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Green Marketing
To begin with, green marketing is defined as a process of selling products as well as services grounded on their environmental benefits. In the modern world, firms committed to corporate social responsibility and sustainable development practice green marketing. Notably, various companies are making a considerable effort to enforce sustainable business practices, as they understand that doing so help them make their products as well as services attractive to consumers and mitigate expenses (Ward, 2018). On the same note, contemporary organizations have realized that demonstrating a substantial degree of social responsibility heightens brand loyalty among socially conscious clients. With that said, this paper addresses the existing interrelationship between green marketing and consumer behavior. On the same note, the paper uses three specific examples of organizations marketing to depict the value of green marketing. 
Interrelationship Between Consumer Behavior and Green Marketing
It is important to note that concern about the environment is a significant public issue. Specifically, this has made a positive change in consumer behavior towards environmentally related products. Nowadays, customers are sensitive to organizations and products that do not consider eco-friendly production processes. Therefore, both companies and consumers must have a responsibility towards existing environmental issues. Notably, individuals purchase and support firms that practice green marketing. It is clear that green marketing has a considerable effect on consumer behaviors, especially their purchasing patterns (Jansson, Marell, & Nordlund, 2010). It is noteworthy that green marketing activities play a critical part in switching consumer-purchasing behavior to buy eco-friendly products. In simple terms, organizations practicing green marketing experience more sales and attract a considerable amount of clients to purchase their products and services 
Examples of Organizations using Green Marketing
In the modern world, a number of organizations have embraced the idea of green marketing. These firms understand that green marketing activities attract many clients to their products and have positive consumer purchasing patterns. On the same note, companies recognize that going green is good for the environment. Nowadays, customers are aware of their effect on the environment and this makes green marketing an important aspect in the business world. Many clients are sensitive to eco-friendly, sustainable, recyclable, as well as organic products. Therefore, companies, such as Coca Cola, IKEA, and Timberland have embarked on green marketing campaigns to achieve sustainable and eco-friendly products and services.
Coca Cola Company 
Coca Cola Company has a campaign tagged to Live Positive to make considerable transformations throughout the globe via sustainability. The firm's main objective in this campaign is to empower female entrepreneurs, help conserve water across the world, as well as encourage a healthful lifestyle with adequate choices and exercise. Notably, this green marketing campaign helps the organization to attract a number of consumers to its products (Ken, 2018). Additionally, this initiative is committed to make a positive difference to the world far as sustainability is concerned. It is important to note that part of this campaign is to introduce its plant bottle packaging that utilizes materials recycled from plants to conserve resources and reduce the firm’s footprint. In my opinion, the Coca Cola Company uses green marketing to improve environmental sustainability. Furthermore, it is evident that the company is concerned with the well-being of its consumers, the reason it is introducing a plant bottle.
This is a screenshot of the Coca Cola Company's campaign
[image: ]
IKEA
IKEA is a Swedish furniture brand that has come up with its sustainability approach known as People and Planet Positive. In this campaign, the firm believes that clients should not make a choice between affordable prices, sustainability, and stylish designs when buying their goods and services. The organization utilizes online content to promote as well as encourage clients to live an eco-friendly conscious lifestyle. In particular, the enterprise leads by example with eco-friendly practices that consist of embracing 90% of its building as well as mitigating waste delivered to landfills. It is noteworthy that the organization has won many marketing rewards with its green efforts. In my opinion, the company at hand has embraced green marketing to enhance eco-friendly practices as well as improved environmental sustainability. Furthermore, the practice has attracted many customers to purchase IKEA products, which in turn increases the company's profits.
[bookmark: _GoBack]This is a screenshot of IKEA’s campaign 
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Timberland 
Timberland Company is a clothing organization that is known for its hiking boots as well as outdoor wear. The organization came up with Earthkeepers campaign to promote as well as support green marketing. The campaign supports eco-friendly practices as well as attempts to motivate people to environmental behavior change. In this case, the firm features a collection of items with recycled materials. In addition, the campaign encourages the firm’s customers to be accountable for their actions in the outdoor (Ken, 2018). For instance, the organization utilized television advertisements as well as print pieces not forgetting social media and attractive interactive microsite to promote this campaign. In my opinion, the company at hand did a commendable job to ensure a sustainable environment.
The screenshot below shows Timberland’s Marketing Campaign.  
[image: ]
Overall, it is evident from the discussion above that many organizations are embracing green marketing to support environmental sustainability. On the same note, firms, such as Coca Cola, IKEA and Timberland understand that customers are eco-friendly sensitive; therefore, winning their trust need a comprehensive green marketing initiative. In fact, green marketing has a substantial influence on consumer purchasing patterns. Moreover, many firms have realized that demonstrating a high level of social responsibility increases brand loyalty among conscious customers. In simple terms, green marketing plays a critical role in ensuring environmental sustainability as well as impacting consumer behavior.
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Live Positively is The Coca-Cola.
Company’s sustainability framework, a
commitment to making a positive
difference to the world. Initiatives
cover seven areas: Active Lifestyle,
Community, Workplace, Energy and
Climate Protection, Sustainable
Packaging, Global Water Stewardship
and Beverage Benefits

As part of Live Positively, Ogilvy
Rio created the ‘Every Bottle Has a Story project’. Five
individuals were captured in documentary style in four
different Latin America countrics, showcasing some of
more than 3,000 sustainability projects supported
worldwide. The campaign brings light to stories of real
people who have had their lives transformed.

One of the stories features Tido from Brazil, who as
a child worked picking rubbish on a landfill site with
his mother, and was often taunted at school. He now
runs a project that looks for waste fo recycle and
employs over 100 people. He has great pride in what he
does and sees that his job has value and commands
respect. The project, in partnership with Coca-Cola,
recycles over 240 tonnes of waste a month.

These powerful stories came to life as a flly
integrated campaign: TV ads, print, digital and even
a short documentary film. They were printed on Coca-
Cola’s packaging, inviting people to engage with the
people featured through SMS. Within three months the
Live Positively’s Brazilian website received over
100,000 visits and awareness among opinion Leaders
went from 14% to 62%.
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PEOPLE & PLANET
We're going all-in for a more
sustainable future

At IKEA, we want to have a positive impact on people and the planet.
That's why we're going all-in on things that really matter, from
switching our entire lighting range to energy-efficient LED to sourcing
all of the cotton we use in our products from more sustainable
sourcas.

We're 3lso working towards 100% renewable energy - producing a5
much as we consume in our operations - and sourcing all of our wood

from more sustainable sources by 2020. And the IKEA Group and TKEA
Foundation have made new commitments that add up to $1 billion for

climate action. But we're not done yet. We're just getting started.
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Timberland Launches Earthkeeper Campaign, Product
Collection

June 17, 2008 by Paul Nastu

The Timberland Company has launched a new marketing campaign, Earthkeeper. with a goal of
recruiting one million people to become part of an oniine network designed to inspire environmental
change. A new Earthkeeper product collection has also been unveiled

The campaign includes online social networking tools, including partnerships with Changents com,
2 Facebook page, a YouTube Earthkeeper Brand Channel and an Earthkeeper blog. Uniting these
varions Farthkeener “channels” ic www earthkeener fom.





