
EDUZONE: International Peer Reviewed/Refereed Multidisciplinary Journal (EIPRMJ), ISSN: 2319-5045 

Volume 7, Issue 1, July-December, 2018, Impact Factor: 5.147 Available online at: www.eduzonejournal.com 

83 
 

Green Strategy: Exploring the Intersection of 

Marketing and Sustainability in the 21st Century 
 

Bharati Rathore 
 

Rajasthan University 

 

 

ABSTRACT 

 

This paper aims to thoroughly explore the burgeoning realm of Green Strategy, a concept that integrates 

marketing and sustainability in response to the evolving dynamics of the 21st-century business environment. The 

discourse begins with an exploration of sustainable marketing, tracing its evolution and current status. This sets 

the stage for a deep dive into the emergence of Green Strategy, covering its adoption across various sectors, and 

the influence of socio-economic and technological factors on its rise. The focus then shifts to understanding the 

symbiotic intersection of marketing and sustainability, illustrated through contemporary case studies, examining 

both the benefits and challenges of implementing a green strategy. The paper also highlights the instrumental 

role that Green Strategy plays in shaping a company's brand image, improving its profitability and 

competitiveness, and resonating with current consumer preferences towards sustainability. To aid 

implementation, the paper proposes a novel green marketing framework designed for the unique demands of the 

21st-century business landscape. The paper concludes with reflections on Green Strategy's potential role in 

molding future business scenarios, advocating its crucial relevance for organizations pursuing success and 

sustainability in the 21st century. 
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INTRODUCTION 

 

A. Brief Background on Sustainability and Marketing 

Over the past few decades, our global society has experienced a significant shift towards sustainability, triggered by 

growing ecological threats such as climate change, pollution, and resource depletion. Sustainability is an encompassing 

concept that integrates economic development, social equity, and environmental protection—three pillars also known 

as the triple bottom line. It promotes long-term well-being for humans and the environment in which businesses operate 

[1,2]. 

 

On the other hand, marketing, which traditionally has been primarily focused on customer satisfaction and business 

profitability, is evolving to include a more holistic view of the business environment. It contributes to how products are 

developed, promoted, and distributed, shaping consumption patterns and consumer behavior. Sustainable or green 

marketing, a merger of these two key concepts, involves selling products or services by highlighting their 

environmental and social benefits, stepping beyond just meeting consumers' immediate needs and wants [3]. 

 

B. Importance of Green Strategy for Businesses in the 21st Century 

In the 21st century, consumers, governments, and investors are increasingly aware of the impacts businesses have on 

the environment and society. This awareness has encouraged businesses of all sizes to integrate sustainability into their 

value propositions to meet expectations and maintain a competitive edge. This integration is what we now termed as 

the 'Green Strategy.' 

 

The green strategy not only helps businesses to conform to regulatory pressures and reduce their ecological footprint 

but also provides numerous marketplace advantages [4]. These advantages include fostering customer loyalty, 

attracting socially conscious investors, and improving the company's reputation. Today, it is evident that businesses 

adopting a green strategy are more resilient, innovative, future-oriented, and often more profitable than those that do 

not [5] . 

 

C. Overview of Content and Purpose of the Paper 

This paper aims to delve deep into the concept of Green Strategy, examining the synergistic and interstitial space 

between marketing and sustainability. It focuses on how businesses can curate and implement effective green strategies, 

make sustainability an integral part of their marketing efforts, and gain competitive advantages while also making a 

positive impact on society and the environment. 
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The paper will unfold in several sections. Following this introduction is a comprehensive literature review, outlining 

theoretical frameworks around green strategies and the convergence of marketing and sustainability. Followed by that, 

the paper will discuss the business case for a green strategy, exploring empirical evidence from businesses worldwide 

that have successfully implemented these strategies and reaped economic, social, and environmental dividends. 

 

Subsequently, the paper will present a guideline for implementing a green strategy, involving discussion around various 

tactics, methods, and contemporary trend-setting initiatives. Following this, several challenges associated with green 

marketing will be addressed, backed by proposed solutions and remedial actions. 

 

The paper will conclude with implications for future research and final thoughts on how green strategy could shape the 

future of businesses. The paper aspires to shed new light on green strategies and inspire businesses to adopt 

sustainability in their marketing agendas. 

 

Understanding Sustainable Marketing 

A. Definition and Explanation of Sustainable Marketing 

Sustainable marketing is a holistic and integrated approach that builds on traditional marketing concepts while also 

incorporating the need for more environmentally and socially responsible actions. It is essentially a way of marketing 

that is sensitive to the long-term implications of its activities on the economy, environment, and society  [6]. 

 

Sustainable marketing differs from mainstream marketing in that it not only focuses on satisfying customers' needs and 

bringing returns to the company but also takes the community and future generations into account. Its primary 

objective is to reconcile the company's commercial needs with the often disparate needs of the environment and the 

society in which they operate. This means selling and promoting products and services that are not only useful and 

appealing to the consumers but that are also developed and produced in socially responsible ways[7-9]. 

 

In other words, sustainable marketing is about finding a balance between corporate profit, customer satisfaction, and 

environmental responsibility. It looks beyond immediate business needs and short-term gains, and prioritizes long-term 

sustainability. 

 

B. Examination of the Key Elements/Components of Sustainable Marketing 

There are several critical elements embedded within Sustainable Marketing: 

 

1. Consumer Needs: Sustainable marketing starts by identifying the sustainable needs of consumers - not just 

their immediate needs for a product or service, but their deeper social and environmental needs too. 

2. Sustainable Products and Services: This involves the development of products and services that not only meet 

consumers' needs but do so in a way that is sustainable. This encompasses sourcing of sustainable raw 

materials, utilising energy efficient production processes, and creating minimal waste [10]. 

3. Sustainable Pricing: Sustainable marketing also encompasses ethical and fair pricing strategies. It considers 

the true cost of production, accounting for the social and environmental impacts in the pricing structure [11]. 

4. Distribution: It focuses on delivering products and services through channels in an environmentally efficient 

way—emphasis on local sourcing and reducing carbon footprint in the transport and delivery process. 

5. Sustainable Promotions: This refers to promoting products or services in a way that educates consumers about 

the sustainability credentials of the products [12]. 

 

C. Current Status and Evolution of Sustainable Marketing 

The evolution of sustainable marketing is the story of a progressive shift from a transaction-centric approach to a 

relation-centric and subsequently to a sustainability-centric approach. 

 

In its nascent stage, marketers played the role of effective communicators, primarily promoting products without 

considering long-term societal and environmental impacts. The focus was merely on transactional selling with little 

emphasis on customer relationship. Over time, a relation-centric marketing approach took over, where emphasis was 

placed on building customer relationships, yet still ignoring the substantial environmental and societal implications of 

marketing activities [13]. 

 

Fast forward to the 21st century, sustainable marketing emerged as a response to the environmental crisis and 

worsening social inequality. Guided by the ideal of sustainable development, the field of marketing moved from the 

dichotomy of commercial profits versus environmental/social concern to a more integrative approach—achieving 

commercial success through creating environmental and social value [14,15]. 

 

Currently, sustainable marketing has moved from being a sideline venture or a niche to being an integral part of 

strategic practices in many forward-thinking companies. Globally recognized brands like Patagonia, Unilever, and 
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IKEA have implemented sustainable marketing as core to their business policies and culture. They integrate 

sustainability in everything they do—product design, supply chain practices, community relationship, and 

communication strategies—winning consumer trust and loyalty and adding significant value to their overall brand [16]. 

In essence, sustainable marketing today is not an option but a necessity. In the face of the global sustainability crisis, 

businesses are now required to rethink and remodel their marketing strategies that heed sustainable growth and 

encourage sustainable consumption, while not negating their commercial success [17] . 

 

The Emergence of Green Strategy 

The concept of a green strategy, also known as a sustainability strategy, has taken root in numerous industries across 

the globe. It is an integral approach that businesses adopt to embrace environmentally friendly practices while also 

ensuring their long-term economic stability and growth[18]. 

 

A. Exploration of What Green Strategy Entails 

Green strategy is a comprehensive plan of action developed by an organization to enhance its environmental 

performance. It often goes beyond regulatory compliance and strives towards a more proactive stance in managing 

environmental impacts, underpinned by the principles of reducing, reusing, and recycling [19]. Businesses can 

implement this strategy by incorporating sustainable energy sources, minimizing waste output, developing eco-friendly 

products, improving operational efficiency, and educating and engaging employees to support these initiatives [20]. 

 

B. Discussion on the Rise and Adoption of Green Strategy in Different Business Sectors 

Over the past few decades, there has been a growing global consciousness about the environmental crisis. This 

awareness has pressured various business sectors to reconsider their ecological footprints and to embrace a green 

strategy. 

 

For instance, the energy sector has seen a significant shift from fossil fuels to renewable energy sources like wind, 

solar, and hydropower. Similarly, the manufacturing sector has moved from traditional manufacturing methods towards 

lean manufacturing, thereby reducing water and energy consumption, and waste production. 

 

The transportation sector has seen a rise in the use of electric vehicles and hybrid technology, significantly reducing its 

carbon emissions. On the other hand, in the service sector, green building designs and resource-efficient operation 

practices have become common [21-14]. 

 

C. Influence of Political, Economic, Social, and Technological (PEST) Factors on the Growth of Green Strategy 

Political Factors: Government policies, regulations, and incentives have a substantial effect on the adoption of green 

strategies. Regulations that penalize polluting practices and incentives that reward sustainable operations can stimulate 

businesses to integrate green strategies into their models. 

 

Economic Factors: Consumers are becoming more willing to pay a premium for eco-friendly products and services. As 

a result, companies embracing a green strategy see economic potential in developing and promoting such offerings. 

 

Social Factors: Increased awareness of global environmental challenges among the general public has led to demands 

for more responsible business practices, driving companies to adopt green strategies to meet these expectations and 

improve their public image. 

 

Technological Factors: Technological advancements have made it possible for organizations to implement green 

strategies more easily. Innovations like renewable energy technologies, green IT systems, waste management 

technologies, and cleaner production techniques have made environmental sustainability both practical and cost-

effective for businesses. 

 

In summary, Green strategy has emerged from being a fringe concern to a central business consideration, driven by 

PEST factors. Businesses that effectively implement green strategies now stand to gain not just an environmentally 

responsible image but, increasingly, a competitive edge as well [25-27]. 

 

Intersection of Marketing and Sustainability 

In the 21st century, the concepts of marketing and sustainability have become intertwined, resulting in a compelling 

blend of methodologies that aim to increase business viability while also protecting the environment. 

 

A. Insight into How Marketing and Sustainability Intersect 

The convergence of marketing and sustainability takes place through the realm of green marketing, which refers to the 

process of selling products or services based on their environmental benefits. Companies are increasingly realizing that 
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sustainability can be a significant selling point, offering a competitive advantage in a market increasingly populated by 

environmentally conscious consumers [28]. 

 

In addition, companies are employing storytelling methodologies in marketing to communicate their sustainability 

efforts. The narratives enable brands to connect with consumers on an emotional level, inspiring trust and brand loyalty. 

Transparency about supply chains, manufacturing processes, and commitment to environmental improvement 

initiatives all play crucial roles in shaping these stories [29]. 

 

B. Real-World Case Studies Illustrating the Integration Impact 

1. Patagonia: Patagonia has always marketed its commitment to sustainability, which is apparent in their 

mission statement: "We’re in business to save our home planet". Much of their marketing emphasizes their 

eco-friendly supply chain, fair-trade certified practices, and the recycled materials used in their products. 

 

2. Tesla Inc.: Tesla's entire marketing strategy is based on the promise of sustainable transportation. The 

company's mission to "accelerate the advent of sustainable transport" acts as a powerful marketing message 

and has helped them to build a robust brand synonymous with electric vehicles [30]. 

 

C. Detailed Examination of the Benefits and Challenges of Implementing Green Strategy 

Benefits: 

1. Competitive Advantage: Businesses that incorporate green strategies often distinguish themselves from 

competitors, appealing to a growing base of environmentally conscious consumers. 

2. Risk Management: By adopting sustainable practices, companies can minimize long-term risks associated 

with fluctuating resource prices, environmental regulations, and potential reputational damage. 

3. Long-term Profitability: Green strategies can enhance efficiency and reduce waste, contributing to cost 

savings in the long-term [31]. 

 

Challenges: 

1. Immediate Cost: Implementing a green strategy can be costly in the short-term. For instance, switching to 

renewable energy sources or investing in eco-friendly technology requires significant capital investment. 

2. Complex Implementation: Transitioning to sustainable practices often involves redesigning operational 

processes, retraining staff, and managing potential resistance to change within the organization. 

3. Greenwashing: Companies have to be careful not to overstate their environmental commitments in their 

marketing, as misrepresenting can lead to accusations of greenwashing, damaging their reputation [32-34]. 

 

Hence, marketing and sustainability, albeit challenging, have become two sides of the same business coin in the 

contemporary world. The effective implementation of green strategies often delivers both economic and environmental 

dividends, despite the initial costs and complexity. 

 

Role and Impact of Green Strategy in modern businesses 

 

A. Illustration of How Green Strategy Directly Impacts a Company’s Brand Image 

Implementing a green strategy fundamentally alters a company's brand image and significantly impacts its market 

positioning. In today's world, a company that purports to be environmentally conscious is not just seen as a leader but 

often also as a better choice by the consumers. Reputation is an invaluable asset, and businesses that engage in green 

strategies have documented a more positive public image. 

 

Green strategy comprises the company’s adoption of sustainable practices that minimize harm to the environment, such 

as using renewable energy, reducing carbon emissions, and promoting circular economies. These environmental efforts 

matter because consumers are increasingly aware of climate change issues and social obligations. A survey found that 

66% of global consumers would pay more for sustainable goods, a number that rises to 73% among millennials. 

Adopting green strategies is considered a strong commitment to corporate social responsibility, painting the company in 

a favourable light and enhancing corporate image [35]. 

 

Moreover, adopting green strategies results in increased brand loyalty. A Capgemini Research Institute study showed 

that sustainability leaders improved their brand value by 25%, highlighting that people tend to be loyal to firms that 

clearly demonstrate a commitment to environmental conservation. People are eager to buy from and engage with 

companies whose values align with their own. Hence, establishing oneself as a 'green' company significantly enhances 

brand image and customer allegiance [36,37]. 
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B. Assessment of the Contribution of Green Strategies to Profitability and Competitiveness 

By implementing environmental and sustainability strategies, companies can gain a competitive edge while also 

improving their profitability. Green strategies often result in operational efficiency. By replacing outdated and 

inefficient systems with eco-friendly alternatives, businesses can significantly reduce their operational costs. For 

instance, energy-saving initiatives, such as smart lighting systems and solar power installations, can dramatically cut 

electricity costs [38]. 

 

A study by the Carbon Disclosure Project demonstrated that companies with more robust carbon-reduction goals had 

greater ROI than those without. Furthermore, sustainable business practices contribute to risk management by 

mitigating potential economic hazards linked with regulatory sanctions and consumer backlash arising from non-

compliance with environmental standards. 

 

Evidence also suggests that there is a positive impact on profitability. A report by the Business and Sustainable 

Development Commission reported that sustainable business models could open up $12 trillion in new market value 

worldwide and create up to 380 million new jobs by 2030 [39]. 

 

C. Presentation of Data Showing the Changes in Consumer Behavior and Their Preferences for Sustainable 

Products/Services 

Consumer preferences have noticeably changed over the years, with an increasingly poignant incline towards 

sustainable products and services. According to a 2017 survey conducted by IBM and the National Retail Federation in 

the USA, nearly 70% of consumers surveyed indicated that the importance of sustainability had increased for them 

over the past five years. This manifested across different sectors, from food to automotive and clothing. 

 

Concerning purchasing decisions, it was found in the same survey that the majority (77%) of sustainably-minded 

shoppers researched the environmental impacts of products before purchasing. Furthermore, 68% of those surveyed 

were willing to pay a premium for products that use sustainable materials. 

 

This shift in consumer behavior is not limited to the U.S. or Western countries. A Nielsen global online study found 

consumers in Asia-Pacific, Latin America, and Middle East/Africa were more willing to pay more for products and 

services provided by companies committed to positive social and environmental impact [40]. 

 

In conclusion, the green strategy is pivotal for modern businesses. It enhances brand image, adds to profitability, and 

complies with the changing preferences of the consumers. Companies that ignore this shift risk not only falling behind 

in the market competition but also the devaluation of their brand in the eyes of progressively environmentally 

conscious consumers [41]. 

 

Green Marketing Framework for 21st-century businesses 

 

A. Proposal for an Effective Green Marketing Framework in the 21st Century 

An effective green marketing framework aims to leverage environmentally friendly practices to drive business results. 

The framework encompasses four key elements: market research, product development, communication, and 

continuous evaluation. 

 

1. Market Research: The initial facet is conducting comprehensive research to understand consumer attitudes, 

behaviours, and expectations towards green products and services. Businesses need to identify the 

demographic most concerned with sustainability to tailor further steps in the framework. 

2. Product Development: Next comes the development or modification of products or services based on the 

findings from market research. This stage involves creating environmentally friendly alternatives that offer 

comparable performance, costs, and benefits to conventional alternatives. Key factors could include energy 

efficiency, minimal packaging, recyclability, use of non-toxic materials, and sustainable sourcing. 

3. Communication: Having environmentally responsible products is ineffective if customers are unaware of 

their benefits. Hence, the strategic communication of your green initiatives is critical. Accurate and transparent 

information should be disseminated through various channels to reach the target audience. "Greenwashing" or 

overhyping green credentials that are not present can lead to customer distrust and potential legal issues. 

4. Continuous Evaluation: Finally, regularly assess the performance and reception of green strategies. This is 

done by monitoring variables such as sales figures, customer satisfaction, retention rates, or media sentiment 

over a set timeframe [42]. 

 

B. Description of Ways to Measure the Effectiveness of the Green Marketing Framework 

Measuring the effectiveness of a green marketing framework necessitates a combination of quantitative and qualitative 

metrics. 



EDUZONE: International Peer Reviewed/Refereed Multidisciplinary Journal (EIPRMJ), ISSN: 2319-5045 

Volume 7, Issue 1, July-December, 2018, Impact Factor: 5.147 Available online at: www.eduzonejournal.com 

88 
 

1. Sales: Consider sales volumes of green products compared to non-green counterparts or compare sales before 

and after the implementation of green strategies. 

2. Market Share: Assess changes in market share and observe insight into any shifts that occurred post-

implementation of green products. 

3. Customer Surveys: Surveys can provide invaluable information about consumer perception and preferences 

regarding your green initiatives. 

4. Social Media and Online Mentions: Digital channels can deliver valuable insight into customer attitudes 

towards your green initiatives. 

5. Sustainability Reporting: This includes monitoring internal factors like energy consumption, waste 

generation, emissions level, among others, to evaluate the internal effectiveness of the green strategy [43]. 

 

C. Suggestions for Integrating this Framework into a Company's Overall Strategy 

To successfully integrate the green marketing framework into a company's overall strategy, the following points should 

be considered: 

 

1. Leadership and Involvement: Integration starts from the top. Leadership should promote the importance of 

sustainability within the organization, exhibiting commitment and setting green goals. 

2. Employee Training: Employees need to have a thorough understanding of why the company is adopting 

sustainable practices and how they play a part in achieving these goals. 

3. Stakeholder Engagement: Engage and communicate with stakeholders about the company's green initiatives. 

This encompasses investors, customers, employees, and the broader community. 

4. Align with the Company’s Objective: The green marketing strategy needs to be coherent with the overall 

company's objectives—not seen as a separate entity but as an integral part of the business fabric. 

5. Make Sustainability Part of the Business Model: For companies to enjoy long-term benefits, it's essential to 

transition from standalone sustainability projects to making it an essential element of each department and 

every decision-making meeting. 

6. Periodic Review: Lastly, review and revise the approach periodically. Green marketing is a journey, not a 

destination [44]. 

 

In essence, integrating environmental sustainability into core business operations – via a green marketing framework – 

is a strategic necessity. It's an ongoing process requiring continuous commitment, creativity, and courage to undertake 

the required changes. 

 

CONCLUSION 

 

A. In revisiting the key points of our discussion, it is evident that integrating green strategy into business operations 

isn't merely a trend. Rather, it's a pertinent choice that aligns business objectives with environmental sustainability. 

Early in this discussion, we looked into the various exhibitions of green strategy, ranging from waste management, 

renewable energy adoption, sustainable procurement, to resource conservation. We also touched on the benefits related 

to green strategy including cost savings, increased brand reputation, consumer loyalty, and regulatory compliance. 

We further delved into the real-world applications of green strategy in diverse business models and industries. This 

illustrated how firms from distinct sectors, such as the technology industry and consumer goods sector, have employed 

green strategies to yield substantial economic, social, and environmental impacts. 

 

B. Looking ahead, green strategy's influence on shaping future business scenarios is likely to be profound. Climate 

change and environmental consciousness are no longer auxiliary themes in the global business arena, but core drivers 

of strategic planning and operational design. As businesses strive to strike a balance between profitability and 

sustainability, green strategy will guide the way by inspiring innovation, fostering sustainable growth, and creating 

value for all stakeholders. Various sustainability trends, such as green supply chain management, circular economy, and 

ESG investing stand as testament to this shift. 

 

Corporate transparency and the increasing demand for businesses to disclose environmental impact will also push green 

strategy to the forefront of business operations. Besides, with emerging technological developments like AI, IoT, and 

blockchain, companies will be better equipped to monitor and minimize their environmental footprint, hence 

optimizing their green strategies. 

 

C. In closing, adopting a green strategy in the twenty-first century is not just about surviving amidst increasing climate 

risks, but also about thriving in a green economy. Businesses that fail to adopt green strategies will potentially face 

regulatory penalties, reputational damage, and could be left behind in an increasingly environmentally-conscious 

marketplace. 
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By integrating environmental considerations into strategic business decisions, not only do businesses contribute to 

mitigating climate change, but they also unlock new opportunities for growth, innovation, and competitive advantage. 

Above all, embarking on a green strategy signifies a company's commitment to a sustainable future, which is a key 

differentiator in today's conscious consumerism. 

 

Therefore, it is essential for every progressive organization to prioritize, strategize, implement, and sustain green 

initiatives as an integral part of their business model, in pursuit of a more sustainable, environmentally friendly, and 

responsible future. 
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