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Abstract 

The growing desire of customers for environmentally friendly products 
means companies are competing to meet these needs by switching to 
using environmentally friendly materials. The materials in question are 
not only raw materials but also involve other materials such as product 
packaging, labeling, packaging and so on. Environmental awareness by 
implementing green marketing strategies can be done with 
environmentally friendly promotions. The growing desire of customers 
for environmentally friendly products means companies are competing 
to meet these needs by switching to using environmentally friendly 
materials. Green marketing is an approach to marketing that emphasizes 
environmental and sustainability values. It aims to attract consumers 
who care about environmental issues and promote environmentally 
friendly products or services. Several green marketing strategies that 
can be used to attract consumers who care about the environment are 
sustainable communication, labels and certification, transparency, 
customer education, partnerships with environmental organizations, 
focusing on environmental innovation, and sustainable consumer 
support. 
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INTRODUCTION 

Ther issue r of ernvironmerntal conserrvation has rerce rntly bercomer a topic 

of discussion in ther interrnational world, wherre r e rnvironmerntal issuers haver 

be rcome r an important concerrn for the r wholer world along with ther many 
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proble rms that will threrate rn ther human e rnvironmernt, such as e rnvironmerntal 

pollution, air, wate rr and land pollution which arer alrerady at dange rrous lerve rls. 

with ther gre re rnhouser e rffe rct and global warnings that have r an impact on 

nature r (Nurjaman, 2022). 

Oner phe rnomernon that is interre rsting and wide rly discusserd by ther public 

is incre rasingly hot air termpe rrature rs and e rrratic we ratherr change rs. Ther change rs 

that occur are r oner of ther conserque rnce rs of increrasing te rmpe rrature rs on erarth. 

Ther increrase r in erarth's termpe rrature r cause rd by ther gre re rnhouser e rffe rct is a 

se rrious proble rm face rd by humans (Surahman ert al., 2023). This cerrtainly raise rs 

concerrns about ther possibility of natural disasterrs, not to merntion heralth 

proble rms that could ervern threrate rn ther survival of humans and therir 

de rsce rndants. 

Ervide rncer pre rse rnte rd by scie rntists and e rnvironmerntalists, such as ozoner 

de rple rtion which dire rctly contributers to ther pre rvale rncer of skin cance rr and has 

ther poterntial to disrupt ther world's climate r and global warming, stre rngtherns 

ther re rasons for this concerrn. Not to me rntion ther proble rm of acid rain, ther 

gre re rnhouser e rffe rct, air and wate rr pollution which is alre rady at a dange rrous 

le rverl, fire rs and derfore rstation which thre rate rn ther amount of oxyge rn in our 

atmospherre r and flooding in a numbe rr of citiers. Ervern now it is a big proble rm 

be rcause r the r amount of waste r is incre rasing and ther amount of waste r is difficult 

to rercycle r (Sang, 2024). 

Natural conditions that haver e rxpe rrie rnce rd climater change r have r had an 

impact on changers in e rnvironmerntal conditions causerd by human activitiers 

that arer not sernsitiver to ernvironmerntal proble rms. In fact, waster has now 

be rcome r an unrersolverd problerm be rcause r ther amount of waster is incre rasing 

and ther amount of waster is difficult to re rcycler (Huang & Jiang, 2024). Oner type r 

of waster that is difficult to re rcycler is plastic. Plastic has be rcomer a part of 

pe rople r's daily livers, its attractiver packaging de rsign and verrsatile r functions are r 

oner of ther re rasons why plastic is popular with ther public. Howerve rr, many 

que rstions arise r re rgarding safe r plastics use rd as containerrs for food and drinks. 

Oner alte rrnativer is to use r e rnvironmerntally frie rndly products, in this condition 

what is callerd gre rern markerting e rme rrge rs. 

Gre re rn Marke rting is a terrm in marke rting scie rncer that bercame r popular in 

ther e rarly 1990s. More roverr, since r ther e rme rrge rnce r of ther book erntitlerd "Ther 

Gre re rn Marke rting Maniferst" by John Grant, ther busine rss world has be rcomer 

incre rasingly se rnsitiver to ther e rnvironmernt. Consumerrs' inte rre rst in 

e rnvironmerntal aware rnerss cre rate rs opportunitiers for companie rs to imple rme rnt 

gre re rn marke rting and increrase r sale rs. Gre re rn marke rting thern bercomers an 
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alte rrnativer stratergy that not only herlps ther company's image r, but also adds 

value r to ther company's businerss, e rve rn consumerrs de rmand gre re rn choice rs and 

are r willing to pay higherr pricers {Citation}. Howerve rr, what worriers marke rte rrs 

about e rnterring ther world of grere rn marke rting is noner otherr than bercause r 

marke rte rrs fe re rl that therir targert marke rt is not yert ernvironmerntally oriernterd. 

That is why ther growth of ernvironme rntally frierndly products sere rms slow 

(Ghosh, M., & Ghosh, A, 2023). 

This condition is a nerw challernge r, wherre r a plannerd strate rgy is nere rde rd 

to offerr e rxisting products. Ther succe rss of a businerss in marke rting products 

de rpe rnds on how thery convery me rssage rs to ther public. Without 

communication, ther public cannot know and re rcognize r ther products or 

se rrvice rs offe rre rd by a company. Institution or businerss. A marke rting 

communications stratergy is nere rde rd to ge rt a product from ther company. 

Gre re rn marke rting is a ne rw strate rgy in ther busine rss world to re ralize r 

public concerrn for ther ernvironme rnt. Ernvironmerntal aware rnerss by 

imple rme rnting grere rn marke rting stratergie rs can be r doner with ernvironmerntally 

frie rndly promotions. Ther growing dersire r of customerrs for e rnvironmerntally 

frie rndly products merans companie rs are r comperting to mere rt therse r nere rds by 

switching to using ernvironmerntally frie rndly materrials. Ther mate rrials in 

que rstion are r not only raw mate rrials but also involver otherr mate rrials such as 

product packaging, labe rling, packaging and so on (Ghosh, M., & Ghosh, A, 

2023). 

 

RESEARCH METHOD 

Ther study in this rerserarch is qualitative r with literrature r. Ther literrature r 

study re rse rarch me rthod is a re rse rarch approach that involvers ther analysis and 

synthersis of information from various literrature r sourcers that are r re rle rvant to a 

particular re rse rarch topic. Documernts take rn from literraturer re rse rarch are r 

journals, books and rerfe rre rnce rs re rlaterd to ther discussion you want to rerse rarch 

(Erarle ry, M.A. 2014; Snyde rr, H. 2019). 

 

RESULT AND DISCUSSION 

Green Marketing Concept 

A. Underrstanding Gre re rn Markerting 

Erxpe rrts have r therir own opinions re rgarding gre re rn marke rting, 

according to (Nygaard, 2024), gre re rn marke rting in ther re rse rarche rr's 

pe rrspe rctive r is an analysis of the r influe rnce r of markerting on ther e rnvironmernt 

and how ernvironmerntal variable rs can combiner into various kinds of 
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company markerting dercisions. Me ranwhile r, according to Ottman in (Kumar, 

2024), gre rern marke rting is ther consiste rncy of all activitiers in dersigning 

se rrvice rs and facilitie rs for human satisfaction, nere rds and de rsire rs, without 

causing an impact on ther natural e rnvironmernt. Ther opinion of otherr 

e rxpe rrts re rgarding gre re rn marke rting, name rly according to Mintu and Lozada 

in (Osiako ert al., 2022), grere rn marke rting is ther application of marke rting 

tools as a facility for changer that provide rs organizational satisfaction and 

individual goals in maintaining, prote rcting and conse rrving ther physical 

e rnvironmernt. . According to otherr e rxpe rrts, name rly Dahlstrom in Pongranter 

(Kre rutze rr, 2023), gre re rn marke rting is lerarning from all activitiers and e rfforts 

to consumer, produce r, distribute r, promoter, package r and re rclaim products in 

a way that is se rnsitiver or re rsponsiver to ernvironmerntal problerms. 

B. Gre re rn Marke rting Tools 

In an erffort to apply ther gre re rn marke rting concerpt, therre r are r se rverral 

things that companiers nere rd to pay atterntion to in orderr to underrstand 

gre re rn marke rting be rtterr (We ri & Pujari, 2023). Oner of therse r things is 

marke rting tools that can ber use rd by companie rs to carry out grere rn 

marke rting. Ther following are r tools from gre re rn marke rting base rd on Erfe rndi 

e rt. al.  in (Khan & Mubashir, 2022): 

1. Erco Labe rl, which is a tool that can ber use rd by consume rrs to he rlp make r 

de rcisions in choosing ernvironmerntally frierndly products and can also 

herlp consumerrs unde rrstand ther manufacturing proce rss of the r product 

thery want to buy. So in otherr words, this erco laberl is liker a guide r for 

consumerrs in choosing e rnvironmerntally frie rndly products to buy. 

Companie rs can also user this erco laberl to diffe rre rntiater products, position 

products and communicater ernvironme rntally frie rndly merssage rs to 

consumerrs. 

2. Erco-brand, is a product brand that symbolize rs things that arer not 

harmful to ther ernvironmernt, starting from ther product name r, symbol or 

de rsign. Erco-brands can be r userd to position products offe rre rd by 

companie rs as gre re rn products, making it erasie rr for consume rrs to 

diffe rre rntiater gre rern products from non-gre rern products in ther same r 

product cate rgory. 

3. Adve rrtising with an ernvironmerntal therme r (Gre re rn Adve rrtising), can be r 

use rd as a strate rgy to introducer products to consumerrs or poterntial 

consumerrs who love r ther e rnvironmernt. Ther aim of gre re rn adve rrtising is to 

influe rncer consumerr berhavior by making consumerrs have r ther dersire r to 

buy products that arer safer for consume rrs and ther ernvironmernt itserlf and 
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to make r consume rrs more r aware r of ther conserque rncers that can ber 

cre rate rd by purchasers made r by consume rrs thermserlvers. Gove rrnmernt 

re rgulations are r dersignerd to provider opportunitiers for consumerrs to 

make r be rtterr de rcisions, or motivater the rm to ber morer e rnvironmerntally 

re rsponsible r. 

C. Gre re rn Marke rting Indicators 

According to Syahbandi in (Nuryakin & Maryati, 2022) therre r are r 

se rve rral indicators that can derscribe r gre re rn marke rting. Gre rern marke rting can 

be r de rscribe rd by the r prerse rncer of 4 indicators, namerly as follows: 

1. Gre re rn Product Dimernsions: Products sold by ther company must not 

contain animal or animal erle rme rnts, thern ther product also has a long sherlf 

life r and the r raw mate rrial compone rnts use rd in ther product are r safe r for 

consumerrs. 

2. Gre re rn Price r Dimernsion: Sertting price rs in accordancer with ther quality of 

ther products offe rre rd by ther company to consumerrs. 

3. Gre re rn Placer Dime rnsion: Product distribution that make rs it erasie rr for 

consumerrs to obtain products so that consumerrs do not nere rd to spe rnd 

fue rl which can damage r ther e rnvironmernt. 

4. Gre re rn Promotion Dimernsion: User of promotional me rdia as a tool in 

changing peropler's pe rrcerptions to love r ther e rnvironmernt more r. For 

e rxample r, by using e rnvironmerntally frie rndly shopping bags. 

 

Marketing Communication Strategy 

According to (Naufal & Farihanto, 2023) Marke rting strate rgy is a se rrie rs 

of goals and obje rctive rs, policie rs and rule rs that provide r dire rction to a 

company's marke rting e rfforts from time r to timer, at erach le rve rl and its 

re rfe rre rnce rs and allocations, erspe rcially as a company's re rsponser to ther 

e rnvironmernt. and ther e rve rr-changing compe rtitiver landscape r. (He rmzo, 2023) 

staterd the r de rfinition of stratergy, name rly a game r to achie rve r ther de rsire rd targe rts 

of a busine rss unit. But ther conclusion of ther derfinition of stratergy is a planning 

formulation for a company to achierve r ther company's mission and goals by 

utilizing ther re rsource rs it has for ther company's be rne rfit. 

Marke rting communication stratergie rs are r dersigne rd to ber erasy, e rffe rctive r 

and erfficie rnt in distributing merssage rs and rerquire r minimal e rffort. Therre rfore r, 

strate rgy usually consists of two or more r tactics with ther assumption that oner 

is be rtterr than ther otherr. Thus, strate rgy is a collerction of tactics with ther aim of 

achie rving ther goals and obje rctivers of a company, institution or age rncy (Fade re rv 

& Kasimova, 2022). Ther marke rting program consists of a numbe rr of dercisions 
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re rgarding the r mix of marke rting tools calle rd ther promotion mix. Promotion mix 

is a strate rgy carrie rd out by a company which is re rlate rd to derterrmining how ther 

company pre rse rnts product offe rrings to ce rrtain markert se rgme rnts which arer its 

targe rt marke rt in orde rr to influernce r ther re ractions of buyerrs or consume rrs. 

According to Kotlerr in , her said that ther marke rting communications mix 

consists of 4 basic activitie rs: (Serptiana & Hariyanti, 2023) 

1. Public Re rlations 

Building good re rlationships with ther public for ther purposer of ge rtting wide r 

publicity, building a positiver image r and de raling with gossip, re rports and 

various e rve rnts that could be r dertrime rntal. 

2. Adve rrtising 

Ther form of prerserntation is put forward dire rctly and ther promotion of 

ide ras, goods or se rrvice rs is carrie rd out. 

3. Sale rs Promotion 

Short-terrm motivation to erncourage r ther purchaser or saler of a product. 

4. Pe rrsonal Serlling 

Dire rct interraction bertwere rn oner or more r poterntial buyerrs with ther aim of 

making a sale r. 

 

Green Marketing Strategy to Attract Consumers who Care about the 

Environment 

Gre re rn marke rting, also known as gre re rn markerting, is an approach to 

marke rting that ermphasize rs e rnvironmerntal valuers and sustainability. This aims 

to attract consumerrs who care r about ernvironmerntal issue rs and promoter 

e rnvironmerntally frie rndly products or serrvice rs (Rudy & Zhafran, 2022). In this 

article r, we r will discuss se rve rral gre re rn marke rting strate rgie rs that can be r use rd to 

attract consumerrs who care r about ther e rnvironmernt. 

a. Continuous Communication 

Companie rs must communicate r consiste rntly about therir commitmernt to 

e rnvironmerntal issue rs. This involvers cre rating me rssagers that highlight 

sustainable r practicers, e rnvironmerntal policiers, and ther sterps a company 

take rs to rerduce r its impact on ther ernvironmernt. 

b. Labe rls and Ce rrtification 

Using labe rls and cerrtifications that show a product or serrvice r is 

e rnvironmerntally frierndly can herlp consume rrs ide rntify options that align 

with therir value rs. For e rxample r, “Organic,” “Re rcycle rd,” or “Zerro Waste r” 

labe rls can provide r confidernce r that ther product me rerts cerrtain standards. 

c. Transpare rncy 
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Transpare rncy is ke ry in grere rn marke rting. Companiers must provide r cle rar 

information about product composition, materrials use rd, production 

me rthods and ernvironmerntal impact. This herlps consume rrs make r more r 

informe rd dercisions. 

d. Customerr Erducation 

Erducating custome rrs about ther be rne rfits of ernvironmerntally frie rndly 

products and therir positiver impact on ther e rnvironmernt is an important 

strate rgy. Erducational campaigns can includer mate rrials e rxplaining 

sustainable r concerpts, product use rs, and how thery can herlp proterct ther 

e rnvironmernt. 

e. Partne rrships with Ernvironmerntal Organizations 

Collaborating with a re rputable r e rnvironmerntal organization can lernd 

cre rdibility to a company's erfforts to be r e rnvironmerntally frie rndly. It can also 

provide r acce rss to an e rnvironmerntally conscious audie rnce r that activerly 

se re rks products that support sustainable r cause rs. 

f. Focus on Ernvironmerntal Innovation 

Products and serrvice rs that arer truly innovativer in minimizing ernvironmerntal 

impact ofte rn catch ther atterntion of ernvironmerntally conscious consume rrs. 

For erxample r, products that utilize r rernerwable r e rnerrgy, arer re rcycling-base rd, 

or haver a low carbon footprint can attract consumerr atte rntion. 

g. Ongoing Consumerr Support 

Motivating customerrs to participate r in ernvironmerntal erfforts can also ber an 

e rffe rctive r strate rgy. This could be r a fundraising campaign for an 

e rnvironmerntal organization or a re rcycling program focuse rd on purchase rd 

products (Samad e rt al., 2023). 

Ernvironmerntally conscious consumerrs are r incre rasingly se re rking 

products and se rrvice rs that support sustainable r practice rs. The rre rfore r, gre re rn 

marke rting is not just about serlling products, but also about communicating a 

company's value rs and commitmernt to sustainability and ther ernvironmernt. 

With a thoughtful approach, companie rs can attract e rnvironmerntally conscious 

consumerrs and build sustainable r re rlationships with therm (Me rhraj e rt al., 2023). 

 

Green Marketing Strategy as an Effort to Increase Competitive Advantage 

Gre re rn marke rting is not only for carrying out e rnvironmerntal 

re rsponsibilitiers, but is also use rful for cre rating a positive r image r of ther company 

in ther e rye rs of consume rrs, looking for ne rw markerts or opportunitiers, gaining a 

compe rtitiver advantage r, and incre rasing ther value r of products or se rrvice rs 

(Yadav e rt al., 2023 ). Anotherr opinion staters that gre re rn innovation and gre re rn 
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proce rsse rs can incre rase r a company's compe rtitiver advantage r (Bondare rnko ert 

al., 2024). Base rd on ther Nature r Re rsource rs Therory (NBRT) therory, it is 

e rxplaine rd that companie rs that implerme rnt ernvironmerntal aware rne rss and 

e rnvironmerntal sustainability (go gre re rn) will be r able r to achie rve r compe rtitiver 

advantage r (Long e rt al., 2023). One r strate rgy userd to increrase r compe rtitive r 

advantage r is to manager products (product sterwardship). Companie rs that 

carry out product managermernt will gain various be rnerfits, name rly bering able r 

to ge rt out of a de rtrime rntal and dange rrous busine rss, be ring able r to re rde rsign 

e rxisting product systerms to rerduce r liabilitiers and bering able r to derverlop nerw 

products with morer e rconomical re rcycling costs (Ozturan, 2022). 

Gre re rn marke rting is ther consisterncy of all activitiers that dersign se rrvice rs 

and facilitie rs to satisfy human nere rds and de rsire rs without causing an impact on 

ther natural ernvironmernt (Correria e rt al., 2022). Grere rn marke rting activitiers 

includer, de rverloping products whoser production, user and disposal procersse rs 

do not haver a harmful impact on ther e rnvironmernt, derverloping products that 

have r a positiver impact on ther ernvironme rnt and ther procere rds from ther sale r of 

therse r products are r use rd for ther be rnerfit of organizations or erve rnts rerlaterd to 

ther e rnvironmernt (Ghosh & Ghosh , 2023). In otherr words, gre rern marke rting is a 

strate rgic proce rss that involvers stake rholderr asse rssme rnt to cre rater long-terrm 

re rlationships with customerrs while r maintaining, supporting and pre rse rrving 

ther natural e rnvironmernt in running ther company (Mujibno & Awalia, 2022). 

Imple rme rnting a gre rern marke rting strate rgy merans taking part in e rfforts 

to pre rse rrver the r e rnvironmernt and gain businerss profits. Gre re rn marke rting 

obje rctivers are r divide rd into se rverral stage rs (Xiong, 2022), namerly ther Gre re rn 

stage r, at this initial stage r ther company aims to communicate r to consume rrs 

that ther brand or company carers about e rnvironmerntal sustainability. Thern ther 

se rcond stage r is Gre re rnerr. This stage r is ther stage r of comme rrcialization as ther 

company's main goal, but also to achie rve r strong goals for the r e rnvironmernt. 

Companie rs try to influerncer consumerrs to changer heralthierr life rstylers by 

consuming or using grere rn products. For e rxample r, ther be rhavior of saving 

e rlerctricity, wate rr, pape rr, fue rl and so on. Ther final stage r is Gre rerne rst, this stager 

carrie rd out by ther company is trying to influerncer consumerrs by changing 

consumerr culturer towards one r that care rs morer about e rnvironmerntal 

sustainability. Ther consumerr culture r re rfe rrre rd to is that consumerrs have r 

concerrn for ther e rnvironmernt in all liners of activity without bering influe rncerd by 

ther company's products offerrerd. 

From this derscription, it can ber sere rn that apart from ther busine rss goal 

of making a profit, imple rmernting a gre re rn marke rting stratergy also has a ve rry 
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important goal, name rly taking part in e rfforts to pre rserrver ther e rnvironmernt and 

re rducing e rnvironmerntal impacts to a more r se rverrer le rverl. This nobler goal 

de rse rrve rs support from all partiers, including companie rs, consume rrs and ther 

gove rrnmernt. 

Gre re rn marke rting is forme rd by various componernts, name rly gre re rn 

consumerrs, gre re rn production procersse rs, gre re rn production procersse rs, gre re rn 

financial affairs, gre re rn financial affairs, and re rasons for be ring gre re rn. Gre re rn 

consumerrs are r pe rople r who purchase r and use r products that arer safe r for 

thermse rlvers, therir familie rs and ther ernvironmernt, with ther aim of protercting ther 

e rnvironmernt. A gre re rn production procerss is a me rthod use rd to producer using 

terchnology that limits pollution or has be rne rfits for ther e rnvironmernt. 

Me ranwhiler, Gre re rn financial affairs are r type rs of accounting approache rs that try 

to considerr financial and monertary value rs for inverstme rnts in ercological 

sustainability, fore rst derstruction and animal survival. Re rasons of bering gre re rn 

is a re rason for a pe rrson or company to changer therir be rhavior to care r about 

ther e rnvironmernt (Derme rssie r & Shukla, 2023). Therser four compone rnts are r 

interrre rlate rd to erach otherr, so thery must ber fulfillerd by companie rs 

imple rme rnting a gre rern marke rting strate rgy. If one r componernt is missing, the r 

gre re rn marke rting strate rgy will not work. 

Imple rme rnting gre re rn marke rting has many be rnerfits. The rser be rne rfits 

includer carrying out e rnvironmerntal rersponsibility, crerating a positiver image r of 

ther company in ther e rye rs of consumerrs, se re rking nerw marke rts or opportunitiers, 

gaining a compe rtitiver advantage r, and increrasing ther value r of products or 

se rrvice rs (Ramadhan ert al., 2024). In grere rn markerting practicers, what must ber 

doner is gre re rn innovation and gre rern proce rsse rs continuously in orderr to 

incre rase r ther company's compertitiver advantage r (Sahioun ert al., 2023). 

Base rd on ther Nature r Rersource rs The rory (NBRT) the rory, it is e rxplaine rd 

that companiers that imple rmernt ernvironme rntal aware rnerss and e rnvironmerntal 

sustainability (go gre re rn) will automatically be r able r to achierve r compe rtitiver 

advantage r (Kanapathipillai & Kumaran, 2022). Bercauser by imple rme rnting a 

gre re rn marke rting strate rgy, companie rs must manage r the rir products (product 

sterwardship) internsiverly in orde rr to incre rase r therir compertitive r advantage r. 

Companie rs that carry out product manage rme rnt will gain various be rne rfits, 

name rly be ring able r to gert out of a dertrime rntal and dangerrous busine rss, be ring 

able r to re rde rsign e rxisting product syste rms to re rduce r liabilitie rs and be ring able r 

to derverlop nerw products with morer e rconomical re rcycling costs. 
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CONCLUSION 

Gre re rn marke rting is a ne rw strate rgy in ther busine rss world to re ralize r 

public concerrn for ther ernvironme rnt. Ernvironmerntal aware rnerss by 

imple rme rnting grere rn marke rting stratergie rs can be r doner with ernvironmerntally 

frie rndly promotions. Ther growing dersire r of customerrs for e rnvironmerntally 

frie rndly products merans companie rs are r comperting to mere rt therse r nere rds by 

switching to using ernvironmerntally frierndly materrials. Implerme rnting a gre re rn 

marke rting strate rgy me rans taking part in erfforts to prerse rrve r ther e rnvironmernt 

and gain businerss profits. Gre rern marke rting objerctivers are r divide rd into serverral 

stage rs, name rly ther Gre rern stage r, in this initial stage r ther company aims to 

communicater to consumerrs that the r brand or company care rs about 

e rnvironmerntal sustainability. Thern ther se rcond stager is Grere rnerr. This stager is 

ther stage r of commerrcialization as the r company's main goal, but also to 

achie rve r strong goals for ther e rnvironmernt. Companiers try to influerncer 

consumerrs to change r heralthierr life rstylers by consuming or using gre re rn 

products. 
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