
IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                                   International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 4, Issue 1, November 2024 

Copyright to IJARSCT DOI: 10.48175/IJARSCT-22067   385 

www.ijarsct.co.in  

Impact Factor: 7.53 

Significant Ways and Framework to Improve 

Indian Brand's Image from the Adoption of Green 

Business Practices 
Suman Rani1 and Dr. Harish Purohit2 

Research Scholar, Department of Commerce1 

Research Guide, Department of Commerce2 

Shri Jagdishprasad Jhabarmal Tibrewala University, Jhunjhunu, Rajasthan. 

 

Abstract: Green business practices can be used by Indian brands to improve their market position, 

strengthen customer connections, and project a positive brand image in addition to helping the 

environment. This study investigates how green business practices affect Indian companies' efforts to 

improve their brand image. Indian consumers are favouring brands that are dedicated to sustainable 

practices, such as waste reduction, energy efficiency, and ethical sourcing, as environmental consciousness 

rises. This study looks into how Indian consumers' perceptions of brands, loyalty, and trust are enhanced by 

implementing green practices. Building on the results, this study suggests a framework for Indian 

businesses that prioritizes crucial components including consumer involvement, transparency, and 

alignment with primary corporate objectives. The framework helps businesses choose and incorporate 

green practices that improve their brand image, set them apart in a crowded market, and build long-term 

brand value. By providing useful insights and a workable framework that can help businesses successfully 

use green practices to enhance their brands, this study adds to the expanding field of sustainable business 

in India. In this paper numerous important ways and important components that eco-friendly company 

practices can enhance a brand's positioning. A growing number of Indian consumers, particularly the 

younger generation, are looking for goods and services from companies that share their beliefs. Green 

business practices can strengthen ties with these clients and encourage their loyalty. A brand's reputation 

as an environmentally conscious company can be improved by implementing green practices and openly 

sharing them. Customers are more inclined to support brands they believe to be sincere and moral as a 

result, which increases consumer trust. By establishing the brand as a contributor to the solution of 

environmental problems, green practices also give brands the chance to interact with consumers through 

social media, awareness campaigns, and community projects.  
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I. INTRODUCTION 

Environmentally sustainable techniques used by businesses to lessen waste, conserve resources, and lessen their 

environmental impact are referred to as "green business practices." In order to achieve a balance between environmental 

stewardship and revenue, these approaches prioritize long-term sustainability over immediate advantages. Businesses 

from all industries are realizing the significance of implementing green practices to satisfy stakeholders and customers 

as knowledge of climate change and ecological damage rises globally. Green business practices are conscientious 

methods of conducting business that lessen the environmental impact of an organization.  

A number of factors, such as rising consumer demand for sustainable products, laws encouraging eco-friendly 

operations, and corporate social responsibility programs, are contributing to the growth of green business practices in 

India. Younger Indian consumers in particular are growing more environmentally sensitive and frequently favor 

companies that show a sincere dedication to sustainability. This change is pushing Indian businesses to reconsider long-

standing procedures and adopt environmental and social responsibility-focused tactics. 
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1.1 Important Components of Eco-Friendly Business Practices- 

 Sustainable Sourcing: To lessen carbon footprints and promote fair trade practices, commodities should be 

sourced ethically from local or ethical providers. 

 Recycling and trash Reduction: Reducing trash by implementing recycling initiatives, reusing materials, and 

implementing circular economy models to extend the useful life of resources. 

 Energy Efficiency: Reducing dependency on fossil fuels by implementing energy-efficient equipment and 

using renewable energy sources like solar and wind power. 

 Water conservation: is the application of water-saving techniques, water recycling, and efficient water 

management, particularly in water-intensive sectors. 

 Eco-Friendly Product Design: Designing items with a low environmental impact by utilizing recyclable, 

biodegradable, or sustainably derived materials is known as eco-friendly product design. 

 Transparent Communication: Openly disclosing sustainability efforts to increase consumer trust and lessen 

mistrust of green washing. 

Adopting green business practices offers Indian companies a calculated chance to enhance their reputation, win over 

new clients, and create a sustainable competitive advantage. Sustainability is a desirable endeavour because of the 

advantages it offers, which include improved brand reputation, cost savings, and regulatory readiness, even though 

putting these ideas into effect might present difficulties like high costs and intricate supply networks. Indian firms may 

become leaders in sustainability and align with customer values by emphasizing open, sincere green initiatives. This 

would ultimately help create a more environmentally friendly economy and society. 

 

1.2 Problems on hand 

Green business practices have the potential to improve brand perception in India, but their efficacy is limited by a 

number of factors. Brands must take a strategic approach to overcoming these obstacles, striking a balance between 

innovation, cost, transparency, and consumer education. Indian firms can endeavour to establish a more sustainable and 

reputable image in the eyes of environmentally conscious consumers by investing in meaningful practices, 

communicating their green activities effectively, and fostering trust through transparency. 

In India, by adopting green techniques offers strategic benefits in addition to environmental responsibility. To 

encourage companies to embrace sustainable practices, the Indian government has launched a number of state-level 

initiatives and legislation, including the National Action Plan on Climate Change. Additionally, campaigns, educational 

initiatives, and the dissemination of information via digital and social media are all contributing to the increase in 

consumer awareness of sustainability. 

 Improved Brand Image: Businesses can enhance their brand perception, especially among environmentally 

sensitive consumers, by showcasing a dedication to sustainability. 

 Customer Loyalty: Brands that consumers believe to be moral and responsible have a higher chance of 

retaining their loyalty. 

 

II. LITERATURE REVIEW 

Green practices are becoming more and more important in India as a result of growing environmental concerns, 

government programs like the Swachh Bharat Abhiyan (Clean India Mission), and waste management legislation. 

According to studies, Indian customers are increasingly considering sustainability when making selections about what 

to buy, especially millennials and Gen Z (Gupta & Agrawal, 2018). 

Greenwashing Issues: For Indian customers, greenwashing is a serious issue. Research indicates that if customers 

believe that a brand is trying to appear green without making significant efforts, this could harm the brand's reputation 

(Bhatia & Jain, 2019). Therefore, in order to prevent backlash, brands must be trustworthy while implementing green 

practices. 

High Costs of Green Practices: Businesses may incur significant expenses while implementing sustainable practices. 

According to research, financial limitations may make it difficult for smaller Indian businesses to implement green 

practices, which could limit their capacity to use sustainability to improve their brand image (Verma & Singh, 2020). 
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Indian customers' awareness of environmental issues is growing, according to studies, and they choose firms that 

exhibit environmental responsibility (Khandelwal & Ojha, 2020). Customers view green brands favourably because 

they perceive green efforts as signs of legitimacy and authenticity.Authenticity and trust are crucial when it comes to a 

brand's dedication to sustainability. According to research conducted in India, consumers avoid "greenwashing" and 

Favor companies who are open about their green initiatives. According to Rao and Patel (2021), companies can 

enhance their reputation and credibility by being transparent and genuine about their sustainability initiatives. 

Enhanced Brand Loyalty: Research from India suggests that using green business practices increases consumer loyalty. 

Brands with obvious sustainability initiatives have higher customer retention rates, and consumers typically Favor 

companies that share their beliefs (Mishra & Roy, 2021). 

Positive Customer Experience: Brands that exhibit environmental awareness are more well-liked by Indian consumers. 

Customer referrals may rise as a result of this satisfaction, which also contributes to a more positive brand image 

(Sharma et al., 2022). 

 

2.1 Objectives 

 To investigate how adopting green business practices has affected the brand images of companies operating in 

India. 

 To study on numerous important ways that green business practices operations can enhance a brand's 

positioning. 

 To design a framework for brands in India benefiting from implementing green business practices. 

 To identify which green practices are most effective in enhancing brand image. 

 To explore consumer perceptions of green brands in India and to analyze the impact of green practices on 

brand loyalty, recognition, and reputation. 

 

2.2 Research Methodology 

Research Design 

To obtain a thorough understanding, employ a mixed-methods strategy that combines quantitative and qualitative 

research. 

 Quantitative Research: To gather information on the quantifiable effects of green practices on brand 

perception (e.g., brand loyalty measurements, customer satisfaction scores). 

 Qualitative Research: To investigate consumer attitudes, motivations, and perceptions regarding green 

practices adopted by brands. 

 

Sampling 

Population: Consumers and companies that have implemented green business practices in India. 

Sample Size: 

Survey: At least 200-300 consumers to gather statistically significant quantitative data. 

Interviews: 10-15 company executives (e.g., CSR managers, marketing managers) and 10-15 consumers to collect in-

depth qualitative insights. 

Sampling Technique: 

Purposive sampling for interviews to target specific brands known for green practices and consumers who prioritize 

sustainability. 

Data Collection Methods 

 Surveys: Conduct online or in-person surveys to gather quantitative data from consumers. Include questions on 

brand loyalty, trust, and satisfaction related to green brands. 

 Interviews: Conduct semi-structured interviews with company executives and consumers to explore in-depth 

perspectives on green practices and brand image. 

 Secondary Data: Collect data from published case studies, annual sustainability reports of Indian companies, 

and consumer reports. 
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Secondary data from books and web sites. 

Survey Questionnaire: Design a questionnaire with a mix of Likert scale questions (e.g., satisfaction with green 

practices, perception of brand image) and demographic questions. 

Interview Guide: Prepare open-ended questions to encourage detailed responses. Examples include: 

"How do you think adopting green practices has affected your company’s brand image?" 

"What role does a brand’s commitment to sustainability play in your purchasing decisions?" 

 

III. GREEN BUSINESS PRACTICES WAYS TO ENHANCE BRAND’S REPUTATION 

A brand's reputation can be greatly enhanced by implementing green business practices, which have a number of 

advantages that appeal to stakeholders such as employees and customers. The following are some significant ways that 

green business activities can improve a brand's image: 

 

Conforming to Customer Values 

 Growing Environmental Awareness: Concern over environmental issues is growing among today's 

customers. Customers that care about the environment may be drawn to a brand that actively pursues 

sustainable practices. Research indicates that consumers, particularly millennials and Gen Z, are more inclined 

to select brands that are perceived as environmentally conscious and socially conscious. 

 Trust and Loyalty: Customers are more likely to trust brands that put sustainability first. Customers are more 

devoted to companies that reflect their principles, and a green image may build enduring bonds with people 

who share similar values. 

 

Increasing the Distinction of Your Brand 

 Competitive Advantage: Sustainability can serve as a differentiator in markets that are highly competitive. 

Your brand will stand out from rivals who might not place as much emphasis on sustainability if it is dedicated 

to lowering its carbon footprint or employing eco-friendly materials. 

 Premium Positioning: A lot of buyers are prepared to pay more for goods they believe to be made ethically or 

environmentally. By positioning a company as a premium option, sustainable practices can increase sales and 

profit margins. 

 

Good Publicity and Media Coverage 

 Media Attention: Companies that actively pursue green policies frequently get favourable headlines. 

Influencers and media sources are always happy to talk about companies that support environmental 

sustainability. 

 Awards and Certifications: Achieving environmental goals (such as cutting waste or carbon emissions) or 

earning certifications like B Corp or Fair Trade can result in more media attention and more marketing 

opportunities. 

 

Bringing in Talent and Keeping Staff 

 Employee Satisfaction: A lot of workers nowadays prefer to work for organizations that share their beliefs, 

especially when it comes to social and environmental responsibilities. Green business strategies can draw in 

top talent, enhance staff retention, and raise job satisfaction. 

 Company Culture: Encouraging sustainability creates a positive company culture that makes workers feel 

proud of their jobs and motivates them to become brand ambassadors. 

 

Participation of Investors and Stakeholders 

 Investor Appeal: Businesses that put sustainability first are attracting more and more attention from investors 

who see them as lower risk, more progressive, and more likely to succeed in the long run. When making 

investment decisions, a lot of big investment corporations are paying close attention to Environmental, Social, 
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and Governance (ESG) aspects. 

Relationships in the supply chain: Businesses that put an emphasis on environmentally friendly operations 

may have better ties with suppliers that share their commitment to sustainability, which could result in 

increased collaboration, reduced expenses, and higher brand recognition. 

 

Observance of Regulations and Risk Control 

 Proactive Approach: Businesses who adopt green practices early on may be able to avoid expensive fines or 

penalties as a result of governments throughout the world enforcing harsher environmental restrictions. A 

company can establish itself as a leader in corporate responsibility by taking a proactive stance on 

environmental challenges. 

Risk Reduction: Potential risks related to climate change, resource scarcity, or reputational harm can be 

reduced by being open and honest about your environmental impact and making efforts to reduce it. 

 

Eco-Friendly Methods and Financial Savings 

 Operational Efficiency: A company can save money and lessen its environmental impact by implementing 

many green business strategies, such as cutting waste, saving energy, or streamlining logistics. Sustainability 

benefits businesses by lowering operating costs through waste reduction and resource efficiency. 

 Long-Term Profitability: Long-term financial performance is frequently correlated with sustainable 

practices. This is partly because of cost savings, but it's also because customers are more inclined to support 

companies, they believe to be ethical and progressive. 

 

Increasing the Power of Brand Advocacy 

 Customer Advocacy: When consumers believe a brand is environmentally conscious, they are more inclined 

to suggest it, which generates natural word-of-mouth advertising. Higher levels of involvement and a larger 

consumer base can result from advocacy driven by sustainability. 

 Impact on the Community: Participating in regional environmental projects or endorsing international 

sustainability campaigns can improve a brand's reputation as a conscientious member of the community and 

increase customer loyalty. 

 

Examples of Brands Benefiting from Green Business Practices: 

 Patagonia: renowned for its dedication to environmental sustainability, Patagonia not only manufactures top-

notch outdoor clothing but also takes part in conservation and climate change activism, which improves the 

company's reputation. 

 Tesla: With a large customer base and an innovative brand image, Tesla has established itself as a leader in the 

automotive and energy industries thanks to its emphasis on renewable energy and electric vehicles. 

 Unilever: Known as an example for big businesses seeking sustainability, Unilever has made significant 

progress in minimizing its environmental effect through its Sustainable Living Plan. 

 

3.1 Brands in India 

Here is a table listing some notable brands in India that are benefiting from implementing green business practices: 

Sr. 

No. 

Brand Green Practices Benefits & Impact 

1. Tata Group Put an emphasis on Tata Power's 

renewable energy. 

 

Pioneering in sustainability with a commitment 

to renewable energy (Tata Power, Tata Motors). 

  Sustainable manufacturing (Tata 

Steel, Tata Chemicals) -  
 

Strong brand reputation for responsible 

business practices. 
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  Zero waste initiatives 
 

Leadership in eco-friendly innovation and 

business sustainability. 

2. Mahindra & 

Mahindra 

Electric vehicle production 

(Mahindra Electric) 

Strong market presence in the electric vehicle 

market, appealing to eco-conscious consumers. 

  Sustainable farming solutions 

(Mahindra Agribusiness) 

Strong alignment with green business practices 

and market differentiation. 

3. Hindustan 

Unilever (HUL) 
 

Reducing plastic waste, 

sustainable sourcing (tea, palm oil) 

Leading consumer brand with a focus on 

sustainability, improved customer loyalty. 

  Water conservation and waste-to-

energy initiatives 

Sustainable product lines such as "Pureit" (water 

purifiers) have a positive impact on brand equity. 

4. Amul Waste management, dairy waste 

recycling 

Environmental stewardship strengthens the 

brand’s position in the market. 

5. Paperboat Eco-friendly packaging (using 

sustainable materials) 

Eco-conscious brand image, appealing to 

environmentally aware consumers. 

6. FabIndia Promotes sustainable sourcing of 

materials (organic cotton, natural 

fibers) 

Positive brand image among eco-conscious 

consumers who value ethical and sustainable 

products. 

7. Bamboo India Bamboo India Strong brand appeal due to its focus on 

sustainability and the use of bamboo as a 

renewable resource. 

8. Sundrop Oil 

(Adani Wilmar) 

Focus on sustainable agriculture 

practices for sourcing ingredients 

Positive public perception as a brand committed 

to promoting sustainable and responsible 

agriculture. 

(Table- 3.1 Brands In India Benefiting From Implementing Green Business Practices) 

These companies have improved their entire brand image, differentiated themselves in the market, and strengthened 

their relationships with customers by using green business practices. By using eco-friendly solutions, they benefit their 

business in the long run in addition to helping the environment. 

Companies can use a range of green business strategies to improve their entire brand image, stand out in the market, 

and strengthen their relationships with customers. These methods not only appeal to environmentally conscientious 

customers, but they also make businesses stand out as sustainability leaders. 

Brands In India that Are Benefiting From Implementing Green Business Practices 

 
(Figure-3.1Brands n India Benefiting From Implementing Green Business Practices) 
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3.2 Framework For Brands in India Benefiting from Implementing Green Business Practices 

We can divide the benefits of adopting green business practices for Indian brands into a framework that addresses the 

following essential elements: 

 Environmental Initiatives 

 Market Positioning and Differentiation 

 Customer Engagement & Loyalty 

 Operational Efficiency & Cost Savings 

 Brand Image and Reputation 

 

 

 

 

 

 

 

 

 

(Figure-3.2 Framework for Brands in India Benefiting from Implementing Green Business Practices) 

 

Environmental Initiatives-Indian brands that place a high priority on environmentally responsible operations, goods, 

or services frequently dominate the market. These programs enhance resource efficiency, lessen the company's carbon 

impact, and promote environmental health. 

 

Example Brands: 

 Tata Group (Renewable energy, sustainable manufacturing, waste reduction) 

 ReNew Power (Focus on renewable energy through solar and wind power) 

 Mahindra & Mahindra (Electric vehicles, green farming solutions) 

 

Market Positioning and Differentiation-Brands are given a distinct market position by green business practices, 

which sets them apart from rivals. This is especially beneficial when customers' awareness of the impact on the 

environment grows. By creating environmentally friendly products, utilizing green certifications, emphasizing the 

sustainability of the product lifecycle, and implementing sustainable business strategies. Impact of this differentiation in 

a cutthroat market, drawing in environmentally sensitive customers, and establishing the company as a sustainability 

leader. 

 

Example Brands: 

Hindustan Unilever (HUL) (Sustainable sourcing of ingredients like palm oil and tea, eco-friendly packaging) 

Infosys (Carbon-neutral offices and campuses) 

Wipro (Energy-efficient IT solutions, sustainable office infrastructure) 

Customer Engagement & Loyalty-Using sustainability activities to interact with consumers promotes positive word-

of-mouth, strengthens bonds, and increases brand loyalty. By increases brand loyalty, fosters an emotional bond and 

trust with consumers, and establishes the business as a conscientious corporate citizen. 

 

Example Brands: 

Paperboat (Eco-friendly packaging, use of natural ingredients) 

Amul (Sustainable dairy farming, water conservation in production) 

Godrej (Encouraging customers to buy eco-friendly home products, green building certifications) 
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Operational Efficiency & Cost Savings-Numerous green company methods improve operational effectiveness and 

reduce costs, which boosts profitability. Enhances resource management, lowers operating expenses over time, and 

boosts profitability through operational effectiveness. 

 

Example Brands: 

Tata Power (Adopting energy-efficient technologies and expanding renewable energy) 

Wipro (Zero waste initiatives, sustainable office practices) 

Godrej Appliances (Energy-efficient products) 

Brand Image and Reputation-Establishing a positive brand image by openly sharing information about green 

business practices helps organizations attract customers that value sustainability and improve their public perception. 

Sustainability reporting, corporate social responsibility (CSR) initiatives, eco-certifications, and aligning with global 

sustainability goals (e.g., UN SDGs).establishes the company as a leader in environmental responsibility, increases 

credibility, draws in new clients, and enhances public opinion. 

 

Example Brands: 

Tata Group (Longstanding commitment to CSR and sustainability) 

Wipro (Sustainability awards, transparent sustainability reporting) 

Bamboo India (Eco-friendly bamboo products, strong environmental ethos) 

 

3.3 Important aspects of green business practices to assess.  

Among the potential standards are: 

 Sustainability Initiatives (e.g., recycling, energy use) 

 Transparency (e.g., reporting on sustainability goals) 

 Consumer Engagement (e.g., marketing sustainability) 

 Community Involvement (e.g., local sustainability projects) 

 Product Offerings (e.g., eco-friendly products) 

 

Rating Each Criterion 

Rate each criterion on a scale (e.g., 1-5) based on performance or effectiveness. 

For example: 

Sustainability Initiatives: 4 

Transparency: 3 

Consumer Engagement: 5 

Community Involvement: 4 

Product Offerings: 3 
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(Figure-3.3 Rate each criterion on a scale 

 

3.4 Consumer Perceptions of Green Brands In India

Growing environmental consciousness, easier access to knowledge about sustainable practices, and shifting consumer 

attitudes have all contributed to India's consumers' increasingly favourable opinions of green

are increasingly supporting firms that are dedicated to sustainability, particularly the younger generations.

 Increasing Environmental Awareness

like air pollution, water scarcity, and climate change.

 Credibility and Genuineness of Green Claim

seem to utilize sustainability as a marketing gimmick without taking any real action. Brands run the danger of 

losing their credibility and dependability if they are opaque or break their commitments.

 Benefits Perceived and Value Added

to moral production and excellent craftsmanship, consumers frequently e

quality and better value. The brand's image is enhanced by this notion, which may also promote repeat 

business. 

 

In this research study only in particular areas of India, the study may be constrained by s

limitations. 

 

Lack of Awareness and Expertise  

It's possible that many Indian companies, particularly those in more established industries, lack the know

experience needed to successfully adopt green practices.

Impact on Brand Image: Ineffective branding efforts and possible consumer scepticism about the veracity of green 

promises might result from sustainability activities that are not properly understood and implemented.

Effect on Brand Image: Poor infrastructure can make 

to less-than-ideal environmental performance. Consumer trust and brand credibility may suffer as a result of this 

deficiency. 

It can be difficult for firms to navigate India's complicated 

the brand may suffer from non-compliance or delays in fulfilling regulatory requirements, which may lead to fines and 
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bad press. Additionally, firms aiming to uphold sustainable practices may experience uncertainty due to uneven 

enforcement of legislation between regions. 

 

V. RESULT AND DISCUSSION 

Consumers believe that the products they buy are helping the environment, which increases brand loyalty and makes 

the company stand out in the marketplace. Make careful you use renewable resources, acquire raw materials 

sustainably, and support fair trade policies. Customers like companies that are open and honest about the origins and 

manufacturing processes of their goods. This enhances emotional ties and fosters trust. Incorporate energy-saving 

systems into operations and production. Switch to renewable energy sources (wind, solar) to power offices and 

factories. By utilizing energy-efficient infrastructure and making investments in renewable energy, Infosys achieved 

carbon neutrality. Tata Power is concentrating on growing its portfolio of renewable energy sources. 

Customers who care about climate change are drawn to brands that reduce carbon emissions, which enhances their view 

of the company and sets it apart as an environmental leader. Reduce the amount of waste generated during production 

operations by recycling, reusing, or decreasing it. A circular economy is the goal, whereby goods are made to last and 

be recyclable. Garbage minimization and making sure that the bulk of their garbage is recycled or reused are two of 

Wipro's lofty sustainability objectives. Tata Steel has worked to cut down on industrial waste and recycle it for use in 

other sectors of the economy. 

Communicate openly and honestly to emphasize the sustainable features of our goods and company procedures. Steer 

clear of "greenwashing" and only make verifiable claims about environmental benefits. Green buildings accredited by 

Leadership in Energy and Environmental Design (LEED) are marketed by Godrej Properties. Sundrop Oil expresses its 

dedication to ecologically friendly production practices and sustainable sourcing. 

 

VI. CONCLUSION 

Green business practices can help Indian firms stand out in a crowded market, improve client loyalty, and cultivate a 

positive brand image. For Indian firms to stay relevant, gain credibility, and guarantee long-term sustainability as 

customer expectations change, green business practices are becoming more and more important. Indian firms can 

enhance their brand image and make a positive impact on environmental preservation by implementing eco-friendly 

practices and communicating openly. A larger trend in which the harmony between profit and responsibility redefines 

company success is reflected in the move toward green practices. This research is to present a thorough analysis of the 

ways in which green business practices affect Indian brand perceptions. The results could serve as a roadmap for Indian 

companies looking to enhance their brand image through sustainable practices and provide insight into how consumer 

perception influences brand success. A diversified strategy is needed for Indian firms to effectively use green practices 

to enhance their brand image. This entails making investments in training and education, creating strong frameworks 

for sustainability, making sure that communications are genuine and transparent, and encouraging cooperation with 

supply chain partners. In addition to improving their brand perceptions, Indian businesses may make significant 

contributions to social responsibility and environmental sustainability. 
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