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The undertaken research examines the impact of green attitude, green customer value (e.g., environmental image and perceived value), and green marketing mix (e.g., product, packaging, price, promotion, and place) on green purchasing intention. The research has integrated fundamental theoretical approaches of customers’ purchasing such as attitude-behavior context (ABC) theory, signaling theory, and theory of planned behavior (TPB) in the modified conceptual framework. Additionally, this research has also incorporated the green psychological benefits (e.g., nature experience, self-expressive, and warm glow) as mediating construct. The modified conceptual framework also unified green marketing (e.g., environmental advertising and green word of mouth) as moderator to investigate further the connotation between attitude, green customer value, green marketing mix, and green purchase intention. The survey method is used to collect data with a sample size of 896 customers that are well-versed with eco-friendly green products and services from the different urban centers of the USA. The data is analyzed through a structural equation modeling (SEM)–based multivariate approach by using SPSS 26, AMOS 26, and conditional process modeling software. The findings have demonstrated a positive and significant impact of green customer value, green marketing mix, and attitude on the green purchase intention of US customers. The study has further concluded that the green psychological benefits (mediator) and green advertising (moderator) have a significant influence on a relationship between attitude, green customer value (environmental image and perceived value), green marketing mix, and green purchasing intention. The results of this research can be helpful for researchers and academicians to get insight into theoretical approaches to green purchasing, and it can also be helpful for marketers to devise green marketing strategies to gain optimal competitive advantage in the long run.
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Research Paper Marketing A Study on Challenges of Green Marketing: Present Scenario

As people become more concerned with the natural environment, businesses have begun to modify their behavior in an attempt to address peoples "new" concerns. Green Marketing has created revolution since few years in the market. Attempts are made by business organizations to be in line with environment friendly products to attract customers. This paper is an attempt to study the basic concepts and ideas behind green marketing, importance of green marketing and the challenges which are associated with different aspects of green marketing in the present scenario.

Related Papers
International Research Journal Commerce arts science
Green Marketing is a phenomenon which has developed particular important in the modern market. In the emerging world the concept of pollution free activity is given more importance in all sectors and in all stages. The environmentalists are targeting the industrial sectors as the major contributors for depleting natural resources and the environment destruction. Hence, both production and marketing division of industries are stressed more to take utmost care in these areas along with fulfilling the market demands. To overcome these difficulties a new concept has born in the present globalized world where production, consumption and also the marketing of the products can be carried effectively ensuring environment safety. This concept is named as “Green Marketing “.The outcome of this paper may trigger the minds of marketer to give a thought for adopting the suitable strategies which will give them a way to overcome major problems associated with regular marketing techniques and make a shift to green marketing. Eventually the marketers can save a lot on overhead costs and associated entities in the market. Keeping this thing in mind this paper is an attempt to understand awareness of consumer towards green marketing and green branding along with exploring the concept of green marketing.

rama prasad
In the present day world with alarming levels of environmental deterioration, global warming and pollution, human beings have become one of the most endangered species on this planet! Of late, more and more people are becoming aware of the urgent need for environmental protection and marketers these days are trying to capitalize on the same to ensure sustainable growth by redesigning their strategies. Green marketing is one of such strategies which marketers are using these days as a key strategy for sustainable competitive advantage. A decade back, most of the businesses had the perception that consumers are willing to buy products at best competitive prices and attach no value togreen and eco-friendly products. They felt that the pressure for making business environment green and behaving in a socially responsible manner essentially comesfrom Government and its legislation and consumers have nothing to do with it. But now with a change in consumer perception and their behaviour, the old perception of companies is alsochanging. It is only since 1990s that the researchers have started academically analyzing consumers' and industry attitude towards green marketing. Most of the studies on green marketing have been done in developed countries but such studies remain conspicuously absent in the context of emerging and developing economies like India. This research is a step to fill up this gap. This paper is a conceptual paper to understand the concept and origin of green marketing. An attempt has been made to study the benefits and challenges and make suggestions for using green marketing to gain sustainable competitive edge.
marsela telah
TJPRC Publication
Keeping our environment safe is one of the biggest needs of the time today. Environmental issues across the globe have gained prominence in both business and public life as well. Businesses have certainly begun to modify their behaviour in an attempt to address society's " new concerns " as society becomes more concerned with the natural environment. Some businesses have been quick to accept concepts like waste minimization eco-friendly products and environmental management systems and also have integrated environmental issues into all organizational activities. In the modern market green marketing is a phenomenon which has developed prominent importance and also has emerged as an important concept in India as in other parts of the developed and developing countries and also seen as an important strategy of facilitating sustainable development. Analyzing the need of environment protection as a vital and necessity component for their long term objectives in business many enterprises today are marketing sustainable products and services and also by promoting coefficient production activities are termed green businesses. Green products may be defined as products or services that which have a lesser or reduced bad effect on human health and also the environment when compared with services or competing products that serve the same purpose. Green business surely is an enterprise that has no negative effect on economy, environment, society and community. It certainly also meets the triple bottom line such as natural world betterment and social advantages for employees and members of the local community, financial benefits of the company. Green business today is practically existent everywhere around us. Companies such as General Electric and Wal-Mart are transforming their business practices into green ones. Many of the companies are working on the development of green marketing which in turn has opened the door of opportunities in terms of co-branding their products into separate line. In the wake of global warming the present paper identifies three particular segments of green consumers and also explores opportunities and challenges businesses have with green marketing. The paper also examines the present trends of green marketing in India and also describes the reasons as to why companies are trying to adopt it. Present article focuses on various organizations or the corporate that are actually taking the initiative needed to keep our environment free from harmful pollutants. In order to tap the market opportunities in the marketplace many organizations today are adopting green marketing technologies which emphasizes on the fact that there is a future of green marketing in India. Paper also focuses some of the problems with green marketing and concludes on the note that green marketing is something that will continuously grow in both practice and demand in the near future ahead.
Increasing awareness on the various environmental problems has led a shift in the way consumers go about their life. There has been a change in consumer attitudes towards a green lifestyle. People are actively trying to reduce their impact on the environment. However, this is not widespread and is still evolving. Organizations and business however have seen this change in consumer attitudes and are trying to gain an edge in the competitive market by exploiting the potential in the green market industry. In the modern era of globalization, it has become a challenge to keep the consumers in fold and even keep our natural environment safe and that is the biggest need of the time. Green marketing is a phenomenon which has developed particular importance in the modern market and has emerged as an important concept in India as in other parts of the developing and developed world, and is seen as an important strategy of facilitating sustainable development. In this research paper, main emphasis has been made of concept, need and importance of green marketing. Data has collected from multiple sources of evidence, in addition to books, journals, websites and news papers. It explores the main issues in adoption of green marketing practices. The paper describes the current Scenario of Indian market and explores the challenges have with green marketing.
Increasing awareness on the various environmental problems has led a shift in the way consumers go about their life. There has been a change in consumer attitudes towards a green lifestyle. People are actively trying to reduce their impact on the environment. However, this is not widespread and is still evolving. Organizations and business however have seen this change in consumer attitudes and are trying to gain an edge in the competitive market by exploiting the potential in the green market industry. In the modern era of globalization, it has become a challenge to keep the consumers in fold and even keep our natural environment safe and that is the biggest need of the time. Green marketing is a phenomenon which has developed particular importance in the modern market and has emerged as an important concept in India as in other parts of the developing and developed world, and is seen as an important strategy of facilitating sustainable development.
Green marketing is a phenomenon which has developed particularly important in the modern market, this concept has enabled for the thrill and the existing packaging Products that already comply with these guidelines. In addition, the development has opened the green marketing connect the door of opportunity for companies the praised quality green products in separate line, some while ignoring the other. This organization of the market Techniques are explained as the direct result of the movement the spirit of the consumer market. As a result of this Companies have increased targeted their consumers if you are concerned about the environment. These same Consumers by their concern are interested in integration by buy to environmental issues in their decisions. Their involvement in the process and content of the each product marketing strategy may be necessary. This article describes, as companies thought to have their Rate targeted green consumers, those who are affected. On the environment and it can have effect on all their purchases decisions? The document identifies three segments green consumers and examines the challenges and the opportunities companies with green marketing. We examine the trends of green marketing in Saudi and describe the reason why the companies are adopting the green marketing, and the future of the green marketing and finds that green Marketing is something that constantly grow in both Practice and application
Interal Res journa Managt Sci Tech
This study aims to provide information on the concept of Green Marketing and its importance to the environment. It generally refers to the marketing of such products that are environment friendly. Green Marketing has gained a lot of importance in today's market. As the resources are scarce and the human wants are unlimited, the resources should be efficiently utilised to satisfy them. Since, people are becoming aware about the environment and their problems therefore, are not ready compromise with the products that they buy. And finally, the environment has penetrated our collective consciousness deeply enough to move a whole lot of people toward Green lifestyle changes. This study will further focus on the challenges in green marketing.
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Fact Sheet 42 CFR Part 2 Final Rule 
Date: February 8, 2024
On February 8, 2024, the U.S. Department of Health & Human Services (HHS) through the Substance Abuse and Mental Health Services Administration (SAMHSA) and the Office for Civil Rights announced a final rule modifying the Confidentiality of Substance Use Disorder (SUD) Patient Records regulations at 42 CFR part 2 (“Part 2”). With this final rule, HHS is implementing the confidentiality provisions of section 3221 of the Coronavirus Aid, Relief, and Economic Security (CARES) Act (enacted March 27, 2020), which require the Department to align certain aspects of Part 2 with the Health Insurance Portability and Accountability Act of 1996 (HIPAA) Rules and the Health Information Technology for Economic and Clinical Health Act (HITECH).
The Part 2 statute (42 U.S.C. 290dd-2) protects “[r]ecords of the identity, diagnosis, prognosis, or treatment of any patient which are maintained in connection with the performance of any program or activity relating to substance use disorder education, prevention, training, treatment, rehabilitation, or research, which is conducted, regulated, or directly or indirectly assisted by any department or agency of the United States.” Confidentiality protections help address concerns that discrimination and fear of prosecution deter people from entering treatment for SUD.
The modifications in this final rule reflect the proposals published in the December 2, 2022, Notice of Proposed Rulemaking (NPRM) and public comments received from: substance use disorder and other advocacy groups; trade and professional associations; behavioral and other health providers; health information technology vendors and health information exchanges; state, local, tribal and territorial governments; health plans; academic institutions, including academic health centers; and unaffiliated or anonymous individuals. Following a 60-day comment period, HHS analyzed and carefully considered all comments submitted from the public on the NPRM and made appropriate modifications before finalizing.
Major Changes in the New Part 2 Rule
The final rule includes the following modifications to Part 2 that were proposed in the NPRM:
	Allows a single consent for all future uses and disclosures for treatment, payment, and health care operations.
	Allows HIPAA covered entities and business associates that receive records under this consent to redisclose the records in accordance with the HIPAA regulations. 1
	Permits disclosure of records without patient consent to public health authorities, provided that the records disclosed are de-identified according to the standards established in the HIPAA Privacy Rule.
	Restricts the use of records and testimony in civil, criminal, administrative, and legislative proceedings against patients, absent patient consent or a court order.
	Penalties : Aligns Part 2 penalties with HIPAA by replacing criminal penalties currently in Part 2 with civil and criminal enforcement authorities that also apply to HIPAA violations. 2
	Breach Notification : Applies the same requirements of the HIPAA Breach Notification Rule 3 to breaches of records under Part 2.
	Patient Notice : Aligns Part 2 Patient Notice requirements with the requirements of the HIPAA Notice of Privacy Practices.
	Safe Harbor : Creates a limit on civil or criminal liability for investigative agencies that act with reasonable diligence to determine whether a provider is subject to Part 2 before making a demand for records in the course of an investigation. The safe harbor requires investigative agencies to take certain steps in the event they discover they received Part 2 records without having first obtained the requisite court order.

Substantive Changes Made Since the NPRM
In addition to finalizing modifications to Part 2 that were proposed in the NPRM, the Final Rule includes further modifications informed by public comments, notably the following:
	Safe Harbor: Clarifies and strengthens the reasonable diligence steps that investigative agencies must follow to be eligible for the safe harbor: before requesting records, an investigative agency must look for a provider in SAMHSA’s online treatment facility locator and check a provider’s Patient Notice or HIPAA Notice of Privacy Practices to determine whether the provider is subject to Part 2.
	Segregation of Part 2 Data : Adds an express statement that segregating or segmenting Part 2 records is not required.
	Complaints : Adds a right to file a complaint directly with the Secretary for an alleged violation of Part 2. Patients may also concurrently file a complaint with the Part 2 program.
	SUD Counseling Notes : Creates a new definition for an SUD clinician’s notes analyzing the conversation in an SUD counseling session that the clinician voluntarily maintains separately from the rest of the patient’s SUD treatment and medical record and that require specific consent from an individual and cannot be used or disclosed based on a broad TPO consent. This is analogous to protections in HIPAA for psychotherapy notes. 4
	Prohibits combining patient consent for the use and disclosure of records for civil, criminal, administrative, or legislative proceedings with patient consent for any other use or disclosure.
	Requires a separate patient consent for the use and disclosure of SUD counseling notes.
	Requires that each disclosure made with patient consent include a copy of the consent or a clear explanation of the scope of the consent.
	Fundraising : Create a new right for patients to opt out of receiving fundraising communications.

What has not changed in Part 2?
As has always been the case under Part 2, patients’ SUD treatment records cannot be used to investigate or prosecute the patient without written patient consent or a court order.
Records obtained in an audit or evaluation of a Part 2 program cannot be used to investigate or prosecute patients, absent written consent of the patients or a court order that meets Part 2 requirements.
What comes next?
The final rule may be downloaded at https://www.federalregister.gov/public-inspection/2024-02544/confidentiality-of-substance-use-disorder-patient-records . HHS will support implementation and enforcement of this new rule, including through resources related to behavioral health developed by the SAMHSA-sponsored Center of Excellence for Protected Health Information . Persons subject to this regulation must comply with the applicable requirements of this final rule two years after the date of its publication in the Federal Register . The Department will conduct outreach and develop guidance on how to comply with the new requirements, such as filing breach reports when required.
OCR plans to finalize changes to the HIPAA Notice of Privacy Practices (NPP) to address uses and disclosures of protected health information that is also protected by Part 2 along with other changes to the NPP requirements, in an upcoming final rule modifying the HIPAA Privacy Rule.
HHS planning to implement in separate rulemaking the CARES Act antidiscrimination provisions that prohibit the use of patients’ Part 2 records against them.
1   However, these records cannot be used in legal proceedings against the patient without specific consent or a court order, which is more stringent than the HIPAA standard.
2    See 42 U.S.C. 1320d–5 and 1320d-6.
3   Section 13400 of the HITECH Act (codified at 42 U.S.C. 17921) defined the term “Breach”. Section 13402 of the HITECH Act (codified at 42 U.S.C. 17932) enacted breach notification requirements, discussed in detail below.
4    See https://www.hhs.gov/hipaa/for-professionals/faq/2088/does-hipaa-provide-extra-protections-mental-health-information-compared-other-health.html .
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OpenAI teases an amazing new generative video model called Sora
The firm is sharing Sora with a small group of safety testers but the rest of us will have to wait to learn more.
	Will Douglas Heaven archive page

OpenAI has built a striking new generative video model called Sora that can take a short text description and turn it into a detailed, high-definition film clip up to a minute long.
Based on four sample videos that OpenAI shared with MIT Technology Review ahead of today’s announcement, the San Francisco–based firm has pushed the envelope of what’s possible with text-to-video generation (a hot new research direction that we flagged as a trend to watch in 2024 ).
“We think building models that can understand video, and understand all these very complex interactions of our world, is an important step for all future AI systems,” says Tim Brooks, a scientist at OpenAI.
But there’s a disclaimer. OpenAI gave us a preview of Sora (which means sky in Japanese) under conditions of strict secrecy. In an unusual move, the firm would only share information about Sora if we agreed to wait until after news of the model was made public to seek the opinions of outside experts. [Editor’s note: We’ve updated this story with outside comment below.] OpenAI has not yet released a technical report or demonstrated the model actually working. And it says it won’t be releasing Sora anytime soon. [ Update: OpenAI has now shared more technical details on its website.]
The first generative models that could produce video from snippets of text appeared in late 2022. But early examples from Meta , Google, and a startup called Runway were glitchy and grainy. Since then, the tech has been getting better fast. Runway’s gen-2 model, released last year, can produce short clips that come close to matching big-studio animation in their quality. But most of these examples are still only a few seconds long.  
The sample videos from OpenAI’s Sora are high-definition and full of detail. OpenAI also says it can generate videos up to a minute long. One video of a Tokyo street scene shows that Sora has learned how objects fit together in 3D: the camera swoops into the scene to follow a couple as they walk past a row of shops.
OpenAI also claims that Sora handles occlusion well. One problem with existing models is that they can fail to keep track of objects when they drop out of view. For example, if a truck passes in front of a street sign, the sign might not reappear afterward.  
In a video of a papercraft underwater scene, Sora has added what look like cuts between different pieces of footage, and the model has maintained a consistent style between them.
It’s not perfect. In the Tokyo video, cars to the left look smaller than the people walking beside them. They also pop in and out between the tree branches. “There’s definitely some work to be done in terms of long-term coherence,” says Brooks. “For example, if someone goes out of view for a long time, they won’t come back. The model kind of forgets that they were supposed to be there.”
Impressive as they are, the sample videos shown here were no doubt cherry-picked to show Sora at its best. Without more information, it is hard to know how representative they are of the model’s typical output.   
It may be some time before we find out. OpenAI’s announcement of Sora today is a tech tease, and the company says it has no current plans to release it to the public. Instead, OpenAI will today begin sharing the model with third-party safety testers for the first time.
In particular, the firm is worried about the potential misuses of fake but photorealistic video . “We’re being careful about deployment here and making sure we have all our bases covered before we put this in the hands of the general public,” says Aditya Ramesh, a scientist at OpenAI, who created the firm’s text-to-image model DALL-E .
But OpenAI is eyeing a product launch sometime in the future. As well as safety testers, the company is also sharing the model with a select group of video makers and artists to get feedback on how to make Sora as useful as possible to creative professionals. “The other goal is to show everyone what is on the horizon, to give a preview of what these models will be capable of,” says Ramesh.
To build Sora, the team adapted the tech behind DALL-E 3, the latest version of OpenAI’s flagship text-to-image model. Like most text-to-image models, DALL-E 3 uses what’s known as a diffusion model. These are trained to turn a fuzz of random pixels into a picture.
Sora takes this approach and applies it to videos rather than still images. But the researchers also added another technique to the mix. Unlike DALL-E or most other generative video models, Sora combines its diffusion model with a type of neural network called a transformer.
Transformers are great at processing long sequences of data, like words. That has made them the special sauce inside large language models like OpenAI’s GPT-4 and Google DeepMind’s Gemini . But videos are not made of words. Instead, the researchers had to find a way to cut videos into chunks that could be treated as if they were. The approach they came up with was to dice videos up across both space and time. “It’s like if you were to have a stack of all the video frames and you cut little cubes from it,” says Brooks.
The transformer inside Sora can then process these chunks of video data in much the same way that the transformer inside a large language model processes words in a block of text. The researchers say that this let them train Sora on many more types of video than other text-to-video models, varied in terms of resolution, duration, aspect ratio, and orientation. “It really helps the model,” says Brooks. “That is something that we’re not aware of any existing work on.”
“From a technical perspective it seems like a very significant leap forward,” says Sam Gregory, executive director at Witness, a human rights organization that specializes in the use and misuse of video technology. “But there are two sides to the coin,” he says. “The expressive capabilities offer the potential for many more people to be storytellers using video. And there are also real potential avenues for misuse.” 
OpenAI is well aware of the risks that come with a generative video model. We are already seeing the large-scale misuse of deepfake images . Photorealistic video takes this to another level.
Gregory notes that you could use technology like this to misinform people about conflict zones or protests. The range of styles is also interesting, he says. If you could generate shaky footage that looked like something shot with a phone, it would come across as more authentic.
The tech is not there yet, but generative video has gone from zero to Sora in just 18 months. “We’re going to be entering a universe where there will be fully synthetic content, human-generated content and a mix of the two,” says Gregory.
The OpenAI team plans to draw on the safety testing it did last year for DALL-E 3. Sora already includes a filter that runs on all prompts sent to the model that will block requests for violent, sexual, or hateful images, as well as images of known people. Another filter will look at frames of generated videos and block material that violates OpenAI’s safety policies.
OpenAI says it is also adapting a fake-image detector developed for DALL-E 3 to use with Sora. And the company will embed industry-standard C2PA tags , metadata that states how an image was generated, into all of Sora’s output. But these steps are far from foolproof. Fake-image detectors are hit-or-miss. Metadata is easy to remove, and most social media sites strip it from uploaded images by default.  
“We’ll definitely need to get more feedback and learn more about the types of risks that need to be addressed with video before it would make sense for us to release this,” says Ramesh.
Brooks agrees. “Part of the reason that we’re talking about this research now is so that we can start getting the input that we need to do the work necessary to figure out how it could be safely deployed,” he says.
Update 2/15: Comments from Sam Gregory were added .
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Ai for everything: 10 breakthrough technologies 2024.
Generative AI tools like ChatGPT reached mass adoption in record time, and reset the course of an entire industry.
What’s next for AI in 2024
Our writers look at the four hot trends to watch out for this year
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These six questions will dictate the future of generative AI
Generative AI took the world by storm in 2023. Its future—and ours—will be shaped by what we do next.
Google’s Gemini is now in everything. Here’s how you can try it out.
Gmail, Docs, and more will now come with Gemini baked in. But Europeans will have to wait before they can download the app.
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	Green marketing as an environmental practice: The impact on green
Green marketing is an example of an environmental management practice, aimed at reducing or preventing negative impacts on the environment (González-Benito & González-Benito, 2005) and ideally oriented towards delivering the (green) product (or service) at the right price, place and time, regardless of the market (i.e. B2C; B2B; business-to-reta...
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Former studies explored the reasons for the development of green marketing, which were the outcomes of ecological pressures and the proposal of the idea of sustainable consumption; besides, studies also explored the significance of green marketing in sustainable consumption ( Chen, 2016 ).
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Figure 1. Environmental Sustainability and S ustainable V alue Resource: Kotler & Armstrong, 2016, p. 637. In Figure 1, which shows a network that enterprises can use to measure their pr o gress...




	PDF Green Marketing: Environmental Concern and Customer Satisfaction
Green marketing is a an emerging marketing strategy that includes a wide variety of tasks and activities like fair-trade practices, product modification, production process and packaging that are eco friendly (Mishra & Sharma, 2012).Green marketing consist of an extensive range of activities like production process, change in product, packaging ...
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tions between green marketing in sustainable consumption and other factors; (2) the data contribute to the research of green marketing in sustainable consumption (Wang et al., 2021). Analysis Methods Selection Several software or methods can process bibliometric analy-sis with abundant publications quantitatively, such as RefViz,




	[PDF] Green Marketing: A Study of Consumers' Attitude towards
Increasing awareness on the various environmental problems has led a shift in the way consumers go about their life. There has been a change in consumer attitudes towards a green lifestyle. People are actively trying to reduce their impact on the environment. However, this is not widespread and is still evolving. Organizations and business however have seen this change in consumer attitudes ...




	PDF Effect of green marketing mix, green customer value, and attitude on
marketers are adopting the green marketing concept with the uprising environmental concern of customers, thereby gaining a competitive advantage in today's competitive era (Walia et al. 2019; Lee and Park 2013). Several studies highlight the green marketing activities as signicant in all elds like green marketing segmentation, green marketing,




	PDF A Study on Evolution of Green Products and Green Marketing
Green marketing is a way to use the environmental benefits of a product or service to promote sales. Many consumers will choose products that do not damage the environment over less environmentally friendly products, even if they cost more.




	PDF Systematic Review of Green Marketing Literature: a Critical Study.
1F. O., 2Ph.D. in Commerce and Business Administration, 1Registrar Office, Bihar Agricultural University, Sabour, Bhagalpur (Bihar), India, 2Tilka Manjhi Bhagalpur University, Bhagalpur (Bihar), India. Abstract: Green marketing is the marketing of environmentally friendly products and services.
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Research Paper on Green Marketing Ameet Sao, M.B.A.(Assistant Professor) Shaheed Sukhdev College Of Business Studies (University Of Delhi) Abstract: Green marketing is a phenomenon which has developed particular important in the modern market.




	PDF Green Marketing: Change Leading to Sustainability
It considers the main issues in adoption of green marketing practices. The paper explains the context of Indian market and explores the challenges with green marketing ... However, in his research on green product innovation strategy, Driessen (2005) finds that in order to maintain a competitive advantage, an optimum level of greenness needs to ...




	(PDF) Green Marketing Mix: A Review of Literature and Direction for
Green Marketing has been an important academic research topic since its inception. But at the same time one of the biggest problems with the green marketing area is that there has been little attempt to academically examine environmental or green marketing.




	(PDF) GREEN MARKETING: A DOOR TO SUSTAINABLE DEVELOPMENT
According to Zulfiqar & Shafaat, (2015) explained that green marketing is a product development concept that has the aim of minimizing hazardous raw material and energy waste, and reducing...




	[PDF] Sustainable development through green marketing: The industry
Sustainable development through green marketing: The industry perspective. R. P. Saxena, P. Khandelwal. Published 2010. Environmental Science, Business. The International Journal of Environmental, Cultural, Economic, and Social Sustainability: Annual Review. The word "Sustainability" does not have an agreed upon single definition.




	PDF Green Marketing Adoption by Some Selected Indian Firms
The research paper primarily focuses on the concept, necessity, and significance of green marketing. To fully comprehend the importance of green and sustainability management, various sources such as books, journals, websites, and newspapers need to be utilized to gather data.




	PDF Green Marketing
This research paper explains the concept of green marketing, evolution of green marketing, green marketing mix, and challenges of green marketing and also explains the companies who are adopting green strategy in the market and also explains the factors which can influence the green marketing.




	PDF Green marketing in India: An Overview
In this research paper, main emphasis has been made of concept, need and importance of green marketing. Data has collected from multiple sources of evidence, in addition to books, journals, websites and news papers. It explores the main issues in adoption of green marketing practices.




	(PDF) Research Paper Marketing A Study on Challenges of Green Marketing
This paper is a conceptual paper to understand the concept and origin of green marketing. An attempt has been made to study the benefits and challenges and make suggestions for using green marketing to gain sustainable competitive edge. Download Free PDF View PDF marsela telah




	(PDF) Green Marketing and Sustainability: Review Paper
Green Marketing and Sustainability: Review Paper Authors: Bilal Eneizan Jadara University Fathi Alshare Jadara University Marwan Al-Salaymeh Jadara University Odai Enaizan University of Tabuk...




	Gartner Emerging Technologies and Trends Impact Radar for 2024
Use this year's Gartner Emerging Tech Impact Radar to: ☑️Enhance your competitive edge in the smart world ☑️Prioritize prevalent and impactful GenAI use cases that already deliver real value to users ☑️Balance stimulating growth and mitigating risk ☑️Identify relevant emerging technologies that support your strategic product roadmap Explore all 30 technologies and trends: www ...




	Fact Sheet 42 CFR Part 2 Final Rule
The Part 2 statute (42 U.S.C. 290dd-2) protects "[r]ecords of the identity, diagnosis, prognosis, or treatment of any patient which are maintained in connection with the performance of any program or activity relating to substance use disorder education, prevention, training, treatment, rehabilitation, or research, which is conducted ...




	(PDF) GREEN MARKETING : A SUSTAINABLE CHANGE IN MARKET
This research paper is presenting importance of green marketing and also describes the problems faced by companies while adopting green marketing.Today Green marketing is taken as...




	OpenAI teases an amazing new generative video model called Sora
OpenAI has built a striking new generative video model called Sora that can take a short text description and turn it into a detailed, high-definition film clip up to a minute long.. Based on four ...




	(PDF) Green Marketing: Gains and Opportunities
PDF | The promotion of eco-friendly initiatives, services, and products is referred to as green marketing. It involves a wide range of strategies and... | Find, read and cite all the research you ...




	(PDF) GREEN MARKETING IN INDIA: CHALLENGES AND OPPORTUNITIES
Green Marketing GREEN MARKETING IN INDIA: CHALLENGES AND OPPORTUNITIES Authors: Garima Hooda Shiv Jaggarwal Amity University Raipur Abstract Green marketing is a significant trend in...




	(PDF) ICCC 2024 CERTIFICATE OF PRESENTATION
This certificate is proudly awarded to Amb.Dr. Benjamin Anabaraonye. Certificate of Appreciation at the "International Webinar on Earth Science and Climate Change" held Virtually on 25-26 Sep 2023.
















	Latest Articles
	how to change ip address in kali linux
	business plan on bakery
	romeo and juliet anticipation activities
	java assignment reference or value
	the management plan in a business plan
	baby mario's homework 2
	science projects 6th grade
	calming music for when you are doing homework
	research paper topics about pop culture
	maths worksheet 1st standard
	project on computer network
	explanatory research paper
	change drive letter via cmd
	introduction for clothing business plan
	microbrewery business plan pdf
	free printables for preschool learning
	how to make a research paper shorter
	example of a method in a research paper
	investment banking research papers pdf
	marketing plan for clothes business


	





© 2024 CheerUp. All rights reserved.
Sitemap


	assignment
	business plan
	essay writing
	homework
	paper writing
	research paper
	review writing




