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Abstract

The environmental concern is on rise in all types of business; however, banking assumes
a special niche due to its ability to influence the economic growth and development of the
country. The present study proposes conceptual model of Green banking initiatives and
studies the impact of three Green banking initiatives, viz. green products development,
green corporate social responsibility and green internal process on two possible outcomes,
viz. Green brand image and Green trust. The study is qualitative in nature comprising of
semistructured in-depth interviews conducted with 36 middle- to senior-level managers of
twelve public and private Indian banks. Banking sector can play a crucial role in green-
ing the banking system by enhancing the availability of finance and serve the needs of a
“green economy”. The findings of the study revealed that 63% of the total respondents
were of view that their bank indulges in development of several green banking products
and services, 53% of the bankers said that their bank incorporates green internal processes
in their daily activities, and 78% respondents said that their bank undertakes several green
corporate social responsibility initiatives. This investigation further highlights that more
than 60% respondents believed that Green banking initiatives have positive role in restor-
ing customer trust through enhanced Green brand image. With dearth of studies on green
banking in India, the present qualitative study contributes to the body of knowledge and
paves way for future research in green banking for sustainable development.
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1 Introduction

Sustainability today is an “emerging mega-trend” (Lubin & Esty, 2020) and a very
important business objective to drive green business innovation (Raska & Shaw, 2012;
Royne et al., 2011). Companies like Cisco, HP and Walmart have successfully inte-
grated it into their business practices (Sheth et al., 2010). The relevance of green mar-
keting in existent scenario is conspicuous because of environmental concerns amongst
marketing researchers and practitioners (Chamorro et al., 2009; Peattie & Crane, 2005;
Ottman et al., 2006; Lee, 2008; Polonsky, 2011; Sharma, 2018). Industrialization has
resulted in ecological inequality, and corporates are blooming at the expense of local
community (Porter & Kramer, 2014). Uneven industrialization has disturbed ecological
balance and has resulted in natural and industrial disasters (Rehman et al., 2021). High
levels of environmental pollution have raised social concern over environmental issues
(Chen, 2010). This environmental concern is surging in divergent businesses. Manufac-
turing, technology, electronics and IT industries (Bae, 2011) all are willingly accepting
environmental dedication as a paramount business responsibility (Chen et al., 2006).

Banks play a pivotal role in sustainable development of a country, and green bank-
ing today has become a phraseology. Due to financial, economic and environmen-
tal changes, financial services market is re-shaping and an all-inclusive engagement
of ethical proposal and values into banking practices is taking place (Lymperopoulos
et al., 2012; San-Jose et al., 2009). Banking sector facilitates adaptation of environment
friendly strategies, mitigates climate risks and supports recovery by diverting funds to
climate-sensitive sectors (Part & Kim, 2020). Today, environmental and green banking
has become synonym with sustainability (Kérni et al., 2003), so banks are broadcast-
ing corporate social responsibility (CSR) activities (Scholtens, 2011). Banks globally
are investing substantially in green strategies (Evangelinos et al., 2009) to create green
image. Greening of bank is further reducing carbon footprints from banking activities,
and this is mutually beneficial to the banks, industries and the economy (Bihari & Pan-
dey, 2015).

Many relevant studies have been conducted on green banking before. Scholtens
assigns green bank marketing as a component of larger CSR concept. Economic agents
banks play an important role in financing environment-friendly projects (Nizam et al.,
2019) and thus contribute towards society (Rehman et al., 2021). Kirni et al. (2003)
and Grove et al. (1996) explained association between green marketing and CSR, in
non-banking sector. Lymperopoulos et al. (2012) tested the favorable impact of green
bank marketing and green image; for Evangelinos et al. (2009) development of green
services was the prime focus. Kumar and Prakash (2018) also opine that implement-
ing sustainable banking practices can be a strong stimulus to sustainable development
and points towards scarcity of studies related to sustainable banking in Indian banks.
Nizam et al. (2019) emphasized the need for implementing Green banking initiatives in
routine operations, whereas Masukujjaman et al. (2017) talked about pivotal role played
by green banking in developing economies at social, corporate and environmental level.

Developed nations have attracted major research on green banking though devel-
oping nations have ignored them (Khan et al., 2015; Jeucken, 2015; Amacanin, 2005;
Scholtens, 2011; Roca & Searcy, 2012; Weber, 2016), and in countries like India
research on green banking is relatively undiscovered (Prakash et al., 2018). Majority of
research in India is on corporate social responsibility and management of environment
(Biswas, 2011; Narwal, 2007; Rajput et al., 2013; Sahoo & Nayak, 2007; Sharma &
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Mani, 2013), green banking strategies (Bihari, 2010; Bahl, 2012; Jha & Bhoome, 2013;
Tara & Singh, 2014) and green practices adopted by public and private sector banks.

Equator Principles (EPs) and United National Environmental Protection Finance initia-
tive (UNEPF1) and Equator Principles (EPs) promote sustainable development through
financial institutions. It has been embraced by more than 200 member nations, and India
also being a member nation is following the guidelines of RBI (Reserve Bank of India,
2017). However, despite taking vigorous steps by Indian government, sustainability is yet
to dribble down to ordinary people.

Communication gap between the various stakeholders, lack of awareness, lack of green
image of the banks and lack of trust are amongst the various reasons why the outcome of
the green outreach by the banks is not as expected. Lymperopoulos et al. (2012) empiri-
cally validated that green bank marketing positively influences green image of the bank.
However, no such study has been conducted in Indian scenario. The impact of Green bank-
ing initiatives to enhance the Green trust and further Green brand image has not been stud-
ied so far in Indian scenario.

Henceforth, there is a need to develop a framework that will fill the research gaps by
asking following research questions:

RQ1 What are the Green banking initiatives of leading Indian public and private banks?
RQ2 What are the major challenges for Indian banks towards “going green”?

RQ3 How the Green banking initiatives contribute towards creation of Green trust?

RQ4 How the Green banking initiatives contribute towards creation of Green brand image?

The remaining of this paper is organized as follows: the next section discusses litera-
ture review which throws light on green banking, Green banking initiatives in India and
challenges of implementing Green banking initiatives in India. Thereafter, the outcomes of
Green banking initiatives, viz. Green brand image and Green trust, are discussed as subsec-
tions. Afterwards, the research methodology is explained with the help of techniques used
for data collection and data analysis. Thereby, findings are discussed which elucidate how
research questions are answered. The study is concluded by highlighting the implications
and limitations of the research.

2 Literature review
2.1 Green banking

Green banking was initially introduced in the year 2009 in State of Florida. In India, SBI
(state bank of India) being the largest commercial bank took a lead towards setting higher
standards of sustainability and undertook foremost step towards “green banking” initiative.
SBI was the first bank to inaugurate wind farm project in Coimbatore.

Green banking is a form of banking activity where the banks take initiative to do its
daily activates as a conscious entity in the society by considering in-house and external
environmental sustainability. The banks who do such type of banking activities are termed
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as socially responsible and a sustainable bank or green bank or ethical bank (Hossain et al.,
2020; Zhixia et al., 2018).

A green bank is a bank that promotes and enacts green technologies in bank operations
both internally and externally to minimize carbon footprints and facilitates environment
management (Bose et al., 2017). It is an influencer for holistic growth of economy in the
nation (Jeucken & Bouma, 1999; UNEP FI, 2016). Green banks adopt social and economic
aspect into their strategies and progress towards sustainable practices (UNEP FI, 2011,
2017).

According to Indian Banks Association, green banking refers to a normal banking sys-
tem which involves all environmental as well as social factors with an aim to ensure eco-
logical sustainability and optimum use of natural resources (Scholtens, 2009; Lympero-
poulos et al., 2012; Kumar & Prakash, 2018; Sahi & Pahuja, 2020). Hermes et al. (2005)
said that banks involve a shift from traditional towards sustainable practices and social,
governance and environment criteria are being integrated into their core strategy. Scholtens
(2009) has explained the concept of green corporate social responsibility in banking and
pronounces that a green bank offers savings accounts to stakeholders, ensuring that the
savings will finance sustainable projects. He developed a framework to assess the social
responsibility of global banks and further tested it on 30 institutions and concluded that
there is a positive and significant association between a bank’s CSR score and its finan-
cial size and quality. As per Evangelinos et al. (2009), development of green products like
green financial products, loans for renewable energies, greener technologies, green lend-
ing and environmental management strategies is green marketing in bank. This improves
banks’ reputation and contribute towards sustainability. This has motivated several banks
implementing green strategies to invest in developing environmental image to better pre-
pare for future challenges.

Lymperopoulos et al. (2012) verified empirically that banking initiatives that are green
result in a favorable, green image. His green bank marketing construct is comprised of
green corporate social responsibility (GCSR), green internal process (GIP) and green prod-
uct development (GPD).

According to (Dewi & Dewi, 2017), green banking promotes environment-friendly
practices in banking sector. He further postulated that green banking guides the bank’s core
operation towards sustainability. Kumar and Prakash (2018) have studied the adoption level
of sustainable banking tools and categorized 40 criteria into five heads. They further used
content analysis to evaluate the sustainable practices of Indian banks and concluded that
green banking adoption is still at the nascent stage in Indian banking.

As a part of Green banking initiatives, several banks throughout the globe and NBFIs
have adopted eco-friendly mechanisms for financing as well as green transformation of
internal operations. For instance, banks in nations like Bangladesh, Brazil, Columbia and
Indonesia have started practicing green banking relatively along the lines of the policy
framework (Bahl, 2012; Rahman & Akhtar, 2016). Bank of Ceylon in its annual report of
2015 stated that all their services and goods are driven towards more technology-oriented
platforms which helps in reduction of carbon footprints. Also, peoples bank has initiated
a paradigm shift to its old model of banking (Oyegunle & Weber, 2015). Banks in China,
Turkey, Mongolia, Vietnam, Indonesia, Kenya and Peru have also introduced green bank-
ing concepts like SmartGen with mobile and internet-oriented passbook free application,
fortune branches being installed and initiation of smart zones (Scholtens, 2009; Bank of
Ceylon, 2015; Herath & Herath, 2019).

Currently, Indian banks are seen being desirable towards entering global markets
(Laskowska, 2018; Nuryakin & Maryati, 2020; Paramesswari, 2018), and it has become
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important that they recognize their environmental and social responsibilities (Prasanth
et al., 2018; Sahi & Pahuja, 2020; Zhixia et al., 2018). As a result, green strategies have
become prevalent, not only amongst smaller alternative and cooperative banks, but also
amongst diversified financial service providers, asset management firms and insurance
companies (Allen & Craig, 2016; Gopalakrishnan & Priya, 2020; Hossain et al., 2020;
Kapoor et al., 2016).

2.2 Green banking initiatives in India

Green initiatives may be referred to as developing green products which consume less
energy, and accordingly distribution, pricing and communication strategies follow. Peattie
and Charter (1994) have defined green marketing as a comprehensive process of manage-
ment which identify, anticipate and satisfy the needs of customers and society, in a fruitful
and sustainable way.

Banking defines green marketing in a similar manner as other industries do. Evange-
linos et al. (2009) defined green bank marketing as developing an innovative environment-
friendly financial product like green loans that finance clean technology, and green strat-
egies, like waste management programs and energy efficiency to augment banks’ green
reputation and performance.

Green marketing by banks or green initiatives forms a favorable eco-friendly image that
satisfies the customer’s green needs and green desires (Chang & Fong, 2010) and contrib-
utes towards sustainable development (Portney, 2008). Several banks are already imple-
menting green banking, green strategies and building their green image to handle exist-
ing confrontation. Such green actions can help banks to procure environmental reputation
and inculcate their environmental concern (Evangelinos et al., 2009; Lymperopoulos et al.,
2012; Portney, 2008).

Green marketing in banks should address green methods and process (Kirni et al.,
2003) that suggests green communication also be a part of green initiatives. Evangelinos
et al. (2009) suggest three aspects of green bank marketing in banking literature: lending
decisions of banks should be based on environmental criteria; bank environmental man-
agement strategies; and developing environmental financial products. He suggested that
“green” marketing refers to development of new green financial products that improves
banks reputation and performance.

Lymperopoulos et al. (2012) empirically validated that green bank marketing which
comprises of green product development (GPD), green corporate social responsibility
(GCSR) and green internal processing (GIP) is a complex concept, is crucial for the bank’s
green image (Hartmann et al., 2005) and critically contributes in developing customer loy-
alty and satisfaction (Chang & Fong, 2010).

Role of CSR in banks in creating Green brand image has not been explored much
(Lymperopoulos et al., 2012). CSR is decision making in business, and it has ethical val-
ues, compliance with law and regards for environment, communities and people, commu-
nities attached to it. Banking relates to CSR with reference to cause-related marketing, eth-
ical issues concerning minority and environment and quality of life (Donaldson & Dunfee,
2002). GCSR in banking has been emphasized by Scholtens (2009), as a socially responsi-
ble bank that safeguard savings that are financing environmental projects.

In the contemporary circumstances in market, financial service sector has been
reshaped, demanding fresh marketing insight with an aim to provide instructions for
successful practice. Going ecological has become a massive trend in the banking
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industry worldwide. The idea of green banking has encouraged banks to familiar-
ize with paperless, technology driven goods and services while curtailing ecological
impacts and performing their role as a corporate citizen on country’s development.
The need of the hour is to understand the demand for green initiatives because the
eventual success or even failures of these investments are influenced by apparent sat-
isfaction of green consumers. They also assist banks to develop environmental reputa-
tion and concern, which is has become imperative today.

Several issues of green marketing like green corporate social responsibility, green
product development and green internal processing are addressed by previous stud-
ies (Scholtens, 2009; Evangelinos et al., 2009; Lymperopoulos et al., 2012; Herath &
Herath, 2019) and are long established by several experts, as measurements of Green
banking initiatives. Additionally, the outcomes of several qualitative research under-
line the major contribution of GCSR as an accomplishment for green banks, thereby
backing up several former studies (Grove et al., 1996; Kérni et al., 2003). Green com-
munications also form an important part of green initiatives as the success of imple-
mentation depends upon how well they are communicated to the masses. Lympero-
poulos et al. (2012) also pointed out that environmental awareness can be included in
green banking.

India lags other market economies that are in emerging stage in terms of distinctive
sustainability policy for their banking practices. Ministry of Finance and RBI together
are focusing on developing a policy framework specifically for Indian green banking
sector (Roy, 2017; Kumar & Prakash, 2018). The present study has clubbed the Green
banking initiatives of leading Indian private and public sector banks in Indian banking
into three categories, viz. green product development, green corporate social responsi-
bility and green internal process (Scholtens, 2009; Evangelinos et al., 2009; Lympero-
poulos et al., 2012) as presented in Table 1. Table 1 explains the three categories of
Green banking initiatives, viz. GPD, GCSR and GIP, and different products introduced
by different banks under each category.

2.2.1 Green product development

Green product development has actually become the major strategic consideration for sev-
eral firms throughout the globe because of the ecological regulations and public aware-
ness of eco-friendly practices (Nuryakin & Maryati, 2020; Paramesswari, 2018). Green
product development can be defined as development of business loans for green logis-
tics and waste management, renewable energy sources, loans granted to produce organic
products, green mutual funds, stimulating purchase of hybrid cars and other green prod-
ucts, installing photovoltaic systems and investing in production of eco-friendly products
(Lymperopoulos et al., 2012), green mortgages and green bonds (Campiglio, 2016; Kumar
& Prakash, 2018) and climate fund (Jeucken, 2001; Scholtens, 2009; Islam et al., 2016;
GRI G4-FSS1,8, EN6). GPD emphasizes on “end of pipe technology” where organizations
are well aware of environmental issues via procedure of production and product design.
As per Chen (2001), the product designed to minimize the use of non-renewable resource
and avoid toxic materials and renewable resource during its whole life-cycle would be the
most effective to display green technological development (Driessen et al., 2013; Fraccas-
cia et al., 2018; Gopalakrishnan & Priya, 2020; Nuryakin & Maryati, 2020; Prasanth et al.,
2018; Yan & Yazdanifard, 2014).
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2.2.2 Green corporate social responsibility

Green corporate social responsibility (GCSR) can be described as the environmental aspect
of CSR—the duty to cover the environmental implications of the company’s operations
and the minimization of practices that might adversely affect the enjoyment of the coun-
try’s resources by future generations (Laskowska, 2018; Nuryakin & Maryati, 2020). It
can be defined as development of community involvement program (GRI G4-26; Mitra
& Schmidpeter, 2017; Hossain & Reaz2 007), charity and sponsoring (Jeucken, 2001;
Scholtens, 2009; GRI G4-EC1; Islam et al., 2016; Shukla & Donovan, 2014) and health
care and sanitation program (Hossain & Reaz, 2007; Narwal, 2007). Access points for
financial services in low populated or remote areas of the country (GRI FSS 13; Kumar
et al., 2015) improve access to financial services for disadvantaged people (GRI FSS 14;
Hossain & Reaz, 2007; Sarma & Pais, 2011). GCSR can decrease business risk, rally repu-
tation as well as afford opportunities for cost savings. Thus, GCSR is no longer a luxury
but a requirement. While much of the drive for sustainability has come from regulatory
directives, research has shown that if implemented constructively, GCSR can drive busi-
ness performance improvements in many areas (Allen & Craig, 2016; Nuryakin & Maryati,
2020).

2.2.3 Green internal process

Green internal process can be defined as relevant strategies for maximizing the utilization
of bank’s resources and preserving energy such as saving paper and water, recycling and
providing eco-friendly equipment; appropriate curriculum for personnel training to safe-
guard environment; and upgraded internal functions in to insulate the environment.

2.2.4 Challenges of implementing Green banking initiatives

Implementing Green banking initiatives in India involves a lot of problems. There is a lack
of awareness amongst the customers and the bank employees about the concept of “green
banking” and even if they are aware, the information they have is inaccurate (The Bos-
ton Consulting Group, 2009; Jayadatta & Nitin, 2017; Sharma et al., 2014; Maheshwari,
2014; Rastogi & Khan, 2015; Sindhu, 2015). A huge gap has been found in what banks
want or try to spread and what people think of banks to be doing regarding green banking
(Jayadatta & Nitin, 2017; The Boston Consulting Group, 2009). Green washing has led
consumers to doubt towards environmental advertising and has led to increase in skepti-
cism that has negative influence on green brand equity (Alniacik & Yilmaz, 2012; Shrum
et al., 1995). It was found that almost three-fourth of people using online facilities provided
by their banks were unaware of the term green banking or misunderstood it with digital
banking (Sharma et al., 2014; Maheshwari, 2014; Rastogi & Khan, 2015; Sindhu, 2015).
Awareness of green banking is especially less within middle and senior age groups (Sahoo
et al., 2016). Henceforth, significant gap in terms of studying the impact of demographic
exists.

Inclusive growth of economy requires a robust and healthy banking practices (Kumar &
Prakash, 2018) Most of the activities of a green bank in India are focused on ATMs, inter-
net banking, paperless banking, etc. (Biswas, 2011). It is also researched that Indian banks
are not so well equipped to implement Green banking initiatives (Rajput et al., 2013), and
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they still have a long way to go (Kumar & Prakash, 2018). Reserve Bank of India is a
major contributor in facilitating environmental policies. A developing country like India
requires more thrust on the social dimension of banking and couples it with economic
growth (UNEP FI, 2017). Limited Indian banks have advocated the green banking princi-
ples as per international standard. There is a need to improve regulatory framework (UNEP
FI, 2011).

3 Outcomes of Green banking initiatives
3.1 Green brand image

Chang and Fong (2010) defined green corporate image as “the perceptions developed from
the interaction among the institute, personnel, customers and the community that are linked
to environmental commitments and environmental concerns”. If the green products of a
company are reliable and stable, they converge with the environmental needs of consumer,
enjoy excellent environmental performance and have green reputation that company will
relish green image. According to Chen (2010), Green brand image is when a product is
perceived by the customers as having green commitment and green concerns. It is accepted
via its competence in green reputation, success in sustainable achievement and trustwor-
thiness of environmental promises. Chen (2010) also endorsed that green marketing posi-
tively influences a company to obtain competitive advantages, enhance corporate image
and product value and hunt for innovative opportunities in market and augment the product
value with reference to information technology products. Hartmann et al. (2005) posit that
an efficiently chalked out green positioning strategy can provide direction towards more
appreciative brand perceptions.

In the banking studies, green bank image is related to bank superiority substantially and
reputation in their environmental endeavor vis-a-vis competition (Lewis & Soureli, 2006).
This clubbed with the impression of the customers plays an important role in describing
Green brand image (Nguyen & LeBlanc, 2001). Further, green bank image can help in
retaining the customers, winning back the lost and attracting new ones, thus leading to
banks’ prosperity and future sustainability. Thus, it can be presumed that corporate image
has a substantial impact on customer loyalty and achieving the fundamentals of green mar-
keting (Chaudhuri, 1997; Chen & Chang, 2013; Lewis & Weigert, 1985; Mitchell et al.,
1997).

3.2 Green trust

Rotter (1971) defined trust as the extent to which a party can entrust on another party’s
word, statement or promise. Hart and Saunders (1997) believe that trust is the assurance
that others would behave as is conventional based on integrity, ability and benevolence
(Schurr & Ozanne, 1985), a degree of willingness to believe another party based on abil-
ity, reliability and benevolence (Ganesan, 1994). Green trust is a willingness to rely on a
product, brand or service or expectation arising out of its ability and credibility because
of its environmental performance (Chen, 2010). Prior research has shown a positive rela-
tionship between trust and long-term consumer behavior (Lee et al., 2011) and purchase
intentions (Harris & Goode, 2010; Schlosser et al., 2006) and is an antecedent of the same
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(Van der Heijden et al., 2003). Chen and Chang (2013) endorse that green initiatives can
enhance customer trust and their willingness to purchase a product or service (Gefen &
Straub, 2004).

Henceforth, it can be concluded that Green banking initiatives will have positive influ-
ence on Green trust and customers’ green expectations. However, exaggerating the green
performance can also lead to reluctance of customers to trust (Kalafatis et al., 1999). For
a bank to gain Green trust of its customer, its environmental performance, expectations
and promises should be reliable, dependable and trustworthy (Chen, 2010); more informa-
tion about the “greenness” of product should be shared with stakeholders (Chen & Chang,
2013); else it can give rise to mistrust (Jain & Kaur, 2004). Table 2 summarizes the vari-
ous items of the major constructs of the study, viz. Green banking initiatives, Green brand
image and Green trust.

4 Proposed framework

This research develops a conceptual framework (Fig. 1) that illustrates the impact of Green
banking initiatives on Green brand image and Green trust. Green banking initiatives con-
sist of three items, viz. green product development, green corporate social responsibility
and green internal process (Lymperopoulos et al., 2012). The outcomes of Green banking
initiatives are Green brand image measured by four items in the scale by Chen (2010) and
Green trust measured by five items in the scale given by (Chen & Chang, 2013) (Table 2).

Green banking initiatives positively influence Green brand image (Lymperopoulos
et al., 2012), and Green banking initiatives enhance customer trust and their willingness to
purchase a product or service (Gefen & Straub, 2004).

5 Methodology and case study

As mentioned before, there is dearth of extensive study on green banking in India. Hence-
forth, the need for exploratory research is realized and chosen for the present study. Quali-
tative research provides a deep-seated understanding of the experience or case under obser-
vation and study by illuminating uncovering loosely connected insights and taking forward
the casual relationship. Use of qualitative research is more apt for formulization and theory
dissemination in the background when not much is public about the elemental variance.
According to Eisenhardt (1989), developing a case study method which is based on theory
is the favored investigation technique which assist not only in testing but also provoke inno-
vative policy in new arenas.

The present analysis is based on multiple case study where the same phenomenon is
investigated in multiple situations. However, the multiple cases shall be selected in such
a careful manner so that it either anticipates analogous outcome or anticipates contradic-
tory outcome for anticipated inference (Yin, 2003). The above-mentioned twin conditions
are addressed in the present study by taking into consideration more than one branch of
the same bank and branches from different banks. Henceforth, the findings obtained from
analysis of each case from contrasting groups (between State bank of India (SBI), Punjab
National Bank (PNB), Bank of Baroda (BOB), Canara Bank, ICICI Bank Ltd, HDFC Bank
Ltd, Axis Bank Ltd, Kotak Mahindra Bank, IndusInd Bank, YES Bank, IDFC Group,
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Fig. 1 Conceptual model of
Green banking initiatives

IDBI) were regarded as object of comparison and the results from each case from similar
group (amongst three branches of SBI or three branches of PNB) are findings which fur-
ther exaggerate the understanding of Green banking initiatives of Indian banks.

In comparison to a single case study, multiple case study provides more sturdy, per-
suasive and conclusive results. Furthermore, the findings from multiple case study can
be hypothesized to a larger extent and collaborate in theory building. Henceforth, a study
based on multiple case study is more accurate, logical, and sound (Ray & Sharma, 2019).
The findings accomplished from multiple case study method are more robust and trustwor-
thy (Baxter & Jack, 2008). They allow for a comprehensive development of research ques-
tions and academic transformation. The results validate the described complementary and
comparative findings to enrich the knowledge base of green banking.

5.1 Exploratory interviews

As the study is exploratory in nature, the research questions focused on what (do you [...],
e.g., believe?), how (do you [...], e.g., feel?), why (do you [...], e.g., believe?), in contrast
to how much and how many and other quantifiable question. Exploratory interviews were
found to be more fruitful technique of providing relevant information deemed necessary
for developing a new theory (Amaratunga et al., 2002; De Ruyter & Scholl, 1998). Several
probing questions like “what are the Green banking initiatives used by your bank?”, “what
are the problems faced in communicating Green banking initiatives?” ....... ” Were asked
to reveal as much information as possible. The benefit of asking such practical questions
was that they provided a structure for reference and conceded the researcher to explore
deeper and get analytical. Laddering and funneling techniques were used (Eisenhardt &
Graebner, 2007; Kvale & Brinkmann, 2009) to discover the hidden meaning. The ques-
tions were semistructured so had flexibility of words and sequence guided by interviewee’s
response. Divergent themes and subthemes were explored dictated by interviewee’s interest
and expertise. The focus of the conversation was on green initiatives, their impact on Green
brand image and Green trust. This directed the study to conduct interviews in the form of
conversation, which were deemed apt for the study’s exploratory nature. It was also consid-
ered relevant to conduct detailed analysis (Flick, 2009).
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5.2 Data collection

Exploratory research design has been used in the present study, and data have been col-
lected by interviewing 36 middle to senior level bank employees from 12 public and pri-
vate sector banks. Twelve banks that were targeted were State Bank of India (SBI), Punjab
National Bank (PNB), Bank of Baroda (BOB), Canara Bank, ICICI Bank Ltd, HDFC Bank
Ltd, Axis Bank Ltd, Kotak Mahindra Bank, IndusInd Bank, YES Bank, IDFC Group, IDBI
from Delhi NCR region. From each bank three middle-level managers were selected using
purposive sampling and were interviewed using semistructured questionnaire method. The
chosen respondents with their knowledge and expertise answered the semistructured ques-
tionnaire, and this helped in gathering critical points and in-depth knowledge of different
aspects of green banking. The theoretical insights that emerged increased the likelihood to
expand based on emergent theories (Baker, 2002; Eisenhardt & Graebner, 2007). As not
much research has been done in green banking in India, if analysis had considered a sample
up to twelve for conducting in-depth interviews it was considered sufficient (Carson et al.,
2001). However, this investigation conducted in-depth semistructured interviews with 36
banking sector employees. The detailed profile of the respondents is provided in Table 3.

The details of the interview were duly recorded and were written on paper. The inter-
view lasted for 50 min on an average, varying from 30 to 90 min (total number of hours
exceeding 30 h). Interviews were conducted face to face, and each interview was classified
into tables encompassing the most relevant headings under research (as explained earlier),
to organize the data. This phenomenon focused attention on distinctive opinions and segre-
gated those from customary perspective shared. Repetitive and interpreted logic produced
strong hypothesis development. With the help of in-text, entwined with germane literature,
the liaison between factual documentation and emerging theory was established (Amara-
tunga et al., 2002; Eisenhardt & Graebner, 2007).

5.3 Data analysis

After reaching the point of exhaustion when no contribution was done by new interviews,
data analysis was done. The data were analyzed based on conceptual framework (Fig. 1)
once interview material was transcripted. Thereafter, process of data analysis was initi-
ated wherein for each item in the interview detailed content analysis was performed (Flick,
2009) to remove the crucial facets. It was followed by an interesting exercise of highlight-
ing the cut-outs and freezing the nucleus statements in association with the conceptual
framework in Fig. 1 (Saldafia, 2012). Characterization was performed for each interview,
cut-outs found intriguing were underlined, and further important statements were frozen in
association with the conceptual framework (Saldafia, 2012). A characterization emerged
out of each interview. Then intensity analysis was performed wherein excellent responses
were analyzed further to compare the phenomenon under study.

This step involved following robust quality criteria. Every phase was documented,
memos were critically written, and motivation for each interpretation was worked upon.
Coding of the interview took place in two cycles, and the crucial facets of the findings
were assigned to the major categories of Green banking initiatives, Green brand image and
Green trust. Next, the extensive interview material was immersed as it was private investi-
gation of an exclusive interview. The objective of such technique was to point at the trends
emerging and to reinforce them all with fitting justifications. In summation, demonstration
was for the main constructs explained at the time of interviews in a pattern (i.e., putting
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Table 3 Respondents profile

S. No Respondent’s profile Bank name

1 HR manager, Male, 33 years SBI

2 Chief manager, male, 44 years

3 AVP, male, 52 years

4 Branch head, chief manager, female, 37 years PNB

5 Branch manager, female, 35 years

6 Branch head, male, 37 years

7 Branch manager, male, 34 years IDFC

8 Branch manager, male, 39 years

9 Operations manager, male, 42 years

10 Branch head, male, 42 years IDBI

11 Service and operations manager, male, 45 years

12 Assistant branch manager, male, 37 years

13 Assistant manager, female, 33 years YES BANK

14 Branch manager, female, 38 years

15 Branch manager, male, 35 years

16 Assistant vice president, male, 45 years INDUSIND BANK
17 Branch operations head and deputy branch manager, female, 36 years

18 Branch manager, male, 47 years

19 Branch manager, male, 43 years BANK OF BARODA
20 Branch manager, male, 41 years

21 Branch manager, male, 33 years

22 Branch manager, female, 37 years CANARA BANK
23 Branch manager, male, 42 years

24 Branch manager, male, 39 years

25 Deputy branch manager, female, 35 years ICICI BANK
26 Branch head, male, 42 years

27 Branch head, male, 39 years

28 Assistant vice president and branch manager, female, 45 years AXIS BANK
29 Branch manager, female, 40 years

30 Branch manager, male, 43 years

31 Branch operations manager, female, 36 years HDFC BANK
32 Branch manager, male, 42 years

33 Branch manager, female, 37 years

34 Branch manager, female, 35 years KOTAK BANK
35 Branch manager, male, 46 years

36 Branch manager, male, 40 years

together coding cycles) (Fig. 1). Consequently, the indicators were categorized. Content
analysis and topic-based analysis together justified and verified the authenticity of the

analysis.

The qualitative data for the study were collected with the help of in-depth personal
interviews conducted with the bank employees. The data developed thereafter provided rel-
evant insight. Numerous green marketing issues, such as GPD and GIP already addressed
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before by previous research (Evangelinos et al., 2009; Lymperopoulos et al., 2012), were
confirmed as components of green marketing by the practitioners. The findings of qualita-
tive analysis conducted in the study highlighted the role of GCSR as a crucial factor for
success of green bank marketing (Grove et al., 1996; Kirni et al., 2003; Lymperopoulos
et al., 2012).

6 Findings and discussion

The present study aims to provide answer to the following research questions:

RQ1 What are the Green banking initiatives of leading Indian public and private banks?
RQ2 What are the major challenges for Indian banks towards “going green”?

RQ3 How the Green banking initiatives contribute towards creation of Green trust?

RQ4 How the Green banking initiatives contribute towards creation of Green brand image?

The process adopted in the paper is depicted with the help of flowchart in Fig. 2. The
study begins with the introduction and now has moved to the findings and discussions
by answering the research questions identified in the beginning of the study.

RQ1 What are the Green banking initiatives of leading Indian public and private banks?

The Green banking initiatives in the paper are divided into three major categories:
green products development, green corporate social responsibility and green internal
process. They are further summarized in detail in Table 1 along with different prod-
ucts introduced under different heads by different banks under consideration. All the 36
respondents agreed that the twelve public sector and private sector banks are using these
Green banking initiatives.

One branch manager of a leading public sector bank stated: The bank has come up
with several green products and services like green loans/green financing of energy effi-
cient projects, promote renewable energy, green vehicle finance, loans for constructing
green buildings etc.

Another branch manager stated: My bank is involved in several green corporate
social responsibility activities as a part of green initiatives like tree plantation cam-
paigns, maintenance of parks, promoting environmental literacy etc.

One of the regional managers commented: Bank is implementing responsible waste
management disposal systems, rainwater harvesting, use of more daylight, using emails
and internal network communication instead of paper-based documentation.

Another AGM said: Implementing green banking has always been a major issue but
it plays an important role in the development of a developing nation like India.

Majority of the bank employees agreed that now both public and private sector banks
are taking steps to implement Green banking initiatives. They also commented about the
reputation risks involved from financing environmentally objectionable projects (Sahi &
Pahuja, 2020; Zhixia et al., 2018).
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Fig.2 Workflow of the research paper

RQ2 What are the major challenges for Indian banks towards “going green”?

In a country like India with literacy rate of 70% on an average, green banking is
still at a nascent stage and desired results have not been achieved (Kumar & Prakash,
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2018). The analysis revealed that there were multifold reasons attributed to it. The
bank employees provided very valuable and honest insight during the semistructured
interviews.

One of the regional managers commented: People have trust issue with green goods and
services. Most of the customers are uncomfortable adopting new tools and technologies.

Branch manager said: Many customers are not aware of several green tools and tech-
nologies resulting in no use or less use of them.

Another commented: Elderly and uneducated people are less adaptable towards
green products and services.

There were several other comments as mentioned below:

Staff training is a major task as few older staff are reluctant towards the change.
Green goods and services increase bank’s cost at least initially though reduces
administrative cost in the long run.

The major problem bank faces in this process is of customers not accepting the online
transactions happily.

Customers are skeptical towards safety in transactions undertaken online; however,
educated people easily adopt green technologies.

Majority of the bank employees agreed that a proactive way of future sustainability
is Green banking, but banks in India are running far behind their counterparts from
developed nations because of lack of education, lack of awareness and lack of prepared-
ness of Indian banks to implement green initiatives (Jayadatta & Nitin, 2017; The Bos-
ton Consulting Group, 2009). However, there was a consensus that a lot needs be done
till green banking percolate to grassroots level and this was not possible till all stake-
holders, i.e., government, bankers and customers work in union to achieve it (Kumar &
Prakash, 2018).

RQ3 How the Green banking initiatives contribute towards creation of Green trust?

Green trust is a willingness to rely on a product, brand or service or expectation aris-
ing out of its environmental performance. The Green banking initiatives if successfully
explained and implemented will enhance customer’s trust in bank and will positively
influence their purchasing decisions.

One of the bank managers stated: Bank’s priority must be to make customers do eve-
rything themselves digitally without being dependent on bank. This will increase their
confidence and enhance their trust on the bank.

Another bank employee stated: My bank undertakes several green corporate social
responsibility activities like tree plantation, maintenance of parks etc. They enhance our
reputation and reliability.

Regional manager said: One of our customers told me that he participated in the
marathon sponsored by our bank. He very proudly told other participants that he has
account in our bank, and we are very committed to the environmental cause.

Another employee stated: One customer came to me and said that he read in the
newspaper that our bank is a signatory to UNEP F1 and adhere to UN Global Compact
Principles. He said that he was very much impressed that our bank keeps promises and
commitments for environmental protection.
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Hence, based on comments received it can be affirmatively concluded that Green
banking initiatives in the form of green products and services, green corporate social
responsibility and green internal process can go a long way in creating Green trust of all
stakeholders (Chen, 2010).

RQ4 How the Green banking initiatives contribute towards creation of Green brand image?

Researchers studied the relation amid green banking and Green brand image result-
ing to the conclusion that a positive relation actually exists amid the banks undertaking
Green banking initiatives and the development that takes place in terms of improving
the banks brand image (Chang & Fong, 2010; Hartmann et al., 2005; Lymperopoulos
etal., 2012).

One manager stated: Green initiatives have influenced all our eco-friendly and envi-
ronmentally concerned consumers and they through positive word of mouth have aug-
mented bank’s green image within the society.

Regional manager Commented: Steps taken to create environmental awareness has
created Green brand image amongst our ecofriendly customers. This in future will be a
driver of satisfaction and loyalty. Bank green corporate social responsibility initiatives
like sponsorship for protection of wildlife, development of school fees collection mod-
ules etc. augment the banks green image.

One bank employee said: One of the customers told me that he saw two ambulances
donated by this bank outside an eye hospital. A slogan on environmental protection was
painted on the ambulance. He was very touched. His impression of our bank’s reputa-
tion got enhanced.

The above reviews guide the researchers to conclude that Green banking initiatives in
the form of green products and services, green corporate social responsibility and green
internal process contribute towards creation of Green brand image of the bank (Chaud-
huri, 1997; Chen & Chang, 2013; Lewis & Weigert, 1985; Mitchell et al., 1997).

On the basis of content analysis in Table 4, it can be concluded that 63% of the total
respondents were of view that their bank indulges in development of several green bank-
ing products and services; 53% of the bankers said that their bank incorporates green
internal processes in their daily activities; 78% respondents said that their bank under-
takes several GCSR actions like marathon for promoting sustainability, reduction of car-
bon footprints, green loans, green mortgages etc.; and 22% of respondents were of view
that their bank still has a long way to go for fulfilling its green corporate social respon-
sibilities. Though 84% of bankers believe that their bank is concerned as a benchmark
for ecological commitment, 16% bankers said that their bank is far away from setting
a standard for Green banking initiatives. Majority, i.e., 70%, of bankers feel that their
bank is very professional when it comes to environmental protection, but 30% said that
their bank is still an amateur in undertaking green initiatives and thereby fails to embark
on environmental protection. Though when it comes to fulfillment of ecological perfor-
mance and success in the same, half of the respondents agree and half disagree to this
fact. Majority of respondents, i.e., 63%, said that their bank undertakes many actions
to build its establishment towards environmental concern and approximately same, i.e.,
65% bankers also said that their bank seems to be trustworthy when it comes to envi-
ronmental argument that it puts amongst its customers. A widely held belief observed
amongst bankers was regarding reliability of bank’s environmental commitments, to
which 84% agreed and, merely 16% denied. Same results were attained when it came to
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Table 4 Results of the content analysis (to be inserted here)
Topic/Interview number 1234567891011121314151617 1819 20 21 22 23 24 2526 27 28 29 30 31 32 33 34 35 36

Does your bank indulges in YYYYYNNNNNNYYYYNNYYYYYYYYNNY YYYN YNYY

developing green products and services

Does bank involves green NNNNNNNNNNYYYYYYYYNN YNNYYYYYYYY NY YYN N

internal processing in its daily chores

Does your bank undertakes its YYYYYYYYYYNNNNYNNYYYYYYYY YYYY Y YYYY
green corporate social responsibilities

Is your bank considered NNNNNNNN NNNNNNNNNNNNY YYY Y NNNNNNNNNNY
as the best benchmark of environmental commitments
Your bank is professional NNNNNNNN YY YYYYYYYYYYYYYY Y YYYYY YYYNNN

‘When it comes to environmental reputation

My bank’s has succeeded NNNNNNNN YY YYYYYYYYYYYYYY Y YYYYY YYYNNN

in its environmental performance

My bank initiates several NNNNNNNN YY YYYYYYYYYYYYYY Y YYYYY YYYNNN
actions which proves its establishment towards environmental concern

My bank’s environmental NNNNNNNN YY YYYYYYYYYYYYYY Y YYYYY YYYNNN
argument is generally trustworthy

My bank’s environmental NYNYYYYN YY YYYYYYYYYYYYYY Y YYYYYY YYNNN
commitments are reliable

My bank’s environmental NYNYYYYN YY YYYYYYYYYYYYYY Y YYYYYY YYNNN
performance is dependable

My bank’s environmental NYYYYNNNN NY NNNNNNNNNNYY Y NNNNNNNYNN
concerns meet my expectations

My bank keeps promises NYYYYYYYY YYNYYNNNNNYYYY Y YNNYNYYYYNN

and commitments towards environmental concerns

My bank faces several YYYYYYYYYYYYYYYYYYYYNYYY Y YYYYYYYYYYY
challenges in implementing green banking initiatives

Number of respondents

mYES mNO

Fig.3 Results of the content analysis using bar graphs
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dependability on the bank’s environmental performance. Even though bankers feel that
their banks try and perform as much as possible towards ecological concerns, and even
63% felt that their bank keeps its promises for environmental performance, yet major-
ity of them feel that expectations are yet not fulfilled and almost all the bankers were of
view that banks face a lot of challenges like difficulty in gaining trust, lack of ease with
digital forms, cybercrimes, hacking risks, etc., while implementing green initiatives.
Results of content analysis are also depicted using bar graphs in Fig. 3.

7 Conclusions

To facilitate the market transformation demanded in Paris agreement, green banks play a
critical role to meet the goal of restricting global warming (Ihlen, 2009; Kolk & Pinkse,
2005; Miah et al., 2020). Banks needs to apply morality of sustainability and responsibility
to their business model. By adopting the environmental factors in their lending activities,
banks can gain public trust and also fulfill their responsibility towards the society. Green
banking, if implemented sincerely, will act as an effective measure for attaining people’s
trust and building bank’s brand image (Chen, 2010).

Countries like USA, UK, Australia, Japan and Malaysia have embedded Green banking
initiatives, guidelines and principles in their banking system (Meng et al., 2019; Thompson
& Cowton, 2004); however, India has a long way to go vis-a-vis their developed counter-
parts (Scholtens, 2009; Bank of Ceylon, 2015; Herath & Herath, 2019) and require strong
motivation and reinforcement to do so. In such a backdrop, the present study has relevant
theoretical, social and managerial implications.

The present study proposed conceptual model of Green banking initiatives in Fig. 1
with three antecedents of Green banking initiatives, viz. green products development,
green corporate social responsibility and green internal process with two green banking
outcomes: Green brand image and Green trust with themes and dimensions as described in
Table 2. Based on the findings of semistructured interviews and discussions; thereafter, the
proposed relationship in the conceptual model was appropriately concluded. This investi-
gation highlights the role of Green banking initiatives in restoring customer trust through
enhanced green image. The study has successfully answered all the four research questions
posed in the beginning of the study.

RQ1 What are the Green banking initiatives of leading Indian public and private banks?

In response to RQ1, the study suggests that majority of public and private sector banks
are implementing Green banking initiatives in the form of Green product development
like Green loans, green financing, green mortgages, loans for green construction, etc.;
Green corporate social responsibility like green credit cards, internet banking, green sav-
ings account, payment of school fees through ATM, solar ATM, green CDs, green aware-
ness programs; and green internal process like use of more daylight, employee training on
green initiatives, conducting energy audits, using internal network communication (Herath
& Herath, 2019; Lymperopoulos et al., 2012; Sudhalaksmi & Chinnadorai, 2014).Quan-
titative analysis revealed that 63% of the total respondents were of view that their bank
indulges in development of several green banking products and services; 53% of the bank-
ers said that their bank incorporates green internal processes in their daily activities; and
78% respondents said that their bank undertakes several GCSR.
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RQ2 What are the major challenges for Indian banks towards “going green”?

The study revealed very valid information regarding the major challenges for Indian
banks towards “going green”. It was found that there are lack of awareness, lack of edu-
cation and presence of green washing (The Boston Consulting Group, 2009; Jayadatta &
Nitin, 2017; Shrum et al., 1995; Alniacik & Yilmaz, 2012; Sharma et al., 2014; Mahesh-
wari, 2014; Rastogi & Khan, 2015; Sindhu, 2015) because of which Indian banks were not
able to meet international standard. Need for improved regulatory framework and collabo-
rated efforts of all stakeholders was also found imperative in achieving the required goals
(Miah et al., 2020). Previous studies clearly point out towards multi-stakeholder involve-
ment in facilitating green building adoption (Bukhari et al., 2020).

RQ3 How the Green banking initiatives contribute towards creation of Green trust?

Bank employees revealed that engaging in green corporate social responsibility activi-
ties like tree plantation, organizing marathons, undertaking green internal processes like
reducing paper usage, using digital banking safely, launching green counters and green
credit cards all enhance consumer’s trust in green activities of banks and create Green trust
(Chen, 2010; Lymperopoulos et al., 2012; Hossain et al., 2020).

RQ4 How the Green banking initiatives contribute towards creation of Green brand image?

The study revealed a positive relationship between Green banking initiatives and Green
brand image. The bank employees confirmed that eco-friendly consumers were very proud
of Green banking initiatives and also created positive word of mouth that helped in cre-
ation of Green brand image that helps in achieving customer loyalty and the fundamen-
tals of green marketing (Chaudhuri, 1997; Chen & Chang, 2013; Lewis & Weigert, 1985;
Mitchell et al., 1997).

On the basis of in-depth interviews, the study further concludes that 63% of the total
respondents were of view that their bank indulges in development of several green banking
products and services; 53% of the bankers said that their bank incorporates green internal
processes in their daily activities; and 78% respondents said that their bank undertakes sev-
eral green corporate social responsibility initiatives. This investigation further highlights
that more than 60% respondents believed that Green banking initiatives have positive role
in restoring customer trust through enhanced green image.

8 Suggestions and implications of the study

The theoretical implication of the present research is to validate using qualitative research
the positive relationship between Green banking initiatives, Green trust and Green brand
image of the Indian banks. The semistructured interview of thirty-six middle- to senior-
level bank managers of twelve banks has very lucidly thrown light on the challenges and
the proposed conceptual framework comprising of three constructs, viz. Green banking ini-
tiatives, Green trust and Green brand image. With dearth of studies on green banking in
India, the present qualitative study makes valuable contribution to the body of knowledge
and paves way for future research in green banking for sustainable development.
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The present study’s managerial implications are wide ranging. The investigation clearly
states that if Green banking initiatives are implemented effectively, augmenting environ-
mental reputation and reinforcing environmental concern will no longer be a utopia. So,
through efficient resource planning of green activities, new and interesting opportuni-
ties can be created by the bank which can boost their prominence and help to win trust
of current and prospective customers. The study will motivate the banking sector to be
engaged in green corporate social responsibility as “social banking” is an important aspect
of “green banking” and use green internal process to create awareness amongst the diver-
gent stakeholders. The study has great relevance for environmentalist, policy makers and
all stakeholders in developing effective and efficient green banking strategies.

9 The limitations and directions for future studies

The proposed relationship in this qualitative study can be further validated quantitatively,
and the impact of demographics on it can also be investigated. The study has been con-
ducted in Delhi NCR region in India, and an exhaustive study in different countries at dif-
ferent stages of development can provide valuable insight. The proposed framework can
also be studied from the point of view of other stakeholders apart from bank employees.

The study has very placidly explained how use of green initiatives by banks can enhance
Green brand image and solidify trust with stakeholders. The research results provide rel-
evant and divergent insights into government, strategist and academician to chalk out effec-
tive green banking strategies for “green economy”. The State of Green Bank Report (2020)
also declares that for a sustainable economic recovery during the global COVID 19 crises
as well as for reducing emission before 2050 “climate-resilient green banks” are the need
of the hour.

Acknowledgement The authors acknowledge the supports provided by Indian Council of Social Science
Research (ICSSR) India for funding this research.

Declaration

Conflict of interest The study has no conflict of interest.

References

Alniacik, U., & Yilmaz, C. (2012). The Effectiveness Of Green Advertising: Influences of Claim Specific-
ity, Product’s Environmental Relevance And Consumers’ Pro-Environmental Orientation. Amfiteatru
Economic, 56(31), 207-222. Retrieved from https://www.amfiteatrueconomic.ro/temp/Article_1111.
pdf

Allen, M., & Craig, C. (2016). Rethinking corporate social responsibility in the age of climate change: a
communication perspective. International Journal of Corporate Social Responsibility. https://doi.org/
10.1186/s40991-016-0002-8

Amacanin, M. C. (2005). The strategic implications of corporate responsibility and sustainability in the UK
banking sector. Doctoral dissertation, University of Nottingham, UK.

Amaratunga, D., Baldry, D., Sarshar, M., & Newton, R. (2002). Quantitative and qualitative research in the
built environment: Application of “mixed” research approach. Work Study, 51(1), 17-31

Bae, B. (2011). Use of fine arts works in domestic advertising. Korea Science and Art Forum, 8, 103.

Bahl, D. (2012). The role of green banking in sustainable growth. International Journal of Marketing, 1(2).

Baker, M. J. (2002). Sampling. The Marketing Review, 3(1), 103—-120

@ Springer


https://www.amfiteatrueconomic.ro/temp/Article_1111.pdf
https://www.amfiteatrueconomic.ro/temp/Article_1111.pdf
https://doi.org/10.1186/s40991-016-0002-8
https://doi.org/10.1186/s40991-016-0002-8

Green banking initiatives: a qualitative study on Indian banking... 315

Bank of Ceylon. (2015). Annual Report of the Directors’ on the State of Affairs of Bank of Ceylon.
Colombo. Retrieved 30 June 2020, https://web.boc.lk/catalog/view/theme/default/images/annual_
report_2015/arotdotsoaoboc.html

Baxter, P., & Jack, S. (2008). qualitative case study methodology: Study design and implementation for nov-
ice researchers. The Qualitative Report, 13(4), 545-559. https://doi.org/10.46743/2160-3715/2008.
1573

Bihari, S. (2010). Green banking-towards socially responsible banking in India. International Journal of
Business Insights & Transformation, 4(1).

Bihari, S., & Pandey, B. (2015). Green banking-towards socially responsible banking in India. Green Bank-
ing-Towards Socially Responsible Banking In India, 7(1), 1-17. https://doi.org/10.5897/JEIF2014.
0599

Biswas, D. (2011). A study of conceptual framework on green banking. Journal of Commerce and Manage-
ment Thought, 7(1), 39

Bose, S., Khan, H., Rashid, A., & Islam, S. (2017). What drives green banking disclosure? An institutional
and corporate governance perspective. Asia Pacific Journal of Management, 35(2), 501-527

Bukhari, S. A. A., Hashim, F., & Amran, A. (2020). The journey of Pakistan’s banking industry towards
green banking adoption. South Asian Journal of Business and Management Cases. https://doi.org/10.
1177/2277977920905306

Campiglio, E. (2016). Beyond carbon pricing: The role of banking and monetary policy in financing the
transition to a low-carbon economy. Ecological Economics, 121, 220-230

Carson, D., Gilmore, A., & Perry, C. (2001). Qualitative Marketing (1st Ed.). Sage.

Chamorro, A., Rubio, S., & Miranda, F. (2009). Characteristics of research on green marketing. Business
Strategy And The Environment. https://doi.org/10.1108/sd.2009.05625jad.008.

Chang, N., & Fong, C. (2010). Green product quality, green corporate image, green customer satisfaction,
and green customer loyalty. African Journal Of Business Management, 4(13), 2836-2844. https://doi.
org/10.5897/AJBM.9000310

Chaudhuri, A. (1997). Consumption emotion and perceived risk: A macro-analytic approach. Journal of
Business Research, 39(2), 81-92

Chan, H. (2011). Green process and product design in practice. Procedia - Social And Behavioral Sciences,
25, 398-402. https://doi.org/10.1016/j.sbspro.2012.02.050

Chen, Y. (2010). The drivers of green brand equity: Green brand image, green satisfaction, and Green trust.
Journal of Business Ethics, 93(2), 307-319

Chen, Y., Lai, S., & Wen, C. (2006). The influence of green innovation performance on corporate advantage
in Taiwan. Journal of Business Ethics, 67(4), 331-339

Chen, Y., & Chang, C. (2013). Towards Green trust. The influences of green perceived quality, green per-
ceived risk, and green satisfaction. Management Decision, 51(1), 63—-82

De Ruyter, K., & Scholl, N. (1998). Positioning qualitative market research: Reflections from theory and
practice. Qualitative Market Research: An International Journal, 1(1), 7-14

Dewi, I., & Dewi, 1. (2017). Corporate social responsibility, green banking, and going concern on bank-
ing company in Indonesia stock exchange. International Journal Of Social Sciences And Humanities,
1(3), 118-134. https://doi.org/10.29332/ijssh.v1n3.65

Donaldson, T., & Dunfee, T. (2002). Ties that bind in business ethics: Social contracts and why they matter.
Journal of Banking & Finance, 26(9), 1853—-1865

Driessen, P., Hillebrand, B., Kok, R., & Verhallen, T. (2013). Green new product development: The pivotal
role of product greenness. IEEE Transactions On Engineering Management, 60(2), 315-326. https://
doi.org/10.1109/tem.2013.2246792

Eisenhardt, K. (1989). Building theories from case study research. The Academy Of Management Review,
14(4), 532

Eisenhardt, K., & Graebner, M. (2007). Theory building from cases: Opportunities and challenges. Acad-
emy Of Management Journal, 50(1), 25-32

Evangelinos, K., Skouloudis, A., Nikolaou, I., & Filho, W. (2009). An analysis of corporate social respon-
sibility (CSR) and sustainability reporting assessment in the Greek banking sector. In S. Idowu & W.
Filho, Professionals’ Perspectives of Corporate Social Responsibility. (2nd Ed.). Springer

Fraccascia, L., Giannoccaro, 1., & Albino, V. (2018). Green product development: What does the country
product space imply? Journal of Cleaner Production, 170(1076), 1088. https://doi.org/10.1016/j.jclep
10.2017.09.190

Flick, U. (2009). An Introduction to Qualitative Research (1st Ed.). SAGE.

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. Journal of Market-
ing, 58(2), 1

@ Springer


https://web.boc.lk/catalog/view/theme/default/images/annual_report_2015/arotdotsoaoboc.html
https://web.boc.lk/catalog/view/theme/default/images/annual_report_2015/arotdotsoaoboc.html
https://doi.org/10.46743/2160-3715/2008.1573
https://doi.org/10.46743/2160-3715/2008.1573
https://doi.org/10.5897/JEIF2014.0599
https://doi.org/10.5897/JEIF2014.0599
https://doi.org/10.1177/2277977920905306
https://doi.org/10.1177/2277977920905306
https://doi.org/10.1108/sd.2009.05625jad.008
https://doi.org/10.5897/AJBM.9000310
https://doi.org/10.5897/AJBM.9000310
https://doi.org/10.1016/j.sbspro.2012.02.050
https://doi.org/10.29332/ijssh.v1n3.65
https://doi.org/10.1109/tem.2013.2246792
https://doi.org/10.1109/tem.2013.2246792
https://doi.org/10.1016/j.jclepro.2017.09.190
https://doi.org/10.1016/j.jclepro.2017.09.190

316 M. Sharma, A. Choubey

Gefen, D., & Straub, D. (2004). Consumer trust in B2C e-Commerce and the importance of social presence:
Experiments in e-Products and e-Services. Omega, 32(6), 407-424

Grove, S., Fisk, R., Pickett, G., & Kangun, N. (1996). Going green in the service sector. European Journal
of Marketing, 30(5), 56—-66

Gopalakrishnan, R., & Priya, D. (2020). SWOT analysis of green banking in India (Vol. 9, No. 4). Retrieved
26 December 2020.

Hartmann, P., Apaolaza Ibafiez, V., & Forcada Sainz, F. (2005). Green branding effects on attitude: Func-
tional versus emotional positioning strategies. Marketing Intelligence & Planning, 23(1), 9-29
Harris, L., & Goode, M. (2010). Online servicescapes, trust, and purchase intentions. Journal of Services

Marketing, 24(3), 230-243

Hart, P., & Saunders, C. (1997). Power and trust: critical factors in the adoption and use of electronic data
interchange. Organization Science, 8(1), 23-42

Herath, H., & Herath, H. (2019). Impact of Green banking initiatives on customer satisfaction: A concep-
tual model of customer satisfaction on green banking. Journal Of Business And Management, 21(1),
24-35. https://doi.org/10.9790/487X-2101032435

Hermes, N., Lensink, R., & Mehrteab, H. (2005). Peer monitoring, social ties and moral hazard in group
lending programs: evidence from eritrea. World Development, 33(1), 149-169

Hossain, M., & Reaz, M. (2007). The determinants and characteristics of voluntary disclosure by Indian
banking companies. Corporate Social Responsibility and Environmental Management, 14(5),
274-288

Hossain, M., & Rahman Karim, M. (2020). The effects of green banking practices on financial perfor-
mance of listed banking companies in Bangladesh. Canadian Journal of Business and Information
Studies. https://doi.org/10.34104/cjbis.020.01200128

Ihlen, @. (2009). Business and climate change: the climate response of the world’s 30 largest corpora-
tions. Environmental Communication, 3(2), 244-262

Islam, M., Jain, A., & Thomson, D. (2016). Does the global reporting initiative influence sustainabil-
ity disclosures in Asia-Pacific banks? Australasian Journal of Environmental Management, 23(3),
298-313

Jain, S., & Kaur, G. (2004). Green marketing: An attitudinal and behavioral analysis of Indian consum-
ers. Global Business Review, 5(2), 187-205

Jayadatta, S., & Nitin, S. (2017). Opportunities, challenges, initiatives and avenues for green banking in
india. international journal of business and management invention, 6(2), 10-15. Retrieved from
http://www.ijbmi.org/papers/Vol(6)2/version-3/B0602031015.pdf

Jeucken, M., & Bouma, J. (1999). The changing environment of banks. Greener Management Interna-
tional, 1999(27), 20-35

Jeucken, M. (2001). Sustainable Finance and Banking: Slow Starters are Gaining Pace. Earthscan.

Jeucken, M. (2015). Sustainable finance and banking. Taylor & Francis.

Jha, D., & Bhoome, S. (2013). A study of green banking trends in India. International Monthly Refereed
Journal Of Research In Management And Technology, 127-132.

Kalafatis, S., Pollard, M., East, R., & Tsogas, M. (1999). Green marketing and Ajzen’s theory of planned
behaviour: A cross-market examination. Journal of Consumer Marketing, 16(5), 441-460

Kapoor, N., Jaitly, D., & Gupta, R. (2016). Green banking: A step towards sustainable development.
International Journal of Research In Management, 6(7), 69-72.

Kirnd, J., Hansen, E., & Juslin, H. (2003). Environmental activity and forest certification in marketing
of forest products — A case study in Europe. Silva Fennica, 37(2).

Kolk, A., & Pinkse, J. (2005). Business responses to climate change: Identifying emergent strategies.
California Management Review, 47(3), 6-20

Khan, M., Khan, 1., Bhabha, J., Qureshi, Q., Qureshi, N., & Khan, R. (2015). The Role of Financial
institutions and the Economic Growth: A Literature Review. European Journal of Business and
Management, 7(1), 95-99. Retrieved from https://citeseerx.ist.psu.edu/viewdoc/download?doi=
10.1.1.931.5887&rep=repl &type=pdf

Kohn, D. (2012). Greening the financial sector (14th ed.). Berlin Heidelberg: Springer.

Kumar, K., & Prakash, A. (2018). Developing a framework for assessing sustainable banking perfor-
mance of the Indian banking sector. Social Responsibility Journal, 15(5), 689-709. https://doi.org/
10.1108/SRJ-07-2018-0162

Kumar, K., & Prakash, A. (2019). Managing sustainability in banking: extent of sustainable banking
adaptations of banking sector in India. Environment, Development and Sustainability, 22, 5199—
5217. https://doi.org/10.1007/s10668-019-00421-5

Kumar, R., Singh, S., & Tara, K. (2015). Green banking for environmental management: A paradigm
shift. Current World Environment, 10(3), 1029-1038

@ Springer


https://doi.org/10.9790/487X-2101032435
https://doi.org/10.34104/cjbis.020.01200128
http://www.ijbmi.org/papers/Vol(6)2/version-3/B0602031015.pdf
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.931.5887&rep=rep1&type=pdf
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.931.5887&rep=rep1&type=pdf
https://doi.org/10.1108/SRJ-07-2018-0162
https://doi.org/10.1108/SRJ-07-2018-0162
https://doi.org/10.1007/s10668-019-00421-5

Green banking initiatives: a qualitative study on Indian banking... 317

Kvale, S., & Brinkmann, S. (2009). Interviews: Learning the Craft of Qualitative Research Interviewing
(1st Ed.). Sage.

Laskowska, A. (2018). Green corporate social responsibility on the capital market - can eco-responsibility
be profitable? Journal of Positive Management, 8(3), 29. https://doi.org/10.12775/jpm.2017.123

Lee, H., Park, T., Moon, H., Yang, Y., & Kim, C. (2011). Corporate philanthropy, attitude towards corpora-
tions, and purchase intentions: A South Korea study. Journal of Business Research, 62(10), 939-946

Lee, K. (2008). Opportunities for green marketing: young consumers. Marketing Intelligence & Plan-
ning, 26(6), 573-586

Lewis, B., & Soureli, M. (2006). The antecedents of consumer loyalty in retail banking. Journal of Con-
sumer Behavior, 5(1), 15-31

Lewis, J., & Weigert, A. (1985). Trust as a social reality. Social Forces, 63(4), 967

Lubin, D., & Esty, D. (2010). The sustainability imperative. Harvard Business Review.

Lymperopoulos, C., Chaniotakis, I., & Soureli, M. (2012). A model of green bank marketing. Journal of
Financial Services Marketing, 17(2), 177-186

Maheshwari, D. (2014). Awareness of green marketing and its influence on buying behavior of con-
sumers: special reference to madhya pradesh, india. Journal of Management & Research, 8(1/4).
Retrieved from https://apps.aima.in/ejournal_new/articlespdf/3_dr_shruti_p_maheshwari.pdf

Malliga, A., & Revathi, K. (2016). Customer awareness on green banking-an initiative by private sector
banks in Theni district. International Journal of Economics and Business Review, 5(6), 58—66.

Miah, M. D., Rahman, S. M., & Mamoon, M. (2020). Green banking: The case of commercial bank-
ing sector in Oman. Environment Development and Sustainability. https://doi.org/10.1007/
$10668-020-00695-0

Meng, X., Zeng, S., Xie, X., & Zou, H. (2019). Beyond symbolic and substantive: Strategic disclosure
of corporate environmental information in China. Business Strategy and the Environment, 28(2),
403417

Mitchell, R., Agle, B., & Wood, D. (1997). Toward a theory of stakeholder identification and salience:
Defining the principle of who and what really counts. The Acadeny Of Management Review, 22(4).

Mitra, N., & Schmidpeter, R. (2017). The why, what and how of the CSR mandate: The India story. Corpo-
rate Social Responsibility in India, Springer, Cham. Retrieved 29 June 2020.

Masukujjaman, M., Siwar, C., Mahmud, M. R., & Alam, S. S. (2017). Bankers’ perception of green bank-
ing: Learning from the experience of Islamic banks in Bangladesh. Geografa-Malaysian Journal of
Society Space, 12(2).

Mozib Lalon, R. (2015). Credit Risk Management (CRM) Practices in Commercial Banks of Bangladesh “A
Study on Basic Bank Ltd.” International Journal of Economics, Finance and Management Sciences,
3(2), 78-90. https://doi.org/10.11648/j.ijefm.20150302.12

Narang, D. (2015). Green banking- a study of select banks in India. International Journal of Management
and Commerce Innovations, 3(1).

Narwal, M. (2007). CSR Initiatives of Indian banking industry. Social Responsibility Journal, 3(4), 4960

Nizam, E., Ng, A., Dewandaru, G., Nagayev, R., & Nkoba, M. A. (2019). The impact of social and envi-
ronmental sustainability on fnancial performance: A global analysis of the banking sector. Journal of
Multinational Financial Management, 49, 35-53

Nguyen, N., & Leblanc, G. (2001). Corporate image and corporate reputation in customers’ retention deci-
sions in services. Journal of Retailing and Consumer Services, 8(4), 227-236

Nuryakin, N., & Maryati, T. (2020). Green product competitiveness and green product success. Why and
how does mediating affect green innovation performance? Entrepreneurship and Sustainability
Issues., 7(4), 3061-3077. https://doi.org/10.9770/jesi.2020.7.4

Ottman, J., Stafford, E., & Hartman, C. (2006). Avoiding green marketing myopia: Ways to improve con-
sumer appeal for environmentally preferable products. Environment: Science and Policy for Sustain-
able Development, 48(5), 22-36

Oyegunle, A. & Weber, O. (2015). “Development of sustainability and green banking regulations: existing
codes and practices”, Centre for International Governance Innovation (CIGI) papers No. 65, available
at:www.cigionline.org/sites/default/files/cigi_paper_no.65_4.pdf (accessed 01 July 2020).

Paramesswari, N. (2018). Green Marketing - A Step Towards Sustainable Growth. International Journal of
Trend In Scientific Research And Development, 2(4), 2766-2768. https://doi.org/10.31142/ijtsrd 14339

Park, H., & Kim, J. (2020). Transition towards green banking: role of financial regulators and financial
institutions. Asian Journal of Sustainability and Social Responsibility. https://doi.org/10.1186/
s41180-020-00034-3

Porter, M. E., & Kramer, M. R. (2014). A response to Andrew Crane et al.’s article. California Management
Review, 56(2), 149-151

@ Springer


https://doi.org/10.12775/jpm.2017.123
https://apps.aima.in/ejournal_new/articlespdf/3_dr_shruti_p_maheshwari.pdf
https://doi.org/10.1007/s10668-020-00695-0
https://doi.org/10.1007/s10668-020-00695-0
https://doi.org/10.11648/j.ijefm.20150302.12
https://doi.org/10.9770/jesi.2020.7.4
http://www.cigionline.org/sites/default/files/cigi_paper_no.65_4.pdf
https://doi.org/10.31142/ijtsrd14339
https://doi.org/10.1186/s41180-020-00034-3
https://doi.org/10.1186/s41180-020-00034-3

318 M. Sharma, A. Choubey

Prasanth, V., Jyothsna, M., & Kumari, N. (2018). Consumer Buying Preference Based on Green Market-
ing And Green Product Development. International Journal of Advanced Multidisciplinary Scientific
Research, 1(7), 89-98. https://doi.org/10.31426/ijamsr.2018.1.7.719

Peattie, K., & Charter, M. (1994). Green Marketing. In E. Baker, The Marketing Book (1st Ed.). Butter-
worth-Heinemann Ltd.

Peattie, K., & Crane, A. (2005). Green marketing: Legend, myth, farce or prophesy? Qualitative Market
Research: An International Journal, 8(4), 357-370

Polonsky, M. (2011). Green marketing: what does the future hold? In C. D’Souza, M. Taghian & M. Polon-
sky, Readings and cases in sustainable marketing: a strategic approach to social responsibility (Ist ed.,
pp. 245-256). Tilde University Press.

Portney, P. (2008). The (not so) new corporate social responsibility: An empirical perspective. Review of
Environmental Economics and Policy, 2(2), 261-275

Prakash, A., Kumar, K., & Srivastava, A. (2018). Consolidation in the Indian banking sector: Evaluation of
sustainable development readiness of the public sector banks in India. International Journal of Sus-
tainable Strategic Management, 6(1), 3

Rahman, B., & Akhtar, S. (2016). Impacts of promotional tools on bank’s profitability and brand image:
A comparative study between islamic banks and conventional banks. World Review of Business
Research, 6(2).

Rahman, F., & Perves, M. (2016). Green banking activities in Bangladesh: An analysis and summery of
initiatives of Bangladesh bank. Research Journal of Finance & Accounting, 7(10).

Rajput, D., Kaura, M., & Khanna, M. (2013). Indian banking sector towards a sustainable growth: A par-
adigm shift. International Journal of Academic Research In Business And Social Sciences, 3(1),
2222-6990

Raska, D., & Shaw, D. (2012). When is going green good for company image? Management Research
Review, 35(3/4).

Rastogi, E., & Khan, D. (2015). A Study on the Awareness Level and Attitude Level of the Green Con-
sumer. International Journal of Pure And Applied Researches, 1(1). Retrieved from http://ijjopaar.
com/files/CurrentIssue/C15103.pdf

Rehman, A., Ullah, 1., & Afridi, Fe. A. (2021). Adoption of green banking practices and environmental
performance in Pakistan: a demonstration of structural equation modelling. Environment Develop-
ment Sustainability. https://doi.org/10.1007/s10668-020-01206-x

Ray, K., & Sharma, M. (2019). Qualitative study of challenges and strategies of Indian IT organizations
toward global branding. Benchmarking: An International Journal, 27(2), 708-731. https://doi.org/
10.1108/B1J-09-2018-0279

Roca, L., & Searcy, C. (2012). An analysis of indicators disclosed in corporate sustainability reports.
Journal of Cleaner Production, 20(1), 103-118

Rotter, J. (1971). Generalized expectancies for interpersonal trust. American Psychologist, 26(5),
443-452

Roy, A. (2017), “RBI working on green finance framework”, available at: www.business-standard.com/
article/economy-policy/rbi-working-on-green-finance-framework-117020800036_1.html.

Royne, M., Levy, M., & Martinez, J. (2011). The public health implications of consumers’ environmen-
tal concern and their willingness to pay for an eco-friendly product. Journal of Consumer Affairs,
45(2), 329-343

Sahi, A., & Pahuja, A. (2020). An Empirical study on Effectiveness of Green banking practices in SBI.
Adalya Journal. https://doi.org/10.37896/aj9.6/030

Saldana, J. (2012). The coding manual for qualitative researchers (1st Ed.). Sage.

San-Jose, L., Retolaza, J., & Gutierrez-Goiria, J. (2009). Ethical Banks: An Alternative in the Financial
Crisis. SSRN Electronic Journal.

Sahoo, P., & Nayak, B. (2007). Green Banking in India. The Indian Economic Journal, 55(3), 82-98

Sahoo, B., Singh, M., & Jain, M. (2016). Green banking in India: problems and prospects. International
Journal of Research- GRANTHAALAYAH, 4.

Sarma, M., & Pais, J. (2011). Financial inclusion and development. Journal of International Develop-
ment, 23(5).

Schlosser, A., White, T., & Lloyd, S. (2006). Converting web site visitors into buyers: how web site
investment increases consumer trusting beliefs and online purchase intentions. Journal of Market-
ing, 70(2), 133-148

Scholtens, B. (2009). Corporate social responsibility in the international banking industry. Journal of Busi-
nessEthics, 86, 159-175. https://doi.org/10.1007/s10551-008-9841-x.

Scholtens, B. (2011). Corporate social responsibility in the international insurance industry. Sustainable
Development, 19(2), 143-156

@ Springer


https://doi.org/10.31426/ijamsr.2018.1.7.719
http://ijopaar.com/files/CurrentIssue/C15103.pdf
http://ijopaar.com/files/CurrentIssue/C15103.pdf
https://doi.org/10.1007/s10668-020-01206-x
https://doi.org/10.1108/BIJ-09-2018-0279
https://doi.org/10.1108/BIJ-09-2018-0279
http://www.business-standard.com/
https://doi.org/10.37896/aj9.6/030
https://doi.org/10.1007/s10551-008-9841-x

Green banking initiatives: a qualitative study on Indian banking... 319

Schurr, P., & Ozanne, J. (1985). Influences on exchange processes: buyers’ preconceptions of a seller’s
trustworthiness and bargaining toughness. Journal of Consumer Research, 11(4), 939

Sharma, E., & Mani, D. (2013). Corporate social responsibility: An analysis of Indian commercial
banks. AIMA Journal of Management & Research, 7(1/4).

Sharma, M. (2018). Development of a ‘green building sustainability model’ for green buildings in India.
Journal of Cleaner Production. https://doi.org/10.1016/j.jclepro.2018.04.154

Sharma, M., Sarika, M., & Gopal, D. (2014). A study on customer’s awareness on Green banking initia-
tives in selected public and private sector banks with special reference to Mumbai (pp. 28-35).
Journal of Economics and Finance. Retrieved from https://www.iosrjournals.org/iosr-jef/papers/
icsc/volume-2/14.pdf

Sheth, J., Sethia, N., & Srinivas, S. (2010). Mindful consumption: a customer-centric approach to sus-
tainability. Journal of the Academy Of Marketing Science, 39(1), 21-39

Shrum, L., McCarty, J., & Lowrey, T. (1995). Buyer characteristics of the green consumer and their
implications for advertising strategy. Journal of Advertising, 24(2), 71-82

Shukla, A., & Donovan, L. (2014). Issues in Implementing CSR: An Indian Perspective. In S. Ray & R.
Siva, Implementing Corporate Social Responsibility. (1st Ed.). Springer.

Silva, V. (2015). How green is your bank? Journal of Association of Professional Bankers in Sri Lanka.

Sindhu, K. (2015). Banking and environmental concerns: A study on consumers awareness and preference
on green banking. International Journal in Management and Social Science, 3(7), 75-87.

State of Green Bank Report. (2020). https://rmi.org/insight/state-of-green-banks-2020. Accessed 6 Apr
2021.

Sudhalaksmi, K., & Chinnadorai, K. (2014). Study on customers* awareness on Green banking initiatives in
selected private sector banks with special reference to Coimbatore city. The International Journal of
Business Management, 2(4), 160—163

Tara, K., & Singh, S. (2014). Green Banking: An Approach towards Environmental Management. Praband-
han: Indian Journal of Management, 7(11), 7

The Boston Consulting Group. (2009). Capturing the Green Advantage for Consumer Companies. The Bos-
ton Consulting Group Inc.

Thompson, P., & Cowton, C. (2004). Bringing the environment into bank lending: Implications for environ-
mental reporting. British Accounting Review, 36(2), 197-218

UNEP FI. (2011). UNEP FI guide to banking and sustainability. Resource document, UNEP Finance Ini-
tiative, Switzerland. Retrieved July 05, 2020, from www.unepfi.org/fileadmin/documents/guidebanki
ngstatements.pdf

UNEP FI. (2016). UNEP FI guide to banking and sustainability. Switzerland: UNEP. Retrieved July 05,
2020, from http://www.unepfi.org/fileadmin/documents/guidebankingstatements.pdf

UNERP FI. (2017). About UNEP FI. Retrieved July 05, 2020, from http://www.unepfi.org

Van der Heijden, H., Verhagen, T., & Creemers, M. (2003). Understanding online purchase intentions: Con-
tributions from technology and trust perspectives. European Journal of Information Systems, 12(1),
41-48

Weber, O. (2016). The Sustainability Performance of Chinese Banks: Institutional Impact. SSRN Electronic
Journal.

Yan, Y., & Yazdanifard, R. (2014). The concept of green marketing and green product development on con-
sumer buying approach. Global Journal Of Commerce & Management Perspective, 3(2). Retrieved
27 December 2020.

Yin, R. (2003). Case Study Research: Design and Methods (1st Ed.). Sage.

Zhixia, C., Hossen, M., Muzafary, S., & Begum, M. (2018). Green Banking for Environmental Sustainabil-
ity-Present Status and Future Agenda: Experience from Bangladesh. Asian Economic and Financial
Review, 8(5), 571-585. https://doi.org/10.18488/journal.aefr.2018.85.571.585

Publisher’s Note Springer Nature remains neutral with regard to jurisdictional claims in published maps and
institutional affiliations.

@ Springer


https://doi.org/10.1016/j.jclepro.2018.04.154
https://www.iosrjournals.org/iosr-jef/papers/icsc/volume-2/14.pdf
https://www.iosrjournals.org/iosr-jef/papers/icsc/volume-2/14.pdf
https://rmi.org/insight/state-of-green-banks-2020
http://www.unepfi.org/fileadmin/documents/guidebankingstatements.pdf
http://www.unepfi.org/fileadmin/documents/guidebankingstatements.pdf
http://www.unepfi.org/fileadmin/documents/guidebankingstatements.pdf
http://www.unepfi.org
https://doi.org/10.18488/journal.aefr.2018.85.571.585

	Green banking initiatives: a qualitative study on Indian banking sector
	Abstract
	1 Introduction
	2 Literature review
	2.1 Green banking
	2.2 Green banking initiatives in India
	2.2.1 Green product development
	2.2.2 Green corporate social responsibility
	2.2.3 Green internal process
	2.2.4 Challenges of implementing Green banking initiatives


	3 Outcomes of Green banking initiatives
	3.1 Green brand image
	3.2 Green trust

	4 Proposed framework
	5 Methodology and case study
	5.1 Exploratory interviews
	5.2 Data collection
	5.3 Data analysis

	6 Findings and discussion
	7 Conclusions
	8 Suggestions and implications of the study
	9 The limitations and directions for future studies
	Acknowledgement 
	References




