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RECENT DEVELOPMENTS IN MARKETING  
 
1. Social Marketing  
Social marketing refers to cause-related marketing. When marketing for a product is done 
essentially for furthering a cause by non-profit or Government organizations, it is called 
social marketing. Example: (a) A family planning cause should focus on abstinence or birth 
control; (b) a ride sharing cause should focus on ride sharing in the cab services. In 1980s, 
World Health Organisation (WHO), Centres for Disease Control and Prevention started 
using and promoted the term ‘social marketing’.  
 
Social marketing campaigns  
(a) Family planning campaign by India in 1950; 
(b) Non-smoking and non-drinking campaign by Sweden in 1970; 
(c) ‘Wear your seat belt’ campaign by Australia  
(d) ‘Say no to drugs’, ‘Stop smoking’,  ‘Exercise for health’ campaign by Canada  
 
Success of social marketing campaigns  
(a) Oral rehydration therapy in Honduras significantly decreased deaths of the children 

below 5 years of age from diarrhoea.  
(b) Ugandan midwives sold contraceptives in open market through booths created by social 

marketing campaigns.  
(c) Population Communication Services created and promoted two popular songs – ‘no’ 

and ‘when we are together’ to help young women say ‘no’.  
(d) The National Heart Lungs and Blood Institute successfully raised awareness about 

cholesterol, and high blood pressures which significantly reduced deaths.  
 
 Organisations actively involved in social marketing  
(a) Department of Health, Social and Human Services, US  
(b) Department of Transportation, US  
(c) US Environmental Protection Agency  
(d) American Red Cross  
(e) The World Wildlife Fund (WWF) 
(f) American Cancer Society  
 
 



Types of campaigns  

 
 
Steps of social marketing  
(a) Study literature and previous campaigns  
(b) Choose target markets that are most ready to respond  
(c) Promote a single doable behaviour in simple terms  
(d) Make it easy to adopt the behaviour  
(e) Develop attention grabbing message and media  
(f) Consider education entertainment approach  
 
Example: The process for non-smoking campaign involves a complex process, such as (a) study 
the cancer reports; (b) labelling of cigarettes; (c) banning their advertisements; (d) education 
about secondary smoke effects; (e) no-smoking campaigns in homes, restaurants, planes; (f) 
raising taxes on cigarettes to pay for these campaigns; (g) state suing cigarettes companies.  
 
Criteria for success of social marketing  
(a) Incidence of adoption  
(b) Speed of adoption  
(c) Continuance of adoption  
(d) Low cost/ unit of adoption  
(e) Absence of counterproductive consequences  
 
2. Online Marketing  
Online marketing is a form of direct marketing. It refers to the marketing strategy devised 
taking advantage of internet technologies which has fast-growing impact on both buyers and 
marketers.  
 
Definition of internet  
Internet is a vast public web of computer networks that connects all types of users all 
around the world and works as a repository of a large chunk of information exchanged 
through this network. People can access internet from their computers, smart phones, 
tablets, gaming devices etc. Price and product information can be shared with consumers 
with speed and convenience. Servicing through internet has also become easy. Marketer has 
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also been able to create value for their customers and build relationship with them using 
internet.  
 
Types of business in online marketing  
Businesses in online marketing can be categorised in two groups – (a) click-only companies; 
(b) click-and-mortar companies as shown below:  
 

 
(a) Click-only: These companies work through online only. They do not have any brick-and-

mortar outlets. They are also known as dot com companies.  
(b) Click-and-mortar: The traditional brick-and-mortar has changed to click-and-mortar 

when the traditional businesses have made their presence felt in the online platform by 
making online sales and creating communication channels. Currently, these companies 
are competing neck-to-neck with click-only companies (e.g. Staples a click-and-mortar 
was ranked 2 among the retail outlets after Amazon.com which is a click-only company).  

 
Online marketing domain  
Major marketing domain in online market space is of four types – (a) business-to-consumer 
(B2C); (b) business-to-business (B2B); (c) consumer-to-consumer (C2C); (d) consumer-to-
business (C2B).  

Initiated by Targeted to 
Consumer Business 

Consumer C2C C2B 
Business B2C B2B 

(a) B2C: It means selling good online to final consumers. Almost all types of products can be 
bought and sold online. Customers may select the shopping portal; they want to make 
their purchase from and obtain product related information online and take their 
purchase decisions. On the other hand, marketer can also integrate application of 
internet to other marketing channels (e.g. online market research used to develop 
purchase decisions) (e.g. 7% of the total retail sales in the US come from online shopping).  
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(b) B2B: It involves using online marketing or using other online resources (e.g. websites, 
email, online social networks, and mobile apps) to reach new business customers, sell to 
existing business customers, serve business customers efficiently and effectively and 
thereby building better relationship with them. Major B2B marketers offer product 
information, customer purchasing and customer support online. Example: corporate 
buyers can visit network equipment and software makes Cisco System’s website 
(www.cisco.com) for detailed description of Cisco’s product and service solutions, watch 
their videos, request sales and service information, attend their trainings and seminars, have 
live chat with Cisco staff and place orders. They can also go to the Facebook or Youtube 
page of Cisco to view instructional videos online. Around 80% of Cisco’s order comes from 
their online marketing. This entire operation comes under B2B marketing.  

(c) C2C: In this online marketing domain, where consumers are allowed to exchange 
products with each other on an online platform. Different products which are usually 
exchanged through this route are arts and antiques, coins, stamps, jewellery, computers, 
consumer electronics, etc. (e.g. eBay’s online trading community is around 99 billion all 
over the world and they transact a value of around $60 billion - more than $1900 every 
second). However, the importance of this domain is mostly felt in exchange of product 
related information by the consumers. These information written in an online platform 
(sponsored or non-sponsored) are called blogs. These blogs written on multifarious 
issues (politics, sports, car repair, television series, food, travel, etc.) appeal to the 
specific interest groups and the bloggers often promote their blogs through their 
Facebook or Twitter accounts. Blogs with significant followers influence purchase 
decision of the consumers. Hence, many marketers are now creating their own blog 
space in their websites where bloggers can come and share their views with respect to 
product quality, improvement, etc. (e.g. Sony has created a blogosphere known as 
PlayStation blogs where PlayStation users can submit their views about improvement of 
PlayStation products). While blogs are essentially a C2C domain, sometimes companies 
post their advertisements in those blogs to influence conversations (e.g. McDonald’s 
reached out to ‘mommy bloggers’ who influence nation’s homemakers who in turn influence 
kids eating-out choices). While blogs are a cheap medium of making product information, 
most of the blogospheres are cluttered and difficult to control.      

(d) C2B: In this domain consumers reach out to the businesses with their suggestions, 
complaints, praises or questions. Sometimes companies provide a platform in their 
website where the customer can provide his feedback. Sometimes, customer can initiate 
a transaction leading the seller to respond (e.g. in Priceline.com, the customer bids on air-
tickets, hotel rooms, rental cars, cruises, vacations, etc. and want the seller to find them who 
is interested to delivery them the aforesaid at the bid price). There are some websites, 
where customers are also allowed to send their feedback on a large chunk of companies 
registered with them (e.g. around 65000 companies, such as Google, P&G, Zappos, 
Microsoft are registered with GetStatisfaction.com. Consumers of these companies can 
share their feedback about the companies here).  

 
Conducting Online Marketing  
Companies conduct online market in any one or all of the five ways: (a) web sites; (b) online 
ads and promotions; (c) online social networks; (d) e-mail; (e) mobile marketing.  



 
 
 
(a) Websites: The first step in online marketing is creating own website. The website should 

be designed keeping in view the following features: (a) attractive; (b) contain substantive 
information; (c) provide interaction opportunities; (d) easy to use; (e) professional 
looking; (f) generate excitement; (g) contain links to other relevant sites; (h) comparison 
of products possible, etc. After creation of a website, the company must provide the link 
to different print and broadcast media to draw customers’ attention. Since there are lot 
of websites right now, customer can abandon a site very easily. Hence, the website 
feature should attract them to the site; stick around for a little bit and come back again. 
Websites under online marketing can be of two types: (a) corporate website; and (b) 
marketing website.  

 Corporate website: Website designed to promote a company or a particular brand, 
provide product information, address customer feedback, and build customer 
relationship and goodwill. However, these sites are not meant for sales. Rather other 
sales channels are developed through these sites (e.g. Nestlé’s colourful Wonka.com 
does not allow a person to purchase any listed product, but provide information, organise 
contest, create doodles with Wonka imaginator or post Wonka-inspired digital art).  

 Marketing website: These sites interact with purchaser and get them closer to direct 
purchase. These sites provide product information necessary for taking purchase 
decision, provide opportunities for reviews, provide customer support and make the 
customer a part of their loyalty programmes (e.g. Samsung website provide detailed 
information for TV, camera, computer, mobile with regard to location, price and links for 
online and retail outlet; Samsung Nation, the social loyalty programme provide members 
to earn badges, move up in ranks, connect with other Samsung users, watching videos and 
participate in different Q&A sessions).  

(b) Online ads and promotion: Since people are more exposed to internet today, online ads 
and promotions are more popular than print ads. The major forms of online ads are: (a) 
display ads; (b) search-related ads; (c) content sponsorship; (d) viral marketing.  
 Display ads: These ads pops up as a write-up, audio, video, animation or interaction in 

the users’ browsed page which is related to the information surfed (e.g. In Yahoo! 
Finance site, a flashing E*TRADE may offer a new smart phone with 2 year wireless plan 
if you open a new A/c).  

 Search-related ads: Sponsored ads by the marketers about an issue searched through 
a search engine (e.g. Google). These ads are one of the biggest sources of revenue of 
the search engines. Example: Suppose you search for LCD TV in Google, around 10 or 
more ads by Samsung, Dell, Amazon, Walmart.com will be visible. Sometimes, marketer 
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run loyalty programmes by the revenue earned from search buys (e.g. 
mycokerewards.com is one such loyalty programme run by Coca-Cola).  

 Content sponsorship: Companies sponsor internet based content (e.g. news, financial 
information or special interest topics) and get their name exposure (e.g. Marriott 
sponsors ‘summer to rescue’ micro-site at Travelocity.com).  

 Viral marketing: Online ads designed for Youtube or Facebook which are so 
infectious that people forward it among friends, relatives and colleagues and within no 
time the ad become really popular. These ads are really inexpensive. When 
information comes from a friend, a user is more likely to read it (e.g. P&G’s Old Spice 
brand created a viral sensation with ‘smell like a man’ campaign). These ads sometimes 
can be seeded to a particular group (e.g. Volkswagen’s ad based on Star-Wars franchise 
appealed to the child inside every parent who wants a safe ride for their family). 
However, they do not guarantee ultimate sell.  

(c) Online social networks: Online social networks are independent and commercial sites 
where people can socialise, exchange their views and ideas on different topics. Facebook 
(making friends), YouTube (playing videos), Pinterest (pinning interest), Flicker (views 
photos) are some of the popular social networking sites. Since a lot of person use these 
sites, marketer use them as a platform of pitching their products through two different 
routes: (a) joining an existing network; (b) creating their own network.  
 Joining an existing network: Marketers may join an existing network to promote their 

products (e.g. Coca-Cola’s Facebook page has more than 40 million fans). However, 
they cannot intrude themselves to be a part of consumers’ discussion in these 
forums. They must create an interest among the customers which may not be always 
possible through other networks. Sometimes marketers target a niche network 
meant for a specific interest group (e.g. Research GATE is a network of scientist and 
social scientist researching in areas of AI or cancer biology).  

 Creating own network: In order to avoid the problem of joining an existing network, 
marketer may create their own online social community where users can talk about 
their experience about their product and invigorate more interest (e.g. Nike has 
created a website called Nike+ with 6 million runners from 243 countries with 375 miles 
run history where they interact about their performances).  

(d) E-mail: E-mail is highly targeted, highly personalised, relationship-building communication 
tools which are low cost, highly effective with high return on investment. Most blue-chip 
marketers use it with high success rate (e.g. national hockey league sends e-newsletters to 
their fans based on their team affiliations and locations). Sometimes spam e-mails are 
clogged in the user’s inbox and they are really intrusive. Hence, they do more harm than 
good to the marketers. In order to avoid this problem, legitimate marketers practice 
permission-based e-mail marketing where they ask their customers to opt-in a particular 
message (e.g. Amazon has been using ‘though you’d like to know’ message for quite some 
time now).   

(e) Mobile marketing: Mobile devices used by customers now-a-days are mobile phones, 
smart phones, tablets, etc. Because of their portability feature, they are slowly replacing 
landline phones. With a surge of mobile web-traffic, the users are able to access internet 
with their mobile phones now. At the same time, different apps created under different 
operating system has made the process of surfing and dealing easy using a mobile device 
(e.g. Android play store has 150000 apps). Hence, a marketer opts for grabbing the 
consumers’ attention and provides him with the opportunity of making a purchase when 
he is on the go. Mobile marketing campaign involve: (a) display ads (e.g. HBO ad on ‘True 
Blood’ series); (b) search-based ads; (c) online videos; (d) community interaction in 
mobile faced social networking apps; (e) mobile banner; (f) retail announcements of 



discounts; (g) brand coupons; (h) gift suggestions; (i) mobile games and contests; (j) 
mobile online sites for specific mobile devices; (k) useful and entertaining mobile apps 
(e.g. Starbucks mobile app lets the user use the mobile phone as a card in a Starbuck 
outlet). Mobile marketing provide the users with immediate information, incentives and 
choices at the moment they are expressing an interest to make a buying choice. 
However, the marketer must ensure that the ads are intrusive or repetitive to disturb 
already ad-weary customers. Thus the information must be genuine and seek the 
customer to opt-in.    

 
3. Direct Marketing  
Direct marketing is the use of a direct method of communicating with the consumers and 
delivering them with products without any middlemen. Different channels used in direct 
marketing are: direct mail, catalogue marketing, telemarketing, websites, interactive TV, 
kiosks, and mobile devices. They want measurable response through direct-order marketing. 
Airlines, hotels, other businesses want to build long term relationship with customers 
through frequency reward programmes, club membership, etc. Recently, personal selling has 
become very costly. Hence, businesses through direct marketing are growing rapidly.  
 
Benefits  
(a) Customers: Direct marketing facilitates a sell as per the convenience of the customers 

(e.g. toll free numbers, 27x7 website access, fast delivery by FedEx, USB) which was not 
otherwise possible in physical market place (e.g. traffic and parking headaches of physical 
market place). Direct markers maintain a database of the customers based on their 
physical and demographic profiles and can interact with them by classifying them in 
different groups (e.g. left-handed, overweight, millionaires, etc.). The direct marketers also 
develop customised messages for each group and keep track of their significant life 
events (e.g. new parents get notifications about cloths, toys for baby) to build a long term 
relationships with them. They also provide an opportunity to the customers for 
interacting with the marketer directly. These interactions are actually made to solve 
customer problems or to improve the product quality and thereby increasing sells.   

(b) Marketer: Direct marketing allows the marketer to focus on certain speciality items to 
the interested groups which cannot be either sold by the chain stores. Large 
multinationals (e.g. Citigroup, AT&T, IBM, Ford, etc.) have been using direct market retail 
chains (e.g. Nordstrom, Nieman Marcus, Sacks Fifth Avenue, Bloomingdales, etc.) for 
building consumer relationships. It also cost-effective for the marketer. It provides 
strategic discretion to each marketer, where products and prices of one manufacturer 
are not visible to the others. Direct marketing also developed brand equity for different 
marketers (e.g. L.L. Bean, Eddie Bauer, Franklin Mint, etc. started with phone order and 
mail order and then they started their retail stores. They also cross-promote their stores, by 
writing their web-addresses on their bags).  

 
Major Channels  
Direct Mail  
In this marketing channel, the direct marker selects a group of customers from their mailing 
list and sends them personalised mails incorporating therein a letter, flyer, an 
announcement, and an offer, a reminder to draw customers’ attention and to measure 
customers’ response in identifying a prospect. This channel is also known as ‘salesperson 
with wings’. Sometimes, CDs, DVDs containing therein the offer in details are also sent to 
the prospective customers. Mainly financial services industry uses this channel. While cost of 
this channel/ 1000 is more than that of mass media, its success rate is commendable. 



However, due to multiplicity of mails received for a single issue from different competitors, 
demand for this channel dropped significantly in the recent years.   
 
Direct Mail Campaign  
(a) Objectives: The objectives of a campaign are to produce prospect leads, to educate a 

customer, to remind them about different orders, to reinforce their recent purchase 
decisions, and to strengthen customer relationship. If out of all the all prospects, around 
2% respond, the campaign is considered to be successful. However, it depends upon the 
nature of the product, price charged, etc.  

(b) Target Markets: Target market for direct mail is chose based on R (recency); F 
(frequency); M (monetary involvement) technique. While selecting prospects for a offer, 
direct marketer looks into the facts that when last the customer has bought a similar 
product, how many products does he purchase in a specific period; and how much 
money he has spent on the marketer so far (e.g. a marketer wants to sell a leather jacket, 
then the target group would incorporate those who have purchased a leather jacket in last 6 
months, who makes purchases with the same customer 3-4 times a year; and whose total 
purchase amount exceeds Rs. 10000). However, RFM points may differ based on nature of 
product. The target may also be selected based on age, sex, occupation, passion, and 
other demographic and psychographic characteristics of the customers (e.g. college 
graduates will have demand for computers, backpacks, compact refrigerators, etc. while 
newly-weds will have demands for furniture, bank loan, appliances, etc.; people may have 
passions for cooking, outing, etc.). In B2B marketing, prospect is not an individual, but a 
group or a committee who are in the position of decision makers and decision 
influencers (e.g. Dan & Bradstreet does this type of marketing). Hence, nature, content 
and timing of mail for them should be customised accordingly. Another way of finding 
target is from the brokers who have sold the same product to the customers. However, 
in this list provided by the brokers, names of the customers may be duplicated, 
addresses have been obsolete; data may be incomplete. Hence, the marketer must make 
a sample survey of a list before accepting the whole list. Sometimes, marker prepares 
their own list by offering free sample of a product and identifying responding customers.  

(c) Offer Elements: Offer strategy has five elements – the product, the offer, the medium, 
the distribution method, and creative strategy. All can be tested by the marketer. It 
should be followed by an email which is less expensive and less intrusive. There are five 
components to a direct mail.  

 The outside envelope: It should contain an illustration in colour, a catchy reason to open it 
(e.g. an announcement, a premium or reward), a colourful stamp, handwritten address, 
envelope of a non-standard size to attract attention.   

 Sales letter: It should be brief and in a good quality paper; it should be computer typed 
(not printed); should start with a headline in bold font and personal salutation; should 
contain a P.S.; should be signed by someone whose title is important.  

 Circular: A colourful circular increases the response rate more than its cost.  
 Reply form: A toll-free number of website must be mentioned where direct mailers can 

print coupons.  
 Reply letter: Postage-free reply letter increases the response rate.  
(d) Testing Elements: All the offer elements can be tested. It is one of the greatest 

advantages of direct mail marketing. Response rate is typically measured in terms of 
purchase orders (% of total customers making purchase decisions); awareness (% of 
customers reading the mail); word-of-mouth (% of customers mentioning the product in 
their communications); intention (% of customers forming their intention to buy the 
product online or from a retail outlet) 



(e) Measuring Campaign Success: Success of a campaign in the short run can be measured by 
adding the campaign cost and comparing it with the response rate (net of return of 
merchandise and bad debts). If the response rate crosses the break even, it campaign is 
considered to be a success in the short run. However, even if the campaign is not 
successful in the short run, it may be successful in the long-run if customer lifetime value 
(customers’ longevity, average customer annual expenditure, average gross margin – 
average cost of customer acquisition discounted by opportunity cost of money) is 
factored in.  

 
Catalogue Marketing  
In catalogue marketing, companies may send full list of their merchandise to speciality 
customers or to other businesses (e.g. Avon sells cosmetics, IKEA sells furniture, Saks Fifth 
Avenue sells clothing). This is applicable for both small and large business houses (e.g. 
Grainger, Merck, etc.). Sometimes, catalogues are uploaded in the company website or are 
sent through email. It reduces the cost of printing and helps the company to tap their global 
consumers (e.g. Viking Office Products, Black-Box International, despite being US companies 
have increased their sales in Europe through this route). Based on these catalogues, customers 
can shop from home using mail, internet or postal orders. The success of the marketing 
depends on maintenance of customer list, avoiding duplication, controlling inventory 
carefully, maintaining quality of merchandise to reduce returns, and maintaining a distinctive 
image (donating a % of profit in good causes). The companies must provide literary 
information along with the catalogue; provide free samples, creating a hot-line to address 
customer queries, etc.  
 
Telemarketing  
Telemarketing is the use of telephones through call-centres with the help of telemarketers 
to generate prospect and sell (outbound telemarketing) or responding to customer queries 
(inbound telemarketing). Telemarketing increases revenue; reduces selling cost and cost of 
sales-force travel, etc. and improves customer satisfaction. Because of its intrusive nature, 
sometimes, some telemarketers except political organisations, charities, telephone 
surveyors, and companies with existing relationships with customers are prohibited making 
calls to their customers. This method is also beneficial for B2B market (e.g. Raleigh bicycles). 
Telemarketing would increasingly replace field-sales calls. Selecting right telemarketer, 
training them and providing them with performance incentive, influence success of 
telemarketing.   
 
Other Media for Direct Response Marketing  
Direct marketers use all sorts of media for marketing their products. Print media, such as 
newspapers and magazines contain print ads about books, clothing, appliances, vacations, 
etc. which the customer can order via a toll free number. Radio broadcasts ads 24 hour a 
day. Some companies prepare 30-60 minutes infomercials for technologically advanced 
products and which require a lot of explanation for the purpose of sales (e.g. Callaway Golf, 
Carnival Cruises, Mercedes, Microsoft, Philips Electronics, Universal Studios, etc.). These 
infomercials contain information along with entertainment. Some at-home shopping channels 
are dedicated to sell products with a toll-free number that promises 48 hour delivery.  
 
Public and Ethical Issues  
Direct marketing is all about well-designed marketing campaign which may be appreciated by 
only those who can appreciate the offer. However, there are some darker side which must 
be addressed by the direct marketer. Otherwise, it may result in negative consumer 



attitude, lower response rate and regulatory intervention. These public and ethical issues 
are as follows:  
(a) Irritation: Many consumers do not like large number of calls at inappropriate time by 

untrained callers or computerised calls by auto-dial recorded message players.  
(b) Unfairness: Some direct marketers take advantage of impulsive, less-sophisticated, 

vulnerable and elderly buyers.  
(c) Deception and fraud: Some direct markets (e.g. investment houses, charity, etc.) design 

campaign with exaggerated product size, performance claims and retails price.  
(d) Invasion of privacy: The moment a consumers purchases different products through 

telephone or internet (e.g. application for a credit card, subscription of a magazine, etc.), 
their names, addresses and purchase behaviour is stored in the company database which 
may be used by these companies against these consumers in an unfair way.   

 
4. Green Marketing  
Consumers today are increasingly concerned about the environmental impact of the 
product they are using. It is manifested by different behaviours (e.g. saving electricity, 
recycling newspapers, returning cans and plastic packets, eagerness to use eco-friendly and 
recycled products, etc.). Companies today are also increasingly participating in 
environmentally conscious activities (e.g. rainwater harvesting, waste management, resource 
efficiency, etc.) 
 
Types of consumers 
(a) True-blue greens: They are environmental leaders and activist. They have strong 

knowledge in environmental issues and they are more likely to get involved in 
environmentally conscious behaviours (e.g. recycling).  

(b) Greenback greens: They don’t have the time or inclination to behave entirely green. But 
they are more likely to purchase green.  

(c) Sprouts: They feel that some environmental issues are worth supporting. Hence, they 
purchase environmentally conscious products only if it fits their needs.  

(d) Grousers: They believe that their individual actions cannot improve environmental 
concerns. Hence, they are uninvolved and disinterested.  

(e) Apathetic: They are totally indifferent about the environmental concerns and don’t do 
anything about it.  

 
Problems and solutions of green marketing  
(a) Consumers believe products are of inferior quality: Successful green products can 

overcome this problem by convincing the consumers that they are performing on their 
own and for society’s long-term interest (e.g. organic food tastes betters, recycled 
products are energy efficient, etc.)  

(b) Consumers believe products are not that green: It is also called ‘green marketing myopia’. 
The solutions are as follows:  

 Consumer value positioning: The marketer must design an environmentally conscious 
products that performs better than the alternatives; it must be meant for a target 
market segment (e.g. health benefit products among health conscious consumers); and 
bundle other customer-values with the product (e.g. fixed price for the energy efficient 
product).  

 Calibration of consumer knowledge: The marketer must educate the customer about 
environmental attribute with desired customer-value (e.g. pesticide-free food is healthier); 
frame environmental products as solutions for customer-needs (e.g. rechargeable 
batteries offer longer performance); create educational websites to educate customers 



about desired customer value (e.g. Tide’s website allows the customer to calculate annual 
money savings based on their laundry habits, utility source, and location).  

 Credibility of product claims: The marketer should make qualified claim for the credibility 
of the environmental product as compared to their comparable products in terms of 
usage; procure eco-certifications from trustworthy third parties and educate customers 
about it; encourage social interaction among consumers using entertaining information 
about the environmental product (e.g. Tide’s ‘cold water challenge’ allows a consumer to 
check their personal influence spread when their friends order a free sample).  

 
Instances of green marketing  
(a) McDonalds, GE, Nike, and DuPont are embracing sustainability practices.  
(b) UPS and FedEx introduced alternative-fuel and hybrid electric diesel for their fleets.  
(c) Citicorp and Barclays observe environmental concern while financing major public 

works, such as dams or power-plants.  
(d) HP’s ‘e-inclusion’ programme is designed to access technology and accelerate economic 

development in underserved communities.  
 
5. Consumerism  
Consumerism is an organised movement by the consumers and Government agencies to 
improve the rights of buyers in relation to the sellers. Actually, traditional sellers have far 
more rights as compared to the traditional buyers. Though buyers can refuse to buy, but 
they have too less information, education and protection in dealing with sophisticated 
sellers. If the rights of the buyers are not fulfilled, they should not leave it to the regulatory 
authorities, rather they should contact the respective seller company or media; report the 
matter to the local agencies and consumer courts. They may punish the companies by 
shifting their consumption choices from the non-compliant companies to the compliant-
companies. In this way, the consumers must ensure sustainable consumption process.  
 
Rights of traditional sellers  
(a) Right to introduce a product with any size or shape, provided it is not hazardous to the 

consumers and even if it is, it should be properly disclosed;  
(b) Right to charge any price, provided there is no discrimination in pricing among similar 

category of consumers;  
(c) Right to spend any amount on promotion, provided it does not amount to unfair 

competition;  
(d) Right to use any product message, provided it is not misleading or dishonest;  
(e) Right to use buying incentive programme, provided they are not misleading or unfair.  
 
Rights of traditional buyers 
(a) Right not to buy a product that is offered for sell 
(b) Right to expect the product to be safe 
(c) Right to expect the product to perform as claimed 
 
Additional rights of the buyers due to consumerism  
(a) Right to be well informed about different aspects of the product (e.g. true interest on 

loan; cost/ unit of a products; ingredients of a product; nutritional level of a product; 
freshness of the product; and benefit offered by the product is commensurate with its 
advertising).  

(b) Right to be protected against questionable products and marketing services (e.g. 
protection against business fraud; financial protection; product safety; ensuring information 
privacy; giving more power to Government agencies).  



(c) Right to influence products and marketing practices in way so that it improves quality of 
life (e.g. controlling ingredients of the product; packaging; reducing ‘noise’ in advertising) 

(d) Right to consume in such a way to preserve the world for future generations (e.g. 
promoting use of sustainable ingredients; recycling and reducing solid wastes; managing 
energy consumption).  

 
 
 
 
 
 

 
 


