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Results
Based on the above given analysis in Table-1, we accepted the Null Hypothesis (H0); which
indicates that there is no significant difference between the opinion of three groups of com-
panies (durable, non-durable and services). They all showed high degree of agreement for
the proposition that “in future more and more consumers will prefer green products”.
Analysis given in Table-2 above rejected the Null Hypothesis (H0); which reflects that

there is a significant difference between the perceptions of three groups of companies. The
maximum variance of 0.67 is observed in service sector; whereas in non-durable and durable
groups of companies it shows the variance of 0.43 and 0.37 respectively. The mean score
for H2 proposition on a scale of 5 is found as 3.67 (service sector), 4.25 (durable goods
manufacturing companies) and 4.15 (non-durable manufacturing companies). But in spite
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of this variation, the overall perception of all the companies taken together is quite positive
(4.06 on a scale of 5) for the proposition that “Companies, which can establish themselves
with a green image, will have distinctive advantages in the marketplace”.
Based on the findings and analysis shown in Table-3, we accepted the Null Hypothesis

(H0); which ascertains that there is no significant difference between the mean ratings of
three groups of companies. They all think in the similar manner for the proposition H3 and
agree to that “Companies, which sell green products, will be able to sustain for a longer
period of time in the market in comparison to non-green products sellers”.
Data analyzed above in Table-4 rejected the Null Hypothesis (H0); which shows that there

is a significant difference between the three groups of companies. The maximum variance
of 0.39 is observed in service sector and least variance of 0.16 is found in durable goods
manufacturing companies; whereas in non-durable group it shows the variance of 0.31. But
when we look at the overall mean score of all the companies for the proposition H4 (4.39
on a scale of 5), it clearly demonstrates that all the companies think quite positively for the
proposition that “Sustainable Development will be feasible if all the companies start making
green products”.
The Table-5 above shows a positive attitude of all the companies in India (an emerging

economy) towards greenmarketing philosophy. Overall mean score of all the four hypotheses
is 4.11 on a scale of 5; which supports the view that companies in India are having a positive
attitude for green marketing and feel that through this philosophy they can attain sustainable
development.

Conclusions and Managerial Implications
It is quite evident from the above findings and discussions that industries in India are quite
positive in practicing green marketing philosophies for sustainable development. All the
three types of companies i.e. Durable, Non- durable and Services have positive attitude for
green philosophy and green practices and of the opinion that sustainable development through
green marketing is the new mantra of success and growth. Findings of another study per-
formed by authors on consumers in India state that “People in developing countries like India
too have high concern for greener environment and have an overall positive attitude towards
green marketing”. “Their preferences are shifting from grey products to green products and
their awareness for environmental concern is high”. “In future more and more consumers
will prefer green products and they also feel that in future, the companies having green image
will be preferred over the others” (Saxena, R. and Khandelwal, P 2009). Similarly, the results
of this study performed on Indian industries reflect a very positive attitude towards green
marketing for sustainable development. All the types of industries (durable, non-durable and
services) in India feel that “in future more and more consumers will prefer green products
(H1)”. They believe that the “companies which can establish themselves with green image
will have distinctive advantage in the market place (H2)”. Also companies in India feel that
those “companies, which sell green products, will be able to sustain for a longer period of
time in the market in comparison to non-green products sellers (H3)” i.e. in future greener
companies will be more successful. These companies of all the three different sectors strongly
believe that “sustainable development will be feasible if all the companies start making green
products (H4)”. By practicing the Philosophy of Green Marketing, Industries can contribute
to economic growth, social prosperity and environment protection. Through green marketing
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they will support in resolving the conflict between the various competing goals, and the
simultaneous pursuit of economic prosperity, environmental quality and social equity, the
three dimensions of Sustainability.
The present research is based on the data collected through a field survey of Indian industry

(broadly segregated into durable, non–durable and services) to assess their attitudes towards
green marketing and findings of above studies suggest that in developing countries like India
people are quite aware of the challenges of global warming and have high concern for their
ownwelfare and environmental protection. They both (consumers and industry) have positive
attitude towards green marketing. By practicing green philosophy companies can gain a
competitive advantage. Their green products will be preferred by the consumers over the
non-green and with green image they can establish the sustainable distinctive advantage.
Also to compete in Internationalmarket, Indian companies need tomanufacture environmental
friendly products (Green Products) in order to compete and increase their market share in
global markets. There should be long term vision for the company to survive in future. Its
vision should be green inward and outward. It has to be integral part of the strategic context
of business for attaining sustainable growth and development.

Direction for Future Research
There lies immense scope of further research on green marketing in emerging economies
like India, as people in these nations are highly aware of green and have positive attitude to
go for green. There is not much research done on green philosophy in developing nations
like India and many types of researches can be performed in the context of green; such as:

1. An in-depth study on rural Indian Consumers can be performed to know their awareness,
concern and attitude towards green marketing.

2. Intensive research can be done on Indian Automobile Industry with respect to green
marketing issues.

3. Research can be done on Indian Power Sector with respect to GREEN POWER.
4. Research can be done on Indian Housing Sector with reference to GREEN HOUSES

or GREEN BUILDINGS.
5. Research should be done on Indian Tourism Industry with respect to GREEN

TOURISIM.
6. Research can be undertaken in financial sector with GREEN INVESTMENT versus

Non Green.
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