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ABSTRACT

This chapter reviews the literature on green marketing from the sustainable marketing phase to the latest 
paradigm of green marketing based on the concept of consumer empowerment and customer-initiated 
innovation process. In particular, the authors delve into the evolution of green marketing in order to 
highlight critical contrasts including product-based vs. service-based green marketing approach; top-
down (business-initiated) vs. bottom-up (customer-initiated) green-based innovation; physical vs. online 
distribution of green products/services; positioning and advertising vs. brand co-creation; passive vs. 
active/empowered role of consumers and focus on customers vs. focus on multiple stakeholders. This 
chapter illustrates, through a series of cases and consumer insights, the contradictions, and controver-
sies of green marketing. The chapter shows how customer participation and value co-creation, have 
changed the way green products are consumed and developed, and have forced organizations to adopt 
completely new business models.

INTRODUCTION

Defined as the “the efforts by organizations to produce, promote, package, and reclaim products in a 
manner that is sensitive or responsive to ecological concerns” (American Marketing Association, 2018), 
the phenomenon of green marketing is relatively young and quite controversial. In fact, for many scholars 
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and environmentalists, green marketing is still an oxymoron because it “promotes consumption, albeit 
so-called responsible consumption” (Verma, 2015, p. 428).

Over the years, the approach to green marketing has proved to be very business-oriented and func-
tionalist. Very often has green marketing been described as a business-driven approach that does not 
leave much room for consumers, e.g., as marketing practice that “must redirect customer needs toward 
ecologically safe products (Sheth & Parvatiyar, 1995, p. 19). Furthermore, green marketing has been 
conceptualized as an orientation of the firm towards meeting its comprehensive ethical and moral re-
sponsibilities, while adhering to the marketing concept’s basic tenets (Polonsky & Mintu-Wimsatt, 1995; 
McDonagh & Prothero, 2014).

Based on the green marketing paradigm proposed by most scholars, it can be argued that consumers - 
whose needs and wants must be redirected towards ecologically beneficial products and services - play a 
passive and secondary role, as mere recipients of marketing guidelines and directions. Indicative of such 
a consideration is, for instance, the type of segmentation proposed by most businesses, which does not 
take into account consumer preferences and choices. Indeed, mainly demographic and socioeconomic 
variables are employed to segment green consumers. Such an approach to green marketing could be 
defined “paternalistic”, i.e., green marketing as business education towards customers, or customer needs 
redirection. Thus, for some scholars, businesses employ green marketing strategies mainly because it is 
profitable and can allow firms to develop a competitive advantage by being greener and more sustainable 
than their competitors (Luo & Bhattacharya, 2006; Wymer & Polonsky, 2015).

Recently, scholars have looked at the empowered role of consumers in the green marketing process: 
“Empowerment lies at the heart of green marketing” (Ottman, 2017, p. 110). Now more than ever con-
sumers feel that they can make the difference by using products and services, thus getting actively and 
voluntarily engaged in the green marketing process.

As a result of this empowerment process, the introduction of innovations is no longer a prerogative of 
businesses, but is shared by the consumer in a mutually beneficial and bidirectional innovation generation 
process. Thus, consumer-introduced practices can lead to the development of new ideas for sustainable 
products or services, such as e-books. In this way, the focus shifts from technology-based to eco-innova-
tion which involves the introduction of innovative business models reducing the environmental impact 
of products/services as well as costs (e.g., car-sharing services, textbook rentals, etc) (Ottman, 2017).

This chapter is organized as follows. First, we review the literature on green marketing from the sus-
tainable marketing phase (Peattie, 2001) to the latest paradigm of green marketing based on the concept 
of consumer empowerment, service-dominant perspective (Vargo & Lusch, 2004), and customer-initiated 
innovation process. Second, we identify critical antinomies in the evolution of green marketing including:

• Product-based vs. service-based green marketing approach.
• Top-down (business-initiated) vs. bottom-up (customer-initiated) green-based innovation.
• Physical vs. online distribution of green products/services (Web and social networks).
• Positioning and advertising vs. brand co-creation.
• Passive vs. active/empowered role of consumers.
• Focus on customer vs. focus on multiple stakeholders.

Third, we provide a series of examples and consumer interviews to illustrate the contradictions and 
controversies of green marketing. In particular, we aim to show how, by enhancing customer partici-
pation and value co-creation, green marketing has changed the way green products are consumed and 



 

 

16 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/are-businesses-washing-consumerism-with-

green-ideology/238536

Related Content

Antecedents of Online Privacy Protection Behavior: Towards an Integrative Model
Anil Gurungand Anurag Jain (2009). Online Consumer Protection: Theories of Human Relativism  (pp. 151-

164).

www.irma-international.org/chapter/antecedents-online-privacy-protection-behavior/27734

The Biopolitics of Transformation to ERM Technologies: A Case From Egypt
Ahmed Diaband Abdelmoneim Bahyeldin Mohamed Metwally (2021). International Journal of Customer

Relationship Marketing and Management (pp. 31-45).

www.irma-international.org/article/the-biopolitics-of-transformation-to-erm-technologies/287764

The Dark Side of Brand-Fan Relationships: Lessons From Twilight and Fifty Shades
Margo Buchanan-Oliver, Hope Jensen Schauand Alexander Schau (2020). Handbook of Research on the

Impact of Fandom in Society and Consumerism (pp. 441-459).

www.irma-international.org/chapter/the-dark-side-of-brand-fan-relationships/237703

Factors Promoting Social CRM: A Conceptual Model of the Impact of Personality and Social

Media Characteristics
Ainsworth Anthony Bailey (2015). International Journal of Customer Relationship Marketing and

Management (pp. 48-69).

www.irma-international.org/article/factors-promoting-social-crm/141535

A Globetrotter to the Future of Marketing: Metaverse
Reepu Reepu, Sanjay Taneja, Ercan Ozenand Amandeep Singh (2023). Cultural Marketing and Metaverse

for Consumer Engagement (pp. 1-11).

www.irma-international.org/chapter/a-globetrotter-to-the-future-of-marketing/321442

http://www.igi-global.com/chapter/are-businesses-washing-consumerism-with-green-ideology/238536
http://www.igi-global.com/chapter/are-businesses-washing-consumerism-with-green-ideology/238536
http://www.irma-international.org/chapter/antecedents-online-privacy-protection-behavior/27734
http://www.irma-international.org/article/the-biopolitics-of-transformation-to-erm-technologies/287764
http://www.irma-international.org/chapter/the-dark-side-of-brand-fan-relationships/237703
http://www.irma-international.org/article/factors-promoting-social-crm/141535
http://www.irma-international.org/chapter/a-globetrotter-to-the-future-of-marketing/321442

