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As it is a well-known fact that the humans are the most advanced living being on the planet earth using the resources 
of the Mother Nature as per their needs, wants, requirements, comfort and self development. During the process of 
development, the human beings have now started realizing that the resources they are using are not only limited but 
also at the verge of insufficiency.  The humans have started realizing that their unlimited wants and desires are 
giving rise to extreme industrializations causing destructions to the natural resources.
During the various discussions in the past, it was concluded that the human being have rights to fulfill their 
respective needs and wants but at the same time there have been discussions regarding not causing harm to the 
environment which may negatively affect the existence of human being. The American marketing Association gave 
importance to manufacturing and marketing of products that are acknowledged as environmentally less harmful. 
The environmental sustainability since then became a buzz among the entire marketing community and also the 
consumers with a foresightedness of endangered human species due to too much of negligence towards the 
environment causing distortion to the entire ecological system. Keeping this in mind the various marketing 
organizations are taking extra care for sourcing, producing, marketing, consuming and disposing products with a 
vision of causing least harm to the environment and reporting its success in their sustainability reports. This activity 
is not only related to a social cause but it also helps the organizations in successfully accomplishing its marketing 
objectives by incorporating the sustainability and green marketing initiatives as core business strategy by creating 
and generating positive influence in the mind of the customers.
This paper involves a study about green and sustainability initiatives taken by some Indian organizations for not 
only influencing environmental concern but also as a tool for enhancing   their market position by reporting itself as 
green.
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ABSTRACT

INTRODUCTION
The hazardous deterioration of the global environment 
has evoked persistent concern in the mind of mankind 
towards the consciousness adoption leading to 
changing consumers' attitude towards eco-friendly 
products in order to safeguard the blue planet. They 
therefore, consider it extremely important to take 
preventive measures towards a sustainable 
environment by changing their attitude towards their 
consumption behavior by consuming those products 
which claim to be environmentally safe. Environment 
sustainability is emerging as a market driver with the 
potential to grow profits and present opportunities for 
value creation — a remarkable evolution from its 
traditional focus on efficiency, cost, and supply chain 
risk. Not only the customers but also the marketers 
consider it as their prime responsibilities towards the 
sourcing, making, producing, selling and disposing or 
recycling the products in environmentally safe manner.  

Consumers and marketers support these practices and 
their aims are to make certain that there is a 
contribution supporting sustainable green environment 
and finally saving the environment deterioration. 
As explained by the American Marketing Association, 
green marketing is the marketing of products that are 
presumed to be environmentally safe.  The green 
marketing activities are a wide range of actions, 
including product modification, changes to the 
manufacturing process, packaging changes, and also 
modifying promotions towards the environment 
sustainability. Green marketing is also known as 
Environmental Marketing and Ecological Marketing. 
Thus "Green Marketing" refers to holistic marketing 
concept wherein the production, marketing 
consumption, a disposal of products and services 
happen in a manner that is less damaging to the 
environment with growing awareness.
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The concept of environment protection is not new, in 
the 1987 report of UN commissioned research defined 
Sustainability as development that fulfills the 
requirements of the mankind without compromising 
the ability of the future generations to meet their 
requirements. This recognizes that there are limits of 
the natural resources and the ability of the biosphere to 
absorb human activities. Thus being sustainable, an 
organization must generate some acceptable level of 
activities for the environmental performance 
throughout the process of value chain process from raw 
material procurement to disposal.  
In the last few decades, lot many researches and 
conferences have been organized to discuss about the 
environment concern and measures to be taken by 
human being to save the mother earth.  During such 
discussions, the term Green marketing was evolved, 
understood and explained by the intellectuals. 
Green marketing not only accepted and adapted by 
government and non government organizations, but 
consumer, suppliers, manufacturers, wholesalers, 
retailers and services firms also have shown similar 
concern and interest towards availing opportunities to 
contribute to green marketing. This also led to the 
understanding of the need of considering the 
production, distribution, and reclamation of products 
as integrated gears of the marketing efforts. Green 
marketing activities also requires the promotional 
efforts engaged in gaining customer support towards 
consumption of environment friendly products and 
show their concern towards the environment.  Green 
marketing is a series of actions towards the 
establishment of link between the business and 
customers and this process entails the holistic approach 
as it integrates the all the activities in relation to 
environmental concerns.

GREEN  PRODUCTS
Green products are known as ecological products or 
environment friendly products. Shamdasami (1993) 
defined green products as those products that doesn't 
pollute the earth or deplore natural resources and can be 
recycled or conserved. Elkington and Makower 
(1988), explained green products as those products that 
have more economically strong specifications or 
packaging helping in reducing the overall damage to 
the environment.  Schorsch (1990) explained green 
products as those products that are grown organically, 
made of degradable materials, contain little or no 
phosphates, not tested on animals.
The various researchers described green products in 
their own language,  Weber (1991) explained that 

green products are the products which claim to be 
environment friendly and also biodegradable, Berman 
(1993) stated green products to be environmentally 
sound product, Davis (1994) stated that green products 
are environment friendly or ecologically safe: and not 
harmful or more beneficial to the environment, 
Schuhwerk and Lefkoff-Hagius (1995) explained 
green products to be less harmful to the environment, 
Gurau and Ranchhod (2005) explained  Ecological 
product:  product that was manufactured using toxic-
free ingredients and environmentally-friendly 
procedures, and who is certified as such by a 
recognized  organization.
As explained by Simon (1995) , green products are 
defined as the products made with reduced amount of 
material, extremely recyclable raw material, non toxic, 
not involving animal testing, without adversely 
affecting protected species, require a lesser amount of 
energy during production or use or have minimal or no 
packaging. According to Nimse (2007) green products 
use recyclable materials, less wastage, reduced water 
wastage, energy conservation, minimal packaging, 
reduce toxic emission. 

GREEN  MARKETING
Pride and Ferrell (1993) explained Green marketing as 
environmental or sustainable marketing which refers to 
an organization's effort at designing, promoting, 
pricing, and distributing products that will not harm the 
environment. In view of the evident destruction of the 
biosphere due to pollution and extreme human 
modernization, current global warming discussions 
and concerns are undeniable. It is evident that 
chemicals, gases and pollutions released uncontrolled 
by human activities are responsible for most of the 
destruction caused to the environment on earth in the 
past many decades. These trends are projected to 
continue with greater intensity over the course of the 
21st century and beyond (Green facts, 2007). The Chief 
Executive Officer (CEO) of General Electric Jeffery R, 
stated that: "The opportunity to provide environmental 
solutions is going to be one of the big four or five 
themes of our generation of business leadership". The 
forum like World Wide Fund also referred that, all 
existing industries are utilizing more than its 
reasonable share of the earth's resources, retailers 
continue to procure and sell product that are highly 
dependent on natural resources without being worried 
about the limited supply of resources. The concept of 
green marketing has been discussed by many industries 
and forums. 
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Weiner and Sukhdail (1990) stated that Customer's 
perceived level of self –involvement towards the 
protection of the environment may prevent them from 
engaging environment friendly activities such as 
recycling. With reference to this, Innumerable 
businesses that promotes their products as green has 
continually grew (Mansvelt, 2011).
The green marketing movement began in the US in 
1994 (Kotler and Keller, 2006). It was   evolved from 
the concept of societal marketing (Wong, 2008). Many 
organizations developed the objectives of green 
marketing and implemented in their marketing 
activities. Awareness of green products among 
customers and its demand has grown during the last 
two decades, as indicated by increased supply by 
companies (Chung and Wee, 2008), increased 
consumer demand (Chen, 2008), environmental 
p ro t ec t i on  o ff e r ed  by  non -  gove rnmen ta l 
organizations, various institutions offering specific 
environmental and green marketing courses, and 
increased number of research publications every year 
(Hartman and Ibanez, 2006; Nyborg, Howarth and 
Brekke, 2006). 
Charter (1999) argued that businesses are faced with 
increasing challenges of environmental protection and 
demand for environment-friendly products and 
services. According to Phillips (1999), consumers are 
willing to pay premium for green products because 
they prioritize green attributes in the green product.
Prothero & Fitchett (2000) argued that greater 
ecological enlightenment can   be secured through 
capitalism by using the characteristics of commodity 
culture to further progress environmental goals. 
Marketing not only has the potential to contribute to the 
establishment of more sustainable forms of society but, 
as a principle agent in the operation and proliferation of 
commodity discourse, also has a considerable 
responsibility to do so. Karna et al. (2003) interpreted   
that proactive marketers are the most genuine group in 
implementing environmental marketing voluntarily 
and seeking competitive advantage through 
environmental friendliness.  Jain and   Kaur   (2004) in 
their study stated that   environmentalism has fast 
emerged as a worldwide phenomenon. Business firms 
too have risen to the occasion and have started 
responding to environmental challenges by practicing 
green marketing strategies. Green consumerism has 
played a catalytic role in ushering corporate 
environmentalism and making business firms green 
marketing oriented.
 Quite a good number of experiential studies have 

established the importance and advantages of the 
organizations favoring and going green. Many studies 
have shown that the green core competence of firms 
has positive influence on their green product 
innovation performance, green process innovation 
performance, and green image. The green product 
innovation performance and green process innovation 
performance are positively correlated with the firms' 
green image (Chen, 2008). This concludes that the 
firms handled an environment issue well can sustain a 
firm's competitiveness and increase its superior image. 
Considering this, many organizations have implied 
Green marketing strategies as one of the important 
aspect in its marketing strategies.

GREEN  MARKETING INITIATIVES  IN INDIA
Considering the customer desire and market trends 
favoring green marketing as the need of the hour, many 
organizations are embracing green marketing as one of 
the most important endeavor and have started acting as 
a responsible member of the society.  It is very 
interesting to note that while, green marketing 
continues to be an issue of 5 global interest, Google 
Trends reports that, on a relative basis, more searches 
for “green marketing” originated from India than from 
any other country (Wigder, 2007). Environment 
sustainability being so important many organizations 
have started focusing on the sustainability acts through 
its green efforts by listing a number of activities in its 
sustainability business agenda.

RESEARCH  METHODOLOGY
The objective of this paper is to explore the initiatives 
of some Indian organizations successful in 
implementing green strategies for maintaining a 
sustainable green environment.This study involves an 
exploratory research study on the organizations green 
marketing initiatives for environmental sustainability.  
The study was done on the secondary data available in 
various magazines, news papers, journals and 
company web sites. From the list of those organizations 
following genuine green practices, ten such 
organizations from the different product sectors were 
selected on convenience sampling and their green 
initiatives under the environment sustainability were 
studied and analyzed. It was interesting to note that 
most of the companies have successfully marked its 
presence in the field of Environment sustainability and 
marketing itself as green organizations and have 
presented i ts  green ini t iat ives with proper 
documentations in their Sustainability report.
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COMPANIES   INITIATING GREEN   
MARKETING STRATEGIES FOR 
ENVIRONMENTAL SUSTAINABILITY 
As per the social awareness, government norms and 
consumer requirement for exploring options available 
for low carbon growth path, few Indian companies 
have taken a lead and made its decent status in global 
list of those forms which have opted for its leadership 
in saving the environment by cutting down its climate 
damaging emissions.  Companies selected like Essar 
Oil, Tech Mahindra, Tata Consultancy Services and 
Wipro makes itself to be one of the top global 
companies following green practices. Few other 
Companies like, ITC, Indian Oil Corporation, Dabur, 
Maruti Suzuki, Sun Pharma and State Bank of India 
have also been successful in implementing its 
sustainability initiative programs to save the 
environment. Awarded an 'A' grade for their 
performance, these companies earn a position on the 
first global ranking of corporate efforts to mitigate 
climate change. The India 2014 report titled "Indian 
companies decouple business growth from carbon 
emissions" reveals that energy efficiency is the key 
means by which companies are acting on climate 
change. This study is a small effort towards the analysis 
of the steps taken by these companies towards making a 
difference in the world climate and environment 
sustainability.

Essar Energy 
Sushil Maroo, Chief Executive Officer, Essar energy, 
states that, “We are committed to minimizing 
pollution, reducing our environmental footprint and 
optimizing resource consumption by planning and 
carrying out operations through environmentally 
responsible processes and practices”.  At Essar Energy, 
health, safety and environment ('HSE') continue to be 
among i ts  cr i t ica l  sus ta inabi l i ty  pr ior i t ies                  
and an integral part of the management of Essar's 
business from last many years. The organization's 
move toward sustainability is towards minimizing 
pollution, mitigating risks, reducing environmental 
footprint and optimizing resource consumption. All the 
environmental aspects, impacts and plans are part of an 
environmental management plan which is specific to 
each site. The organization's environmental 
management plans are aligned with the international 
environmental management system ISO 14001:2004. 
The company encourages all its businesses to get 
certified to the standard. 

According to the organization's sustainability report, 
Environmental performance during the FY2014 by 
Essar is as follows:

 Essar Oil ranked second in India looking across 
all sectors and industries in Carbon Disclosure 
Leadership Index in CDP India Climate 
Change Report 2013.

 Essar Oil recommended by Det Norske Veritas 
for certification to Energy Management 
System – ISO 50001:2011. 

 Essar Oil's fuel switch project registered for 
carbon credits. 

 Its refineries save 95 million kWh of energy; 
over five times increase in the energy saved last 
year.

 20% reduction in hazardous waste generation 
at its refinery, Zero oil spills reported by all 
sites. 

Essar Oil was ranked second All-India in the Carbon 
Disclosure Leadership Index ('CDLI') in the Carbon 
Disclosure Project ('CDP') India 200 Climate Change 
Report 2013 that ranks the top 200 companies by 
market capitalization.
Essar Oil, India uses the services of a sister company, 
Vadinar Oil Terminal Limited ('VOTL'), to manage 
crude oil imports and exports and for the distribution of 
petroleum products. VOTL is governed by the 
International Maritime Organization's guidelines and 
protocol. Offshore pollution prevention and control is 
managed by VOTL.

State Bank of India - Best Green IT Project 
In the recent news headlines, it was seen that SBI 
committed Rs 75K Cr to green projects. Sustainability 
is not only about the savings of recurring costs to the 
bank, the green project of SBI helps in reducing the 
carbon footprints which impacts the quality of life of 
the cardholders and society at large.  With and 
objective of paper less banking, SBI  introduced its 
green initiative which provided services of paperless 
banking with no withdrawal form, no deposit slips, no 
checks, no money transactions with the help of debit 
cards provided to customers.This idea also supports the 
cause of the bank's objective of diffusion of retail 
electronic payment culture and reducing the 
dependence on paper based transactions in the country 
with an objective of saving the environment and 
cutting of trees, through brisk expansion of ATMs and 
debit cards usage. 
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State Bank of India implemented a gigantic rollout 
during the financial year 2009-10 and installed more 
than 10,000 eco, friendly ATMs across the country 
while taking care of carbon footprint at the same time. 
In all of these ATMs, LCD monitors were deployed in 
lieu of CRTs. Usage of LCD, LEDs inside ATM and 
even for signage, and usage of energy efficient 5 star 
EER 3.1 rated ACs as an alternative of conventional 
high energy consuming ACs. SBI also installed 
Aluminum composite panels, instead of wooden 
supplies at the various sites. Along with modifications, 
SBI also developed and installed specially designed 
ATMs for the low energy consumption and reduced 
level of air conditioning. Also the solar powered were 
developed for rural locations. 
After deployment of these services at ATMs, SBI could 
save 48508500 KWH of electricity and saved around 
Rs 24 Cr in electricity bills.  In the process of 
deployment of energy efficient ATMs the major 
challenge was ensuring compliance with consideration 
of agreed contractual terms not only with the main 
supplier but also with the outsourcing agencies.

Indian Oil Corporation 
Being an active partner of the Global Compact 
Program of the United Nations, Indian Oil completely 
focuses on “sustainable development.” Being a leading 
participant, the Indian Oil Corporation considers 
environment protection as its core business obligation. 
While fulfilling this commitment, the organization 
base all its operational unit's activities towards a 
comprehensive safety, health and environment 
management system and also periodically review the 
same for better performance in future. The various 
refineries of Indian oil comply are with the 
environmental standards and also incorporate the high-
tech systems. The environment management systems 
of all Indian Oil refineries, pipeline Installations and 
major marketing installations/terminals are certified to 
ISO-14001 standards
Indian Oil refineries have adopted various measures 
for control of gaseous emissions. These include use of 
low-sulphur fuel oil, desulphurization of refinery fuel 
gas, tall stacks for better dispersion of flue gases, 
advanced process control systems; and energy 
conservation measures to reduce fuel consumption. 
Indian oil offers echo friendly Low Sulphur (0.5%) 
Diesel, Extra-low Sulphur (0.25%) Diesel, Diesel with 
0.05% sulphur, Unleaded Petrol/Gasoline, Green fuels 
Euro-III etc. products as an efforts on its green 
initiatives. On an average, Indian Oil has invested 

about Rs. 7,000 crore so far in green fuel projects at its 
refineries; ongoing projects account for a further Rs. 
5,000 crore. All refineries have been provided with 
full-fledged effluent treatment plants consisting of 
physical, chemical, biological tertiary treatment 
facilities. 'Oilivorous-S '& 'Oilivorous-A' technologies 
are being used for the treatment of oily sludge and acid 
tar respectively. The treated effluent is far superior to 
the stipulated MINAS quality and quantum standards. 
Treated effluent is being reused to the extent of 65-70% 
in the refinery units. Panipat Refinery continues to 
maintain zero discharge since commissioning in 1998. 
Diesel quality improvement facilities are taken care in 
all the refineries of IOC for a sustainable environment. 
The R&D Centre of Indian Oil engrosses itself in the 
formulations of eco-friendly biodegradable lube 
formulations. All these efforts of IOC make it 
responsible organization and hence upgrade its brand 
perception. Indian oil is currently focusing its 
sustainability efforts towards CNG, LPG, Ethanol 
blended petrol, bio diesel, and hydrogen energy.

Dabur
Dabur, with a portfolio of Ayurveda and nature-based 
products, conservation of environment and natural 
resources is deep rooted, environment and nature is the 
core compliance of the business. Dabur, not only 
incorporated the concept of sustainability into the core 
of its business but expanded it as its value and 
responsibilities towards the society and to the 
ecosystem. The responsibility towards the nature 
inspires the organization to perform challenging tasks 
of environment safety extremely well. Dabur has 
intensive focus on Conservation of Energy and 
Technology Absorption, along with Health, Safety and 
Environment Protection. Dabur uses many measure for 
energy conservation which includes, use of bio-fuels in 
boilers, generation of biogas and installation of energy 
efficient equipment – helped lower the cost of 
production, besides reduce effluent and improve 
hygiene conditions and  productivity. Dabur makes 
incessant efforts towards technology absorption and 
innovation, for preservation of natural resources. 
Dabur works on the ideology of minimum use of water 
in process by pre-concentration of herbal extract and 
reduction in concentration time. It also uses water 
treatment plant with Reverse osmosis system for 
reutilization of waste water from pump seal cooling 
and waste water management. Dabur introduced water 
efficient CIP system with recycling of water in fruit 
juice manufacturing, also developed in-house 
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technology to convert fruit waste into organic manure 
by using the culture Lactobacilus burchi. It also 
constantly scrutinizes its waste in adherence with the 
pollution control norms. The hard work includes 
execution of rainwater harvesting, which has helped 
the company on the path to becoming a Water-Positive 
Corporation. The Company has also taken a lead for 
green marketing in terms of product improvement, cost 
reduction, product development, import substitution, 
cleaner environment and waste disposal for its 
customers. Being an organic company Dabur also 
enjoys the customer loyalty for being safe and 
environment friendly product by promoting its green 
initiatives.

Wipro 

Over the last many years Wipro have set momentum of 
corporate initiative towards the environment 
sustainability acts which involves its stake holders, 
employees, customers and suppliers, investors, 
government community and the education system. 
With this aspiration Wipro has many acts in its agenda 
which includes, GHG emission reduction, water, 
wastage, biodiversity, supply chains, education and 
community engagement. Wipro Company has 
launched a wide range of eco- friendly desktops under 
green ware initiatives to cut down e waste in 
environment. The system launched toxin free and 
operate under a total recycling policy. With the removal 
of the toxins, recycling of the electronic products are 
safer for customers and environment. Wipro has 17 e- 
waste collection centers in India where products are 
collected are recycled. 12 Wipro campuses in the 
country have been certified as green buildings. Green 
marketing is a core part of Wipro's business strategy, 
executing green across the entire value chain and 
communicating to the customers. The Go green 
campaign by Wipro furniture is to create healthy 
atmosphere at the customer's work place and making 
greener and healthier environment. For this initiative 
selection of raw material, processes, considering long-
t e rm eco log ica l  sus t a inab i l i t y  fo r  l owes t 
environmental impact. Wipro tests its products at 
independent testing labs, manufacturing for 
compliance with international air quality guidelines of 
BIFMA, ISO and RoHS standards for contributing to 
human health and environment protection. Wipro's 
green strategy rests on three main pillars: chemical 
management, energy and e-waste. It has also initiated a 
take back program running in partnership with 
authorized recyclers. Wipro's experience in the 

adaptation of green manufacturing practices shows that 
organizations need to go beyond stand alone and adopt 
a holistic approach tied for a long term sustainability 
vision. 

Tata Consultancy Services 
Playing far beyond the other green marketing 
organizations of India, TCS follows Green IT concept 
with efficiency and cost savings for not only for the IT 
organizations but also a range of disciplines such as 
manufacturing, engineering services, transportation 
and more. It is also vital for regulatory compliance with 
the rising number of environmental policies across 
diverse geographies.
TCS implements few green initiatives which are not 
necessary pertaining to IT based organizations. Few of 
these are : (i) energy savings (for example, energy 
efficient LED lighting, sensor based light turn on/off, 
building design for cooling efficiency, automatic 
cooling system modulation based on need and load, 
alternate energy for lighting and cooking), ( ii) 
reducing water consumption (for example, recycling, 
rain water harvesting) and ground water recharging, 
(iii) waste reduction (for example, paper reduction, 
composting and digesters for bio- waste) and (iv) fuel 
and emissions reduction through cycling, car-pooling 
and buses. TCS also saves transportation and fuel costs 
by arranging online meetings and webinars. Laptops 
mobiles and high-tech devices play a positive role in 
reducing travel-induced carbon footprints. By going 
paperless by online forms, business processes and 
workflows have yielded a significant reduction in 
paper consumption for all its operations: Measures to 
enforce double-sided printing, shared printing services 
and recycling printer cartridges.
With the rising desirability for employing green 
products and processes, TCS also is involved in 
marketing itself as green as a business opportunities to 
promote (i) environment-friendly products such as low 
power hardware, (ii) services for assessment, 
transformation and management for setting and 
attaining environmental impact targets and (iii) 
streamlined business and operational processes for 
increased efficiency. Products and capabilities that 
have environment friendly features offer a competitive 
advantage in the market. For instance, performance per 
watt of a server is now being used as a marketing pitch 
as opposed to just raw performance.
Extensive awareness about green marketing practices 
the customers has superior choices in vendor selection 
based on Green IT practices. 
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Tech Mahindra
As one of the responsible company in IT solutions, 
Tech Mahindra understands the rising discrepancy in 
the earth's environment, global warming and depletion 
of natural resources leading to ecological imbalances 
less safe ecological system for future generations and 
for all the other species that inhabit this planet.  Along 
with a concern for the natural environment 
commitment, towards society is reflected in Tech 
Mahindra solutions and services that drive positive 
change in society. Tech Mahindra, helps its customers 
achieve their sustainability goals and objectives 
through green IT solutions and service offerings. In 
addition to conducting business consciously and 
responsibly, Tech Mahindra supports the communities 
through many environmental and social initiatives. 
Tech Mahindra Foundation, Corporate Social 
Responsibility arm, plays a key role in the field of 
education, employment, women empowerment and 
accessibility. Tech Mahindra has won a number of 
awards at various forums for its green initiatives like, 
Ranked #2 in the CDP's Carbon Disclosure Leadership 
Index 2014. Tech Mahindra was listed on DJSI - 
ROBECOSAM Year Book – 2015 as one amongst the 6 
Indian companies to make it to Global Yearbook. Tech 
Mahindra got recognized as World Leader for 
corporate action on climate change by CDP under 
Supplier Climate Performance Leadership Index - 
2014-15, and also as World Leader for CDP under 
Global “A” List Climate Performance Leadership 
Index – 2014. For creating sustainable environment, 
Tech Mahindra works for a number of initiatives like 
water conservation, energy conservation, echo 
efficiency, education and employability, health and 
safety, learning and development, ethical conduct in 
business, employee well being, customer privacy, 
quality delivery, integrity etc. The Green Marshals 
Program at Tech Mahindra works towards spreading 
awareness on how day-to-day activities can be done in 
an environmental friendly way and the importance of 
recycling and reducing pollution.
Few Green Initiatives at Tech Mahindra include:  
Green Desktop Policy, Eco-Friendly Printer Policy , 
Solar Street Lights, Tree Plantation, Sapling sale, 
Green Quiz, Think Eco Act Eco Fair , Food waste 
reutilization for  fertilizer and  animal feed generation, 
Paper management , e-waste, recycling, organic foods, 
bicycles, jute bags, khadi sarees, organic makeup and  
health supplements and  eco-friendly paper books and  
handicrafts, No Light Hour, Tech Mahindra Corporate 
Sustainability website for enthusiastic associates to be 
actively involved in going green, Idea Bank/Blog etc.

Sun Pharma
Listed by Forbes at 38th amongst the world's 50 most 
innovative companies, SUN Pharma uses innovations 
to increase the efficiency and effectiveness of 
processes and save energy. The organization continues 
to invest in technology for the sustainability of the 
environment. Many of the manufacturing facilities are 
'Zero Liquid Discharge' and in process of emulating the 
same for the rest of its units. In FY 13-14, 4 million 
kWh of energy was generated through wind power. As 
the company's aim is to produce more sustainability, it 
accomplishes this by adopting and following 
environment-friendly manufacturing processes.
Sun Pharma, sees every challenge in the path of 
environment conservation as an opportunity in 
disguise. It supports and sustains a culture of awareness 
and sensitivity towards conserving and preserving the 
environment. Sun Pharma has a robust Environment, 
Health & Safety (EHS) policy that guides its intentions 
and turns them into fruitful interventions.
The Organization constantly directs its efforts to ensure 
statutory compliance, optimize natural resources, 
affect continuous improvement in environment 
management, innovate greener technologies and 
processes, and spread green awareness across internal 
and external stakeholders. The company operates in a 
way so as to reduce the production of waste, reuse 
recovered solvents and recycle numerous waste 
materials. The recycled materials include solvents, 
wastewater, glass, plastic liners, fibre drums, metal 
drum sheets, HDPE sheets and waste oil. Energy 
conservation, green investments, green operations 
include installation of boiler economizers and air pre-
heaters, using condensate recovery pumps, hot water 
generation from Jacket Heat Exchanger, use of fuel-
efficient packaged boilers that use heat from waste 
gases of engine exhaust, steam generation from 
exhaust gas and hot water generation from jacket heat
As a progressive and environmentally-concerned 
organization, Sun Pharma is switching from 
'conventional' Furnace Oil/Light Diesel Oil boilers to 
'eco-efficient' biomass briquette based boilers.
Social well-being: It will generate employment 
opportunities and a source of income for the local 
Population. Environmental well-being replaces fossil 
fuels by a carbon neutral fuel - biomass briquettes.  To 
make customer more involved in green initiatives it 
engages with customers through a healthy 'give' and 
'take' relationship.  It gives explicit information for all 
the products, which complies with the applicable 
labeling codes and specifications.

International Journal of Scientific and Innovative Research 2015; 3(2): 80-89,
P-ISSN 2347-2189, E- ISSN 2347-4971

www.ijsir.co.in 86



Indian Tobacco Corporation
The ITC Company while fulfilling its green initiatives 
takes care of management approach, energy, air 
emissions, water management, recycling and waste 
management, raw materials, and biodiversity etc. ITC 
from last many years has been carbon positive, water 
positive, solid waste recycling positive, soil & 
moisture conservation, using renewable energy and 
greenest luxury hotel chain. ITC has been known for its 
social initiatives for years, which include primary 
education initiative, e-choupal, creating sustainable 
livelihoods for rural women, animal husbandry 
services, afforestation programme, bio-diversity 
programme.
ITC is vertically integrated to a large extent; it provides 
unique opportunities for establishing synergy and 
thereby minimizing environmental impacts through 
optimum utilisation of raw materials, reuse/ recycling 
of wastes and optimum logistics. As agricultural 
produce are the key raw materials for most of ITC's 
businesses, they are accorded prime focus for 
addressing supply chain issues. ITC's interventions in 
this realm along with community development 
initiatives have not only supported sustainable 
agricultural practices but also contributed to 
sustainable livelihood creation for farmers. ITC's 
sustainability policies, for which each Business has 
developed specific phase-wise implementation plans, 
and associated code of conduct for vendors and 
suppliers provide the necessary framework to deal with 
aspects associated with labour practices, human rights, 
bribery, corruption, occupational health, safety and 
environment in the entire value chain.
In line with the overall strategy to embed the principles 
of sustainability, as far as practicable, into the various 
stages of product or service life-cycle, ITC initiated life 
cycle assessments (LCA) of its products and services to 
evaluate the impacts and identify areas for 
improvement in the value chain.
To address the key environmental issues ITC works for 
cont inuous improvement  on environmental 
performance, ITC's Businesses have set voluntary 
targets in terms of specific energy reduction, specific 
water intake reduction, specific waste generation, etc. 
Accordingly targets are set at the Business/Unit levels 
for maintaining this performance. ITC also constantly 
endeavours to create a positive environmental 
footprint. Large-scale Social and Farm Forestry, 
Integrated Watershed Development, Sustainable 
Agriculture Pract ices and logist ic  network 
optimisation of ITC's FMCG helps in environment 

sustainability. Over the years ITC has won a number of 
awards of global recognition for its achievements in 
Green initiatives.
Maruti Suzuki
Green Initiatives in Maruti Suzuki is especially 
concerned with global warming hence Maruti takes 
special care for fuel efficiency improvement, 
development of alternate fuel vehicles, reduction in 
energy consumption, use of cleaner fuel.  Maruti was 
the first passenger car company in India to be certified 
for Environment Management Systems (EMS) as per 
ISO 14001:1996 in 1999.  Maruti's Environment 
Policy insists on maintaining and improving 
environmental management system, prevention of 
pollution resulting from operations and products and 
adhere to environmental laws. The Guidelines which 
Maruti follows for green strategy are promote energy 
conservation, promote 3 Rs Reduce- Reuse- Recycle, 
p r o m o t e  g r e e n  p r o c u r e m e n t  a n d  p r o v i d e 
environmental education. Green Initiatives of Maruti 
involve water conservation with 100% recycling of 
treated effluent, air cooled air conditioners, closed 
cycle cooling towers and waste recycling, with 
reusable packaging, machinery, virtualization it can 
save up to 70% of the energy required to power servers 
with fewer servers need less energy for cooling and 
storage and displays with facility infrastructure and 
management, power saving improvement in 
incineration process. Maruti bases its green initiatives 
on Green technology for Green Computing with  
Processors/Servers/– Use every Watt efficiently,  63% 
of Data Center Energy Consumption is for cooling and 
developing  more sophisticated control measures, 
technology to support people to work anytime 
anywhere  wi th  he lp  o f   t e lecommut ing  – 
teleconferences and telepresence.  Maruti believes in 
green procurement by procuring products from 
environmental friendly companies and making 
mandatory criterion for procurement.  It also takes care 
of maintenance with data centre equipment and fire 
suppression systems. Maruti works for awareness of 
environment protection by promoting a culture 
“Energy Saving” with help of training programs. It also 
does e-waste management by maintenance and 
disposal of IT equipments in an environmental friendly 
manner. Clauses   for disposal and e-waste 
management have been explained by the company and 
promoting buyback of all computer and peripherals is 
also taken care of by the company for environment 
protection.
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CONCLUSION
This study indicates that the organizations in India, 
continuously engaged in sustainable green 
environmental marketing are not merely talking about 
its environment concern and protections but are also 
fulfilling its responsibilities by engaging itself 
completely in the value creating activity. These 
organizations are not only concentrating on earning 
revenue but are also able to perform their duties  as a 
responsible organizations by not only incorporating the 
green activities in their value chain and considering it 
as one of the business strategy by continuously 
working on creating a sustainable environment .
 Witnessing radical change in the world of business will 
be more prominent, if all nations make stringent rules 
for the same because green endeavors are essential to 
save world from pollution and destruction. With the 
increasing threat of global warming, it is extremely 
important that green initiatives become a part of culture 
rather than an exception or just a fad. Recycling of 
paper, metals, plastics, reduced emission of toxic 
gasses and chemicals etc. ,  with a safe and 
environmentally harmless approach should become 
much more systematized and universal. Finally, 
consumers, industrial buyers and suppliers need to 
pressurize effects on minimize the negative effects on 
the environment-friendly. Green marketing assumes 
even more importance and relevance in developing 
countries like India.
The future of environmental marketing has huge 
responsibility in the shoulders of the responsible 
members of the society as the results of performing 
green activities are not much evident in comparison to 
the already caused harm to the environment. Still, one 
positive action taken by an individual organization 
may motivate other organizations in joining hands in 
the mission to environmental sustainability. Many 
organizations have been successfully adopting the 
green culture, the need is to keep working towards the 
same by educating more and more organizations and 
customers by communicating about the importance 
and benefits of cleaner, healthier, safer and error free 
environment. There is a need to develop a sense of 
responsibility in not only the organizations but the 
entire nation including individuals to work for 
environment safety. 

SUGGESTIONS FOR GOING GREEN 

It is commendable to note that a large number of 

organizations are working positively on the concept of 
environment safety, with help of its green initiatives 
still there are a set of problem as reported by those 
organizations which are in process of going green 
facing difficulties of many kinds as those green 
initiatives act as hindrances while fulfilling their 
respective marketing objectives. One of the major hitch 
is that the firms using green sustainability marketing 
needs to make certain that their deeds are not confusing 
the consumers or the industry as far as the mission, 
vision and marketing objectives of the firm are 
concerned. It should not influence the customer's 
perception regarding the product performance and 
need fulfilment, not compromising with the demand of 
the customers and quality of the product, and do not 
breach any of the regulations or laws dealing with 
environmental marketing.
To deal with these issues, the organizations using green 
marketing activities for the genuine concern or 
government regulations or competitive reasons, should 
clearly state the environmental benefits and 
characteristics to its stake holders. The firm should also 
explain its process and ensure justifiable comparative 
difference in the process. Without justifying the right 
process and need of going green, it is not a good idea for 
a firm to publicise its green endeavours. Many 
organizations like Coca-Cola, Walt Disney etc. have 
decided regarding going green quietly. 
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