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Abstract— The world population is growing day by day, and a significant number of people around the world are facing 
hunger. Energy demands are constantly increasing, and increased energy demands are triggering global warming. In order to 
limit global warming to 2 ° C, the use of fossil fuels should be limited significantly. Otherwise, we can say that easily, it is 
possible the world will emerge from being a place where our children can live. Using environmentally sensitive products, 
sustain a respectful living environment, inevitable to maintain the continuity of the world. At this point we are encounter with 
the environment friendly, eco-friendly, eco product and eco label on behalf of moving to understandable size on eco product.  
As the concept of marketing of them, green marketing concepts are born. If considered, the most valuable inheritance to be 
left to future generations is a livable environment. Dissemination of green marketing and green labeling are inevitable. In this 
respect, there are many tasks in this issue to international organizations, countries, non-governmental organizations. Such as 
work out for increasing awareness of people, creating tax advantages, regulating legislation and creating campaigns. The aim 
of this study, in terms of sustainability of nature to create solutions for the widespread of green marketing, to create 
awareness. 

 
Index Terms-  Eco friendly, environmental label, green label, green marketing, green product. 
Jel Codes: M30, M31 
 
I. INTRODUCTION 
 
Since the existence of human beings, they have met 
the needs of dressing, sheltering and feeding in order 
to be able to handle the life of the individual, and at 
the same time they have created a negative effect on 
the environment. This negative effect has been 
increased in relation to the logarithmic increase of the 
human population. In addition to the increase in the 
world population, the developments in the industrial 
revolution and the transfer of production to different 
dimensions, differentiation of consumption, 
urbanization, etc. The negative effect was further 
increased by the factors and the dimensions of the 
human influence on the environment became 
irrevocable. 
During World War I, the basic science, especially 
chemistry, has progressed rapidly during the war with 
the countries, and this progress has resulted in the 
spread of the use of the chemical in consumer 
products. These situations had two consequences; 
The first is indirectly harmful to the environment as a 
result of human life. These; The formation of holes in 
the ozone layer, the occurrence of global warming, 
the formation of 10% of the world's glaciers, the 
increase in sea level and the emergence of the danger 
of flooding the coastal cities, the increase of forest 
fires, desertification, etc. With unconscious 
consumption and lifestyle, we are seriously hurting 
the world a little more and more every day. 
According to a recent United Nations report, natural 
disasters, decadal fish stocks, chromosomal diseases 
caused by toxic chemicals, and three million people 
worldwide are estimated to have lost their lives due to 
open air pollution every year. The most beautiful 
heritage we will leave for future generations is the  

 
livable. In order to leave a livable environment, it is 
inevitable to use environmentally friendly products-
processes that do not harm the environment. 
The second is that while the world's population was 
1.6 million in 1900, it has now risen to 7.2 million, 
with a rise to 10.9 million by 2100 [7]. Parallel to the 
growing population, a number of chemicals are used 
in consumer goods in order to meet demand. 
Protectors used to increase the durability of packaged 
foods, pesticides used in agricultural struggle and 
presented as a complement to modern agriculture, 
vegetable hormones that accelerate growth are some 
of them. 
Undoubtedly, the use of these products in production 
has many advantages. It is known that it has allergic, 
toxic, abrasive, carcinogenic and mutagenic effects 
together with all these things, such as stimulating 
growth, accelerating fruit ripening, increasing the 
amount of product obtained per unit time. In cleaning 
products, in toys, in clothing, in cosmetics, and even 
in white goods, the use of chemicals is at stake. 
 
II. THE REASONS OF GREEN MARKETING 
AND GREEN LABELING 
 
Your preferences while shopping may help you 
protect the world. Globally, eco-labeling is 
increasingly being used as a market-oriented 
environmental policy tool. Eco-labeling aims not to 
dampen the environmental effects on the environment 
during the production, consumption and disposal of 
the products [5]. 
In parallel with the increase in individual awareness, 
the situation has become widespread, with its health 
consciousness, increasing quality of life, directing it 
to the use of environmentally friendly products, and 
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in the case of businesses, having a sense of social 
responsibility. Because they do not want businesses 
that are researching, questioning, and challenging 
customer model businesses to do anything about 
business, but they do not want it to harm the 
environment. 
With increased globalization, businesses that have 
community awareness and social responsibility gain 
an important image in the eyes of consumers as well 
as meeting the needs and desires of consumers so that 
businesses can exist in the bazaar [1]. In the course of 
all these changes, mankind has witnessed the birth of 
a new market, which is green marketing and green 
labeling. 
 
III. GREEN MARKETING 
 
Integrating environmental concerns into marketing 
practice and principles has been a continuing idea 
since the 1970s. Over time, as the interaction between 
the economy and the environment evolved, ideas 
about "green marketing" emerged and these ideas 
continued to evolve [9]. 
Green marketing is a collection of activities that, 
according to the demands of the community, are 
created to create and easily implement changes and to 
harm the environment as little or as little as possible. 
Unfortunately, the majority of people think of green 
marketing as an advertisement only for products with 
environmental characteristics; Phosphate-free, 
recyclable, ozone-friendly and environmentally-
friendly concepts are some of the most popular 
concepts of consumer green marketing. While these 
concepts are related to green marketing demands, 
green marketing in general is also applied to broader 
concepts. Namely; we use green marketing for 
concepts that can be applied to consumer goods, 
industrial goods and even services. 
For example, there are holiday villagers who are 
starting to introduce themselves as "ecotourists" all 
over the world today. The tourists in the facilities live 
in nature, while the facility operates in a way that is 
the least negative effect of the environment [10].  
A similar definition, we can define green marketing 
as follows; Is a marketing effort trying to ensure that 
consumers prefer these products, even though the 
price of recyclable, environmentally friendly products 
is higher than the others. 
The concept of Corporate Social Responsibility is 
seen as a way of attracting foreign capital by 
providing the business world with a competitive 
advantage in the rapidly globalizing new world 
economy. Investments in social issues, as well as 
businesses in society, are in the hands of the winners. 
"An economic growth without damage to the 
environment is called sustainable development"[6]. 
 
IV. GREEN LABELING 
 
The concept of green label was born in order to be 

able to distinguish and market nature friendly 
products from other products. One of the key green 
marketing tools is green labels, also called 
environmentally friendly environmental labels. These 
environmental labels make it easy for consumers to 
make decisions about selected eco-friendly products, 
as well as a demonstration that the product is 
environmentally friendly. 
The eco-label should describe, compile, test and 
summarize the environmental performance of each 
product and present it to the consumer as easily as 
possible [3]. 
 
The eco-label informs the consumer about the 
ecological change that has been experienced at all 
stages of the product's production. If the product is 
considered ecologically safe by the standards of the 
country, region or organization, the product is labeled 
with an eco-label. Otherwise, the negative eco-label is 
used so that the negative eco-label informs the 
consumer of the damage to the product. [1] 
 
Regulations on the green label have been issued by 
the European Union in the form of the Eco-label 
Regulation 66/2010 / EC in order to enable consumers 
to access greener products and services. This 
Regulation provides general information on green 
labeling, with general criteria for green labeling. 
Regulations are made by relevant commission. The 
EU environmental label may be provided for any 
service or product in areas other than food, beverages, 
pharmaceuticals and medicinal products. The addition 
of new groups of eco-labeling is ongoing in the 
indicated products, though ongoing [2]: 

• Cleaning products 
• Office & printing products 
• Electrical-electronic devices 
• Construction products 
• Garden and agricultural products 
• Vacation areas (hotel, campsite etc.), 
• Clothing products, etc. 

 
It is an application based on volunteerism, and it 
brings no obligation, but as a sign of environmental 
awareness, which is a social responsibility, it has the 
advantage that institutions can take more place in the 
global marketplace [2]. The absence of compulsory 
means that people in voluntary-based jobs are 
therefore forced to enter into the existence of 
institutions more often. 
 
However, in order to promote the use of green 
labeling in Europe, the Green Procurement 
Regulations (GPP) are included in the requirements. 
For example, the Estonian Ministry of the 
Environment has included environmental regulations 
such as the compliance of cleaning services with a 
certificate of ISO 14001 or equivalent, biodegradation 
of plastic bags, grouping of wastes, toilet paper and 
paper towels made from recycled paper in technical 
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specifications of the auction for cleaning services in 
2010 [11]. 
 
CONCLUSION AND RECOMMENDATIONS 
 
Consumers need to market environmentally 
conscious, "green" or "green" images, as well as high-
quality green products with green marketing 
strategies. However, it is also a fact that the products 
we regard as green are not preferred over other 
products or services on the market. There are many 
reasons for this. 
In the EPA's 1994 survey, consumers are cited for the 
following reasons for causing harm to the 
environment. [10] 

 

 
Figure 1. Causes and Perceptions of Consumers Indirectly 

Harming to the Environment [10] 
 

The development of the concept of green labeling 
should be used in the broader sense of the term. Apart 
from the profit objectives of the companies, the 
purpose of the benefits should also become clear. 
There are studies in this field in Turkey and in the 

world, but these studies have to be continued and 
increased. 
Green marketing emerges as a subject that needs to be 
sensitized both publicly, both in terms of producers 
and consumers. 
The public must make the necessary arrangements at 
this point. Manufacturers need to consider the concept 
of "green" when choosing products and / or services. 
Consumers should also make more discreet 
production and consider the concept of benefit. The 
concept of "green" as a culture is the basis for the 
continuity of applications. 
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