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ABSTRACT 

World is facing great challenges for their existing brands due to globalization 

.More over consumer expectation changes as competition and technology is 

influencing .Sustainable development has been always issue since the beginning of 

industrialization period. Marketers taking this as opportunity  in new brand 

positioning strategy by giving name of green branding, as its scope is also widen 

which does not limit to the sustainable use of a scare resources. This paper will 

discuss how trends of green Branding playing very important role in succeeding in the 

market place and building  brand in prospective mind and succeeding in creating 

value proposition .This paper aims to put reasons for green brand positioning 

evidencing through the available secondary sources of data . Findings suggest that 

green branding is one of major marketing strategies practicing almost all companies 

and attempt has also been put towards practicing of business ethics as well. 

 

KEYWORDS: Sustainable Development, Green Branding, Scare Resources, Brand 

Positioning, Business Ethics 

 

INTRODUCTION: 

How to succeed in market place is one of the major challenges facing brand 

today .A brand positioning is about building an image in the prospective mind .brand 

image is about connecting a brand with customer relevant and competitively different 

idea or proposition. It is important that brand must stand for a clear idea. Brand 

represents value that a marketer pack for its target customer is key to successfully 

positioning .Brands becoming undistinguished in the competitive space because other 

competitors may offer similar values. Green branding is one of the benefits and 

attribute positioning strategy .It is the key to positioning in creation of perception of 

value or relevance and distinction at the same time. 
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There is a growing interest among the consumer all over the world regarding 

protection of the environment, worldwide evidence indicate that people concerned 

about environment are changing their behavior. As a result of this, green branding has 

emerged which speaks for growing market for sustainable and socially responsible 

products and services. Education, awareness of the customer and their health 

consciousness bend them to think over green brands. Green brands can have 

following attributes. 

 Green products are recyclable, reusable and biodegradable with natural 

ingredients 

 Products containing recycled content, non-toxic chemicals 

 Products contents under approved chemical 

 Products that do not harm or pollute the environment 

 Products that will not be tested on animals 

 Products that are eco-friendly, packaging reusable, refillable container 

RESEARCH OBJECTIVES 

The main objective of this research paper is to explore how green branding as a brand 

positioning strategy has created value proposition. 

 

LITERATURE REVIEW 

  

 Aaker and Joachimsthaler (2000) define that    brand positioning is the part of 

the brand identity andvalue proposition which should be actively communicated to the 

target audience. Coddington (1993) and Meffert and Kirchgeorg (1993) suggest that 

green brand Positioning is essential factor in the success of green branding strategies. 

According to (Buttle, 2009) a value proposition is an distinct promise made by a 
company to its customers that it will deliver a particular bundle of value creating benefits. 

According to Anderson, Narus and Fossum (2006) there are three kinds of value 

proposition involving all benefits favorable points of difference and resonating focus. 

All benefits are a complete list of positive features that a supplier believes its 

offerings might deliver to end customers as a result of good knowledge about the 

Customers and the competitors.  
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Lanning (1998) defines the value proposition an entire set of experiences, including 

value for money that an organization brings to customers. 

Patrick Hartmanm,Vanessa Apoalaza Ibanez and F.Javier Forcad Sainz in their 

research paper tested the attitudinal effects of green brand positioning and find 

positive influence of green brand positioning on brand attitude and finds that distinct 

functional and emotional dimension of green brand positioning with the interaction of 

both dimensions are responsible for formation  brand attitude of customer.  

 

METHODOLOGY    

Qualitative research method is used, secondary sources of data is used which 

have been acknowledged. The research approach which is followed for this study is 

of deductive in nature, descriptive and explanatory kind of design is used in finding 
the objectives of research paper which is based on the literature provided in this paper. 

 

EVOLUTION OF THE GREEN BRANDING 

The green branding has evolved as a result of concern of    green marketing 

which evolved   over a period of a time; the evolution of green marketing has three 

phases. First phase was termed as ecological green marketing, and during this period 

all marketing activities were concerned to help environment problem and provides 

remedies for environmental problems. 

Second phase was environmental green marketing and focus shifted on clean 

technology that involved designing of innovative new products which take care of 

pollution and waste issues. Third phase was sustainable green marketing; it came into 

prominence in the late 1990’s and early 2000. In addition to this marketers explore 

opportunity to share of heart and mind of the prospect and started branding itself as 

green brand which they find that it will help in differentiate itself from its 

competitors. 

Like marketing mix the objective of green branding is in the form of 4S - 

1. Satisfaction of the customer needs 

2. Safety of the products and production for consumers, workers, society and the 

environment 

3. Social acceptability of the product, its production and other activities of the company 

4. Sustainability of the product, their production and other activities of the company 
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GREEN-BRANDING AS A MARKETING TOOL (A CONCEPTUAL 

FRAMEWORK)  

Sandeep Tiwari, Durgeshmani Tripathi, U. Shrivastava in their paper presented that 

marketing mix of green marketing has 4p’s in an innovative manner- 

Product- 

The ecological objective in planning products is to reduce resource consumption and 

pollution and to increase conservation of scare resources (Kellerman, 1978). 

Price- 

Price is a critical and important factor of green marketing mix. Most consumers will 

only be prepared to pay additional value if there is a perception of extra product 

value. This value may improve performance function, design, visual appeal or taste. 

Green Marketing should take all these facts into consideration while charging a 

premium price. 

Promotion- 

There are three types of green advertising campaign that address a relationship 

between a product of service and the biophysical environment- 

-Campaign that promote a green lifestyle by highlighting a product or service 

-Campaign that promote a corporate image of environment responsibility 

Place- 

The choice where and when to make a product available will have significant impact 

on the customer. When looking through the literature, there are several suggested 

reasons for firms increased use of Green Marketing. Five possible reasons are as 

follows: 

 Organizations perceive environmental marketing to be an opportunity that can 

be used to achieve its objectives. 

 Organizations believe they have moral obligations to be more socially 

responsible obligations to be more socially responsible government bodies are 

forcing firms become more responsible. 

 Competitors environmental activities pressure firms to change their 

environmental marketing activities 

 Cost factors associated with waste disposal, or reduction in material usage 

forces firms to modify their behavior. 
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 As resources are limited and human wants are unlimited, it is important for the 

marketers to utilize the resources efficiently without waste as well as to 

achieve the organizations objectives. So green marketing is inevitable. 

Social Responsibilities 

Many firms are beginning to realize that they are members of wider community and 

therefore must behave in an environmentally responsible fashion. This translates into 

firms that believe they must achieve environment objectives as well as profit related 

objectives. 

 

Firms adopting Green branding 

 The consumer electronics sector provides room for green marketing to attract 

new customer. One such example is HP’s promise to cut its global energy 

used by 20 percent  

 The Hewlett-Packard Company announced plans to deliver energy-efficient 

products and services and institute energy-efficient operating practices in its 

facilities worldwide. 

 New Delhi, capital of India, was being polluted at a very fast pace until 

Supreme Court of India forced a change to alternative fuels. In 2002 a 

directive was issued to completely adopt CNG in all public transport system 

to curb pollution. 

 McDonalds changed its plastic packaging with waxed paper owing to 

increasing consumer’s concerned about plastics and their ill effects. Coca-

Cola, Tata group of companies, HLL, Colgate Palmolive, Jindal Vijaynagar 

Steel, Essar Power and Gujarat Flourochemicals Ltd. Etc. have invested large 

sums of money in various recycling activities, as well as having modified their 

packaging to minimize its environment impact. 

 Wal Mart unveiled its first recyclable cloth shopping bag. 

 British Petroleum displays gas station with its sunflower motif and boasts of 

putting money into solar power. 

 International business machine corporation (IBM) has revealed a portfolio of 

green retail, stores, technologies and services to help retailers improve energy 

efficiency in their IT operations. 
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 Indian Tobacco Company (ITC) has introduced environmental friendly papers 

and boards, which are free of elemental chlorine. Toyota is trying to push 

gas/electric hybrid technology into much of its product line. 

 

FINDINGS AND ANALYSIS 

Findings after critical analysis of the data suggests that the  purpose of green 

branding is to move from myopic and hyperopic in mass market .companies try to 

combine functional and emotional attitude of customer in delivering green brand 

benefits .green branding strategy helps in opening new business opportunity 

.companies enable themselves out of it in brand positioning and at the same practicing 

business ethics so over all perform in value proposition for prospects. 

CONCLUSION 

Through studies I concluded that Green branding is a phenomenal which has 

developed in modern market. This is also developed as branding of the products. Now 

the consumers as well as marketers are socially responsible for their activity. 

Consumers are looking for something which is safe to their health point of view and 

are able to satisfy the needs and wants and at the same time it should one to be not 

detrimental to the society. For the marketers Green branding trend is competitive 

advantage for them including social responsibility. So, it is justifiable for the 

marketers to take this time as a right time to select green branding. 

 

LIMITATIONS AND FUTURE RESEARCH 

Correct and clear path is followed for the end results but during analysis of the 

data some limitation are obvious. This research is based on the secondary sources of 

data whose reliability and validity may be questionable .however conclusion at the 

end provided me satisfactory result which I was seeking to get. 

Future research is recommended as very little research has been conducted 

particularly on this topic.   Primary sources of data can be used which could provide 

more reliable results. 
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