. To show that they care about the environment and to attract eco-conscious
customers, many companies now employ sustainability reports, green badges,
certifications, and carbon footprint disclosures.

Green marketing is becoming more and more popular, but there are many
important difficulties and obstacles when trying to execute it on a global scale. The
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absence of a commonly agreed-upon definition and set of standards for
environmentally friendly goods is one of the main causes for worry. It is challenging
for multinational corporations to implement uniform green marketing strategies
across all markets due to differences in customer expectations, certification systems,
and environmental legislation from country to country. The criteria and expectations
of one nation’s environmentally conscious consumers could differ from those of
another. Businesses that operate in more than one foreign market face higher
compliance expenses and customer misunderstanding due to this lack of
standardisation. Greenwashing, in which companies make false or overstated
environmental claims about their goods and services, is another big problem with
global green marketing. A number of businesses make empty claims about being
eco-conscious without really doing anything to improve their environmental impact.
People become distrustful of green marketing promises when these kinds of things
happen. There is a growing need for companies to provide accurate, verifiable
information on their environmental performance as customers become more
knowledgeable and wary of environmental advertising. Corporate reputation and
the efficacy of green marketing campaigns throughout the globe are both hit hard by
greenwashing. Scepticism from consumers is another major obstacle in the global
green marketing arena. Consumers may be wary of green promises because of their
experiences with misleading marketing, even if many of them are concerned about
environmental concerns. Customers may be hesitant to buy environmentally friendly
items because they don’t know how to properly assess environmental facts. In
addition, customers’ professed environmental views may not always match their
actual purchase behaviour since they may place other considerations, such as price,
quality, convenience, and brand reputation, ahead of environmental advantages. For
businesses that want to sell sustainable goods, bridging the gap between
environmental consciousness and real purchases is a huge challenge.

Developing and marketing eco-friendly goods comes at a hefty price, which
is another major concern. Investing heavily is typically necessary for ecologically
responsible industrial methods, renewable energy systems, clean technology, and
sustainable materials. Products that are environmentally friendly may end up costing
more than their conventional counterparts, which can turn off budget-conscious
shoppers, especially in poor nations. Consequently, in order to be competitive in
global marketplaces, firms must find a way to balance environmental goals with
economic success. Green marketing methods have additional challenges when trying
to be implemented globally due to cultural variations. There is a great deal of regional
and national variation in environmental values, consumer preferences, and
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perspectives on sustainability. Sustainable consumption and environmental
preservation may be more important to customers in industrialised economies,
whereas price, practicality, and economics may take precedence in developing world
markets. The complexity and expense of green marketing campaigns may rise as a
result of companies having to tailor their messaging and approaches to local cultural
situations. One of the most important aspects of global green marketing is supply
chain management. A global supply chain is one that has several regionally dispersed
suppliers, manufacturers, logistics providers, and distributors. Variegated
environmental requirements, a lack of transparency, and the difficulty in monitoring
supplier behaviour all contribute to the difficulty of ensuring sustainability across
the supply chain. As a result of the environmental repercussions and carbon emissions
caused by transportation operations related to international commerce, the long-
term viability of green goods sold on a worldwide scale is called into doubt. It is
still a challenging issue for many organisations to measure and communicate
environmental performance.

It takes a lot of data collection, analysis, and verification to figure out how much
of an effect a product has on the environment across its whole life cycle. It may be challenging
for stakeholders and consumers to assess environmental claims correctly due to the lack of
standardised measuring methods and reporting mechanisms. In light of this difficulty,
trustworthy certification programmes, ecological labelling systems, and globally
acknowledged sustainability criteria are urgently required. Rising environmental
consciousness, shifting consumer tastes, and stricter government regulations have all
contributed to green marketing’s meteoric rise to the status of an essential component of
global corporate strategy. Businesses may improve their image, forge stronger connections
with customers, and aid in sustainable development via these avenues. Greenwashing,
consumer scepticism, inconsistencies in regulations, high implementation costs, cultural
variety, supply chain complexity, and measurement difficulties are some of the significant
factors that still prevent it from being successful on a global scale. In order to encourage
sustainable consumption and accomplish long-term economic and environmental goals, it
is vital for scholars, governments, and companies to understand these concerns.
Consequently, this research delves into the major problems with green marketing on a
worldwide scale and looks for ways to fix them so that it may be more credible, effective,
and contribute to sustainability on a global scale.

1. Concept of Green Marketing
As a vital part of every business, marketing is often thought of as the engine

that drives income. In the late 1990s, the phrase “Green Marketing” started to gain
traction. In 1975, the American Marketing Association (AMA) hosted its first
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“Ecological Marketing” workshop, the outcomes of which became “Ecological
Marketing,” a seminal work in the field of green marketing.

Environmental concerns must to be woven into every facet of marketing,
says Jacquelyn Ottman, author of “The New Rules of Green Marketing: Strategies,
Tools and Inspiration for Sustainable Branding” from the perspective of organisations.
Many green consumer movements, including those in the United States, India, and
elsewhere, have failed to gain traction and impact. But polls in the US, India, and
elsewhere have consistently shown that governments should prioritise Green
Marketing in light of technological advancements.

Green marketing has grown in significance, especially in light of
globalisation and technological advancements, despite these obstacles and lack of
knowledge. Many nations are now concerned about the state of Mother Nature; the
consequences of past indifference are becoming more apparent.

These days, it seems like every company knows what they’re doing and
wants to include eco-friendly items into every aspect of their operations. Installing
solar panels on homes or businesses may help cut electricity use, and governments
often reward environmentally conscious actions with tax breaks, subsidies, and other
perks. We have already seen the repercussions of pollution in the previous decade;
thus, the term “green marketing” has become obligatory for people, companies, and
nations to protect Mother Earth and its inhabitants from any more pollution.
Marketers who use “green” marketing highlight a product or service’s positive impact
on the environment while making sales pitches. Either the items or services
themselves are eco-friendly, or their production is.

One alternative definition of “green marketing” is the promotion of items
with the assumption that they would not harm the environment. Included in it are
components. A comprehensive set of actions, including but not limited to: advertising
tweaks, product iterations, sustainable packaging, and product process adjustments.
The problem is that there are several competing and overlapping definitions of “green
marketing,” making a simple definition a daunting one. Environmental marketing
and ecological marketing are two more phrases that are comparable.
2. Importance of Green Marketing In The International Market
Greening a product or market is viewed as the outcome of rational strategic choice.
It may thus involve the search for different types of competitive advantage
The following points support this view:

A. Cost leadership through the pursuit of environmental efficiency throughout
a company’s value chain like 3M saving more than $ 537 million with its
Pollution Prevention Pays program.
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B. Differentiation of products and services in environmentally oriented ways
that command premium prices, like AEG, Varta, Ecover, Henkel, Tesco,
Tengelman, Audi, and other European firms gaining market share by targeting
the green consumer.

C. Leveraging core competencies associated with environmentally sound
technologies that empower individual businesses to adapt quickly to
changing opportunities like Sanyo’s patent strategy of developing and
extending ‘soft’.

D. Energy products such as rechargeable batteries and solar cells.

E. Innovation and standard setting that sets the ‘rules of the game’ like Arco
announcing a new gasoline formula designed to sharply cut auto emissions.

F. Generic substitution of green processes, products and services for those that
are more environmentally damaging like natural gas for coal or oil, compact
fluorescent bulbs for incandescent bulbs, recycled products for virgin ones.

G. Alliance creation that reduces the costs and risks of entering into new,
environmentally beneficial businesses like General Motors, Ford, Chrysler,
and the U.S. government teaming up to develop advanced battery technology
for electric vehicles and developing hydrogen fuel.
Corporate attitude to environmental issues has changed significantly over

the years. For many years, most companies regarded environmentalists as unfriendly
and environmental regulation as something to be fought off as long as possible, and
then complied with reluctantly. This approach began to change in the late 1980’s,
first among large companies in the most polluting industries, such as chemicals and
oils. By the time of the 1992 Earth Summit, (Rio Conference) some corporates had
already embraced green philosophy.

Under the chairmanship of Stephan Schmieding, a charismatic Swiss with a
private business, the Business Council for Sustainable Development (BCSD) was
formed. Its fifty-nine members put together guidelines on environmentally friendly
behavior for companies and held their own conference in Rio, a week before the
world’s leaders assembled there.

One of the earliest efforts was the “Responsible Care” program set up by
America’s chemical manufacturers. Under it, companies committed themselves to
tracking the fate of their products through their life cycle, from manufacturer to
final disposal and to adhering to a set of basic environmental principles.
Green marketing has gained global importance because of increasing environmental
awareness and stricter environmental regulations. Its significance includes:
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 Encouraging sustainable consumption.

 Reducing environmental pollution.
 Improving corporate reputation.

 Meeting consumer demand for eco-friendly products.
 Supporting global environmental goals.

 Creating competitive advantages in international markets.
Many multinational companies have adopted green marketing practices to strengthen
their global presence and demonstrate environmental responsibility.
Critical Issues of Green Marketing at The International Level

Green marketing at the international level faces critical hurdles: varying
global regulations, widespread consumer distrust fuelled by greenwashing, and the
delicate balance between eco-friendly costs and local affordability. Cultural
differences in sustainability priorities also heavily impact how global campaigns
are received.

1. Lack of Global Standardization
Unlike regional certifications, there is no single, universally accepted regulatory
body governing green marketing. This creates severe compliance issues:

 Conflicting Standards: What qualifies as “eco-friendly” or “biodegradable”
in the European Union may not meet the criteria in the United States or
India.

 Labeling Confusion: Marketers are forced to navigate a fragmented web
of international and local ecolabels, requiring costly redesigns and localized
packaging for different countries.

2. The Greenwashing Epidemic

Deceptive or unsubstantiated sustainability claims have severely damaged
consumer trust worldwide. The United Nations explicitly identifies Greenwashing
as a major hurdle that misleads the public and hampers credible global climate
actions. Skeptical consumers now require brands to provide verifiable, transparent
proof rather than vague corporate assertions.

3. The Price-Premium vs. Affordability Trade-Off
Research consistently shows that while consumers desire sustainable goods,

many are unwilling or unable to pay significantly higher prices. This issue is
particularly acute in developing economies where disposable income is lower, forcing
international marketers to choose between heavily subsidizing green costs or risking
market share to cheaper, conventional competitors.
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4. Cultural and Behavioral Variations

Sustainability does not translate universally across cultures. Consumers in
developed nations may prioritize carbon footprint reduction, whereas consumers in
developing or localized markets (such as those in parts of India or other regions)
often focus more on immediate, tangible benefits like personal health, chemical-
free ingredients, and local economic support. Marketers face massive difficulties if
they employ a “one-size-fits-all” international strategy.
5. Supply Chain and Logistics Complexities

The environmental impact of an international product is scrutinized across
its entire life cycle. If a brand claims to be “carbon neutral” but relies on long-haul
international shipping, manufacturing in regions with heavy reliance on fossil fuels,
or complex global disposal systems, their core green message is easily undermined.
Conclusion

Businesses that care about both their customers’ demands and the
environment have found green marketing to be an effective strategy. More and more
businesses are embracing eco-friendly policies and advertising their goods in foreign
markets as a response to rising worldwide environmental concerns. In addition to
helping preserve the environment and promote long-term sustainability, the idea of
“green marketing” boosts brand awareness and consumer loyalty, which is great for
business. Misleading environmental claims, variations in legislation between nations,
customer scepticism, increased manufacturing costs, and issues in sustaining supply
chains are some of the obstacles to the effective use of green marketing, which has
many benefits but also some drawbacks. Green marketing initiatives may lose some
of their lustre and efficacy due to these problems. Gaining customer trust and
achieving long-term success requires firms to prioritise honesty, openness,
innovation, and responsible environmental practices. If we want to build a better
future where economic progress is balanced with environmental responsibility, we
need governments, companies, and consumers to work together via green marketing.
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