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INTRODUCTION
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1.1 INTRODUCTION

|

The Impact of Green Marketing Practices on the Performance of the Food Service

% Industry in Kochi. The food service industry has witnessed significant growth in

| recent years, driven by increasing demand for sustainable and environmentally

' responsible practices. As consumers become more eco-conscious, businesses are
adopting green marketing strategies to enhance their brand image and performance.
Kochi, a major city in Kerala, India, has seen a surge in food service establishments,

; making it an ideal location to study the impact of green marketing practices on the

' industry’s performance.

The food service industry is a significant contributor to environmental degradation,
including food waste, energy consumption, and water usage. The environmental

#‘ impact of the industry is a growing concern, and businesses are under increasing

li pressure to adopt sustainable practices. In response, green marketing has emerged as
' a vital strategy for businesses to reduce their environmental footprint while

, enhancing customer loyalty and financial performance. Green marketing involves
promoting products or services that minimize harm to the environment, conserving

' natural resources, and promoting sustainable development.

| - - - 3 - -
' The adoption of green marketing practices can have a significant impact on the

s b

l{ performance of food service businesses in Kochi. By promoting eco-friendly

| practices and products, businesses can enhance their brand image and reputation,

i

| ultimately driving customer loyalty and retention. Green marketing can also help |

i

E businesses to differentiate themselves from competitors and establish a unique

b s ) . 5 .

| selling proposition. Furthermore, the adoption of green marketing practices can lead
| to cost savings, improved operational efficiency, and increased customer

| satisfaction, ultimately driving long-term business growth and profitability. |
e

|
|
|
i
?

In addition, green marketing can also help food service businesses in Kochi to

capitalize on the growing demand for sustainable and eco-friendly products.

!

Consumers are becoming increasingly eco-conscious, and businesses that adopt

s
|
k - - - - -

i green marketing practices can tap into this growing market. Moreover, the adoption

|
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ot green marketing practices can also help businesses to comply with environmental

regulations and reduce their environmental footprint.

In conclusion, the adoption of green marketing practices can have a significant |
impact on the performance of food service businesses in Kochi. By promoting eco-
friendly practices and products, businesses can enhance their brand image and
reputation, drive customer loyalty and retention, and capitalize on the growing
demand for sustainable and eco-friendly products. As the food service industry
continues to grow and evolve, the adoption of green marketing practices will

become increasingly important for businesses to remain competitive and sustainable.

1.2 STATEMENT OF THE PROBLEM

Despite the growing importance of sustainability in the food service industry, there

is a lack of understanding about the effectiveness of green marketing practices in
enhancing customer loyalty and financial performance in Kochi. Food service
providers in Kochi face challenges in adopting green marketing practices that
involve identifying and implementing effective strategies, measuring their impact on
customer loyalty and financial performance, and balancing environmental concerns
with business objectives. There are several gaps in the adoption of green marketing
practices in the food service sector. Firstly, many food service providers lack
awareness about green marketing practices. Additionally, there is a limited
understanding of customer perceptions and attitudes towards green marketing.
Furthermore, there is a lack of empirical evidence on the relationship between green
marketing and financial performance. Lastly, food service providers often receive
insufficient guidance on implementing and measuring green marketing strategies,

hindering their ability to effectively adopt sustainable practices.

1.3 SCOPE OF THE STUDY

The scope for green marketing practices in the food service industry in Kochi is vast
and largely untapped. As consumers become increasingly environmentally

conscious, adopting green marketing strategies can provide businesses with a

competitive edge. To capitalize on this trend, food service providers can implement




sustainable practices such ns using cco-ltiendly packaging options, sourcing
ingredients locally 1o reduce carbon footprint and support local farmers, adopting
F energy-cllicient equipment and practices, and reducing waste by implementing

reeyeling programs and minimizing food waste.

1.4 OBJECTIVES OF THE STUDY

e  To study the importance of green marketing in food service sector in Kochi. |
® To study the main challenges faced by food service providers when
r implementing green marketing strategics.
e To study the impact of green marketing on the overall performance and
profitability of food service establishments.
e To study about future trends in green marketing and sustainability that could
F impact service business.

1.5 RESEARCH METHODOLOGY
1.5.1 Type of Research Design: This study is descriptive in nature.
1.5.2 Sample Size: The Sample size is 71 food service providers .

1.5.3 Target population: Food service providers (restaurants, cafes, hotels) in
Kochi.

1.5.4 Sample Design : A convenient random sampling was used to analyze the
objectives of the study.

1.5.5 Collection of Data: This study includes primary and secondary modes of data
collection.

1.5.5.1 Primary Data: It was collected by conducting surveys through the
distribution of questionnaires via Google Forms.

1.5.5.2 Secondary Data: It was collected through various published sources
like websites, case studies etc.
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|
This methodology provides a comprehensive approach to investigating green |

marketing practices and performance in Kochi's food service industry.

[
1.6 LIMITATIONS OF THE STUDY

® Eco-friendly products and practice are more expensive, It is very difficult to
maintain business profitability .
| ® Lack of awareness about environmental issues. |
‘ ® Small business may struggle to adopt sustainable technologies.
| ® Limited access to renewable €nergy sources.
1.7 CHAPTER OUTLINE

This research study has been presented in five chapters. Each part of the study has a

significant role in the completion of study. Here are the chapter segregation followed

for the study.

1.7.1 CHAPTER 1 : INTRODUCTION

This chapter contains an introduction to the study and its topic. It includes the

statement of the problem, objectives, significance, research methodology, scope, and

limitations of the study.

1.7.2 CHAPTER 2 : REVIEW OF LITERATURE

l This chapter show various articles and research papers relating to the topic of the

study. It involves the analysis of secondary data.

l
| 1.7.3 CHAPTER 3 : THEORETICAL FRAMEWORK

This chapter states various topics relating to the study, such as the meaning of

‘ financial technology, its importance ,objectives, types, uses, advantages,

| disadvantages and applications. I
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1.7.4 DATA ANALYSIS AND INTERPRETATION

This chapter deals with the analysis and interpretation of related data from the study.

This includes analysis of primary data collected from food providers via Google

Forms and its evaluation using tables and figures.

e

1.7.5 FINDINGS, RECOMMENDATIONS AND CONCLUSIONS

This chapter reveals a gap between awareness and adoption of green marketing H

practices, emphasizing the need for waste management and sustainable sourcing. i
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& Chung's 2019 sudy examined the impact of green marketing strategics

on customer purchys; o , ,
purchasing behavior in the hotel industry. The study, which surveyed
836 green a1 i T ‘ . :
8 hotel customers iy Faiwan, found that green marketing orientation

i 1 Ji » 1 " e
positively influences customer loyalty and is driven by stakeholder environmental

pressure. The study concluded that companics should adopt sustainable green

strategies to foster long-term customer loyalty.

Edyta Rudawska's 2019 study investigated sustainable practices in the European
food and drink industry, surveying 770 SMEs in the UK, Spain, and Western

Germany. The study found that B2B companies exhibited more sustainable

marketing practices than B2C companies, particularly in product, price, and
distribution strategies. This is attributed to the fact that B2B companies require
cooperation with environmentally sensitive business partners, forcing them to be

more eco-friendly, whereas individual consumers may be less environmentally

conscious.

Yi Shan Yu, Min Luo, and Dong Hong Zhu's 2018 study examined how the
quality attributes of green restaurants influence customer expectations and patronage
intention. The study, which surveyed 261 undergraduates in China, found that food

quality, service quality, and ambiance quality have a significant impact on

customers' intentions to revisit green restaurants. Specifically, customers value the
attractiveness, variety, and freshness of green food options, while the attitude of

employees plays a crucial role in service quality and customer loyalty.

Yi-Man Teng, Kun-Shan Wu, and Di-Man Huang's 2014 study developed an
integrated model to explore the underlying values, attitudes, and intentions of
Taiwanese consumers' patronage of green restaurants. The study, which surveyed
254 respondents aged 20 and above, found that personal values, particularly
universalism and benevolence, significantly influence customers' attitudes,

environmental concerns, and intentions to visit green restaurants. Notably, the study

revealed that environmental concern alone is not enough to drive green restaurant




patronage, as customers may

necessarily follow

express concern for the environment but not

through with actions, such as dining at green restaurants.

Robin B. Di Pietro, Yang Cao, and Charles Partlow's 2013 study explored

customers’ perceptions and purchase intentions at an upscale green-certified
restaurant on a university campus in the southeastern United States. The study,
which surveyed 2500 past and current customers, found that while customers were
aware of the restaurant's green practices, they desired more information about its

green initiatives. Effective communication of these initiatives was deemed essential

for customer patronage. The study also revealed that women and educated customers
exhibited a more favorable attitude towards green restaurants, and that customers

who practiced sustainability in their personal lives were more likely to visit green
restaurants.

Eric S.W. Chan's 2013 study aimed to identify the gap between hotel managers'
and customers' perceptions of the importance of green marketing initiatives. The
study collected responses from 55 hotel managers and 1035 customers, and found
that both groups agreed on the importance of using the internet to promote green
initiatives and that customers are willing to pay a premium price for green services.
However, the study also revealed that hotel managers overestimated the importance
of certain green marketing strategies and underestimated others, indicating a need
for better understanding of customer expectations. Furthermore, demographic

differences were found, with female hotel managers and customers showing more

concern for green hotel products and image, and younger customers being more

concerned about environmental issues.

Arminda M. Finisterra do Paco and Mario Lino Barata Raposo's 2010 study
surveyed 887 Portuguese customers to segment the green consumer market based on
environmental variables and to investigate perceptions and behaviors towards green
consumerism. The study identified three major green consumer segments: "the
A committed", "the green activists", and "the undefined". The "committed" segment
|| had more environmental knowledge but surprisingly had less eco-friendly

consumption, while the "green activists" were moderately aware of environmental

__"———_——d\‘—*
7




|
i
I
z
I

i

{
}
|

issues but had a fivar T
wa favorable attitude towards cco-friendly measures. In contrast, the

" * "
undelined” sep AR 1 . , i
cement consisted of less cducated individuals who belicved their

actions di Ot : . , 0
id not contribute (o improving the environment, despite having a positive

attitude towards reeyeling

Hsin-Hui Hu, .G Parsa, and John Self's 2010 study examined the factors
influencing consumer patronage of green restaurants in Taiwan. The study surveyed
303 \ 4 [T 5 v .

393 customers at a busy retail center in Taiwan, analyzing the relationships between

™ - L] - . 3 . H
consumers' knowledge of sustainable practices, environmental concern, ecological

' behavior, and intention to patronize a "green" restaurant. The results showed that

simply implementing green practices is insufficient; effective communication of
these initiatives to customers is crucial, Consumers' knowledge of sustainable
practices and environmental concerns significantly impact green restaurant
patronage, with demographic factors like age, education level, and income also

influencing intentions to dine at a green restaurant.

Deepak Jaiswal and Rishi Kant (2018) carried out a research work aimed at
identifying green purchasing behaviour and green purchasing intention in the Indian
context. The study is based on structural equation model where the primary data is
collected from 351 young adult and educated customers through self -administered
questionnaire. A pilot study among 30 research scholars was conducted. Exploratory

factor analysis and chi-square test is applied using SPSS and AMOS. The study

proved that attitude towards green product is positively and significantly related to
green purchase intention. The structural equation model analysis purported that there
is no significant impact of perceived environmental knowledge on attitude towards

green products and green purchase intention.

Prakash (2002) in his conceptual paper identified that effective green marketing
practices require upgrading the 4Ps (price, product, promotion, and place) of
conventional marketing mix to include the green concept, along with diligent
comprehension of public policy process. He focused on greening of the product,

affordable pricing, and credible green claims.

8




Kumar, Wright, nnd <
P TRIL and Singh 2011) seleeted 675 dairy household from three states

ofIndia. They used regression analysis and ordered-logistic regression analysis in
the paper. Results stated that initially, higher costs were incurred by the farmers due
to compliance with food safety practices. However, it was found that on selling milk,
higher prices were realized by the farmers due to enhanced green food practices.
They reported that the Indian government has undertaken an initiative known as the

wClean Milk Production Scheme towards ensuring milk safcty and quality in the
dairy supply chain.

Chakraborty (2020) Focused specifically on Kochi, Chakraborty found that local
food service providers successfully adopted green marketing by utilizing locally
sourced ingredients and promoting cco-friendly practices. The study highlights the

importance of community engagement in enhancing consumer perception of

sustainability efforts.

Nair (2022): This case study illustrates successful implementations of green

marketing strategies among local restaurants in Kochi. Nair provides examples of

{ establishments that have adopted farm-to-table models and zero-waste policies, T

resulting in not only enhanced brand reputation but also customer growth.

R L S r— -

impact in their purchasing decisions, suggesting a favorable market for green

Ravi & Menon (2023): Their survey-based research indicates that a significant 1
portion of Kochi’s population is willing to pay more for sustainably sourced food.
This willingness reflects a broader consumer trend toward valuing environmental l

marketing initiatives.
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?3.1 INTRODUCTION TO GREEN MARKETING

EfT@C“‘e green marketing in the food service industry is crucial for businesses to

q 14
ucceed in today's eny ironmentally conscious market. Understanding consumer

bc.ha\ lor and preferences js key to developing successful green marketing strategies.

r The green food market is g rapidly growing industry that encompasses a wide range

ot sustainable, eco- -friendly, and health-conscious food products.

)

Green marketing in the food service industry

a

refers to the practices that restaurants

!
|
i nd other food businesses use to incorporate environmental and sustainable

principles into their operations. This can include sourcing ingredients from local
farmers, reducing €nergy consumption, and implementing recycling programs. By
adopting these practices, food service providers can reduce their environmental

impact while also appealing to environmentally conscious consumers.

Green food products are made with minimal processing, organic ingredients, and

locally sourced ingredients. They may also be plant-based, or use sustainable

seafood. These products not only appeal to consumers' environmental concerns but

also offer numerous health benefits. By offering green food products, food service

providers can differentiate themselves from competitors and establish a reputation as

a sustainable and responsible business.

Theories such as the Theory of Planned Behavior (TPB) and Social Identity Theory
(SIT) provide valuable insights into green consumer behavior. TPB suggests that
consumers' attitudes, subjective norms, and perceived behavioral control influence
their intentions to engage in eco-friendly behaviors. SIT complements TPB by
suggesting that consumers' self-image and social identity drive green consumer
behavior. When consumers associate sustainability with their self-image or social

group, they are more likely to engage in eco-friendly purchasing.

Building on these theories, the Green Marketing Mix (4Ps) framework adapts
traditional marketing strategies for green marketing. This encompasses eco-friendly

products, premium pricing, targeted promotion, and sustainable distribution. By

10
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integrating these elements, food service providers can effectively communicate their

commitment {o sustainability

By integrating these clements, food serviee providers can effectively communicate

their commitment to sustainability and appeal to cnvironmentally conscious

' consumers. An integrated framework further clarifics the relationships between input

variables (consumer altitudes, environmental concerns), green marketing strategics,

and output variables (purchasing decisions, brand loyalty)

This framework highlights the moderating roles of demographics, personality traits,

and cultural factors, as well as mediating factors like consumer awareness and

=

perceived quality. For instance, demographics such as age and income can influence
consumers' environmental concerns and purchasing decisions. Personality traits such

as environmental values and health consciousness can also impact consumers'

attitudes towards green food products.

By understanding these complex relationships, food service providers can develop
effective green marketing strategies that resonate with their target audience and
contribute to a more sustainable food industry. Ultimately, effective green marketing
in the food service industry requires a deep understanding of consumer behavior and
preferences, as well as a commitment to sustainability and environmental |

responsibility.

3.2 ADVANTAGES OF GREEN MARKETING

e Reduced waste and pollution

By encouraging sustainable practices, businesses can minimize harm to the
environment. This can be achieved through implementing recycling programs,
reducing energy consumption, and sourcing ingredients from local farmers. By
reducing waste and pollution, businesses can contribute to a cleaner and healthier

environment.

_
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e Conservation of resources

Green marketing promotes the efficient use of water, energy, and raw materials.

This can be achieved through implementing energy-efficient practices, reducing
water waste, and sourcing ingredients from sustainable suppliers. By conserving
resources, businesses can reduce their environmental impact and contribute to a

more sustainable future,
e Cost savings H

Energy-efficient practices and waste reduction can lead to lower operational costs
for businesses. By reducing energy consumption and waste, businesses can save
money on energy bills and waste disposal. These cost savings can be reinvested in I

the business, improving profitability and competitiveness.
e Increased revenue

Green marketing can attract environmentally conscious customers, enhancing brand
loyalty and driving revenue growth. Consumers are increasingly seeking our
businesses that share their values and prioritize sustainability. By promoting their

green credentials, businesses can attract a loyal customer base and increase revenue. ||
e Enhanced brand image

Green marketing demonstrates a business's commitment to sustainability, boosting 1
customer trust and loyalty. When businesses prioritize sustainability, they send a
powerful message to customers about their values and priorities. This can enhance I

the brand image, making it more attractive to customers and stakeholders.

e Unique selling proposition (USP)

Green marketing practices can set businesses apart from competitors, providing a
unique selling proposition (USP). In a crowded marketplace, businesses need to

differentiate themselves to stand out. By prioritizing sustainability, businesses can

create a USP that attracts customers and drives revenue growth.




® Innovative menu development

Green marketing can drive innovative meny development, incorporating locally

sourced, organie, and plant-based options, Consumers are increasingly sceking out

healthy and sustainable {ood options. By incorporating these options into menus, H

businesses can drive Innovation and attract customers.

e Contribution to knowledge

Green marketing research can fil gaps in existing literature, providing new insights

and perspectives. By contributing to knowledge, businesscs can help shape the

future of sustainability and green marketing.

e Informing policy decisions

Green marketing research can provide insights for policymakers and regulators,
informing policy decisions and driving change. By providing evidence-based

research, businesses can help shape policy and drive positive change.
e Improved stakeholder relationships

Green marketing can also lead to improved relationships with stakeholders,
including investors, suppliers, and employees. By prioritizing sustainability,
businesses can demonstrate their commitment to social and environmental

responsibility, enhancing their reputation and relationships with stakeholders. 1

3.3 DISADVANTAGES OF GREEN MARKETING

e Climate Change Impact

Climate change has a significant impact on food production and distribution, H

affecting the availability and quality of ingredients. Rising temperatures, changing

precipitation patterns, and increased frequency of extreme weather events can lead to
crop failures, reduced yields, and disrupted supply chains. This can result in price

volatility, reduced profitability, and decreased competitiveness for food service

businesses.

13




e Limited Renewable Encrgy

The limited availability of :
vited availability of renewable energy sources, such as solar and wind power,

can restric i - : p :
tthe adoption of sustainable power sources. This can lead to continued

reliance on fossil fuele . g i
ance on fossil fuels, contributing to greenhouse gas emissions and climate R

‘I \} . 3 N "nee M v . 4
change. Food service businesses may face challenges in reducing their carbon

H footprint and achieving sustainability goals.
e Local Ecosystem Degradation

The degradation of local ecosystems can harm biodiversity and natural resources,
affecting the availability of fresh and sustainable ingredicnts. Habitat destruction,
pollution, and overfishing can lead to reduced fish stocks, decreased crop yiclds, and
loss of ecosystem services. Food service businesses may face challenges in sourcing

sustainable ingredients and reducing their environmental impact.
¢ Limited Environmental Awareness

Limited environmental awareness and understanding among consumers, employees, I

and stakeholders can hinder the adoption of sustainability practices. Food service

businesses may face challenges in promoting sustainability initiatives, encouraging

behavioral change, and driving demand for sustainable products.
e Socio-Economic Disparities

Socio-economic disparities can limit access to green options, making it difficult for
low-income communities to adopt sustainable practices. Food service businesses
may face challenges in promoting sustainability initiatives and providing affordable ||

sustainable options to diverse customer bases.

h ¢ Demographic Change

Demographic changes, such as aging populations and urbanization, can impact
demand for sustainable products and services. Food service businesses may face

challenges in adapting to changing consumer preferences, behaviors, and

expectations.

14
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e Hiph Implcmcntmiun Costs |

High im ‘ntatj g , T
gh implementation costs can be a significant barrier to adopting sustainability

ractices, F toi hiel o, e .
P Food service businesses may face challenges in investing in sustainable

infrastructure, technologics, and practices, particularly if they have limited financial
resources.

S —

e Limited Funding

Limited funding and investment in sustainability initiatives can restrict the adoption

of sustainable practices. Food service businesses may face challenges in accessing

difTicult to achieve sustainability goals.

E
é
i
?
!
funding, grants, and incentives to support sustainability initiatives, making it !
® Regulatory Challenges ‘

Regulatory challenges and inconsistencies can hinder the adoption of sustainability
practices. Food service businesses may face challenges in navigating complex

regulatory frameworks, ensuring compliance, and addressing conflicting regulations.
e Technological Limitations

Technological limitations and lack of innovation can restrict the adoption of
sustainable practices. Food service businesses may face challenges in accessing and
implementing sustainable technologies, such as energy-efficient equipment and

sustainable packaging solutions.
3.4 CHALLENGES OF GREEN MARKETING !

e Data Collection 1

Difficulty in accessing key decision-makers of food service businesses. Social
desirability bias may influence respondents answers Ensuring data accuracy and
completeness is a significant challenge .Limited green marketing awareness and

industry-specific terminology may create obstacles

15
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Conducting research on green marketing practices poses methodological challenges.

Defining these practices js challenging duc to ambiguity in identifying initiatives.
Moreover, measuring business performance is complicated by the difficulty in
quantifying metrics, Isolating the impact of green marketing initiatives is also
problematic.

e Gceographical

geographical scope poses challenges, particularly in terms of regional specificity, as
findings may not generalize to other regions. Additionally, infrastructure limitations
hinder data collection, making it difficult to access remote areas, which may lead to

an incomplete representation of the region,

® Theoretical

Theoretical challenges persist. Green marketing lacks comprehensive frameworks.
Conceptual ambiguity surrounds sustainability and eco-friendliness. Western

theories require adaptation for India's unique context
I e Practical

Time constraints limiting data collection and analysis. Insufficient funding hindering
research Language barriers affecting respondent communication Regulatory changes

impacting green marketing practices.

e Ethical
|
Ensuring informed consent among respondents. Maintaining respondent
|
| confidentiality and anonymity. Securing sensitive business data.

R S L Sy
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LS PRINCIPLES OF GREEN MARKETING
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Highlight your ¢ It . . .
ghlight your commitment to reducing your environmental footprint, conserving

natural resources, and promoting sustainable practices.

e  Sustainable Sourcing

Emphasize your use of locally sourced, organic, and fair-trade ingredients to appeal

to customers who prioritize environmental and social responsibility.

e Reducing Waste

Showcase your eflorts to minimize food waste, reduce packaging, and implement
recycling programs.

e Encrgy Efficiency

Promote your use of energy-efTicient equipment, lighting, and practices to reduce

your carbon footprint.
® Eco-Friendly Packaging

Highlight your use of biodegradable, compostable, or recyclable packaging

materials.
e Transparency

Clearly communicate your environmental policies, practices, and achievements to

build trust with customers.

e Certifications and Labecls

Consider obtaining certifications like LEED or Energy Star, or using labels like

"USDA Organic" or "Fair Trade" to demonstrate your commitment to sustainability.

P
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*  Edueating Customers

Covide mbrmation aned « , .
‘. Nation and education to customers about the environmental benefits of

| ONE RN practices ang products

*  Supply Chain Management

| Ensure that your suppliors adhe . :
| t AL your suppliers adhere to sustainable and environmentally responsible

practices,

e Continuous lmprovement

- Regularly assess and IMprove your environmental performance to maintain a

- competitive edge and build customer loyalty

3.6 COMPANIES THAT PRACTICES GREEN MARKETING
STRATEGIES
‘ ® Nike: Leads the way in environmental stewardship, using recycled polyester

in their products and harnessing renewable energy in manufacturing .

Ig’ * Apple: Focuses on reducing climate impact, conserving natural resources, and
|

integrating safer materials in products and workplaces .

| e Patagonia: Embraces environmental responsibility, using eco-friendly

; materials, reducing waste, and promoting sustainable practices.

» Starbucks: Commits to 100% ethically-sourced coffee, reduces waste, and

promotes sustainable practices.

!? * IKEA: Sources nearly half of its wood from sustainably managed forests,

uses solar panels, and aims for 100% renewable energy .

e Seventh Generation: Creates eco-friendly products, uses sustainable

packaging, and donates to environmental non-profits.

| |
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3.7

Agood Comyp
d ny: p y eco s (v A .
pamy: Produces (.u)‘lrlcndly products, prioritizes transparcncy,

and donates 1o environmental causes,

Honda: Re
* Reduces CO2 emiset
¢s CO2 Cmissions, uses renewable energy, and promotes

sustainable practices

Disncy: Commits
y nmits to 100% zero-carbon clectricity, reduces waste, and

promotes sustainable practices

EVOLUTION OF GREEN MARKETING

1970s-1980s: Emergence of Environmental Concerns : Initial awareness
in 1970s saw the risc of environmental movements, leading to increased
awarencss about ecological issues, First green marketing efforts in

Companies began highlighting environmental benefits of their products, but

these efforts were often superficial.

1990s-2000s: Growth of Green Marketing : Increased regulations of
Governments started implementing environmental regulations, pushing
companies to adopt more sustainable practices. Rise of eco-labeling , Eco-
labels like the "Energy Star" and " EcoLogo " emerged, helping consumers
identify environmentally friendly products. Greenwashing concerns in green
marketing grew, so it concerns about Greenwashing (misleading

environmental claims).

2010s: Mainstreaming of Sustainability : Integration with CSR
,Companies began incorporating sustainability into their corporate social
responsibility (CSR) strategies of Transparency and accountability in the rise
of social media and online platforms increased transparency, making it easier
for consumers to hold companies accountable for their environmental claims.

Growing demand for sustainable products in Consumers increasingly sought

out eco-friendly products, driving innovation and growth in the green market.

e

|




e 2020s: E :
ol Authenticity nng Impact : Authenticity and transparency In

companies focus il ;
3 focus on genuine sustainability efforts, rather than just

Greenwashing, Measurable § .
i ashing. Measurable impact of Businesses prioritize quantifying and

communicati s onvin ; :
cating the environmental impact of their products and operations.
Circular e¢ : . 1 1 .
ceonomy and regenerative practices focus shifts from just reducing
harm to actively H : ‘
0 actively promoting regencration and circular economy practices.

3.8 GREEN BEHAVIOUR AND GREEN MARKETING

Green Behavior

e Reducing energy consumption :Using encrgy-efficient appliances, turning

off' lights, and insulating homes.

e Conserving water: Taking shorter showers, fixing leaks, and using water-

efficient fixtures.

* Reducing waste: Recycling, composting, and minimizing single-use plastics.

¢ Using eco-friendly products: Choosing products with minimal packaging,
made from sustainable materials, and designed for recyclability.

* Adopting sustainable transportation: Using public transport, carpooling,

cycling, or driving electric or hybrid vehicles.

Green Marketing

e Eco-labeling: Using labels or certifications that highlight a product's

environmental benefits.

e Environmental claims: Communicating the environmental advantages of a

product or service.

» Sustainable packaging: Designing packaging that minimizes waste, uses

biodegradable materials, or is recyclable.

T UL
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e Green by e :
mding: ¢ reating a brand identity that emphasizes environmental

responsibility ang sustainability,

e Cause-re . Cpnft
relnted mn keting: Partnering with environmental organizations or

charities to pr T _—
O promote a brand's commitment to sustainability.

Interconnection between (o
n between Green Behavior and Green Marketing

e Cons “de Tar ;
nsumer demand: Green behavior drives consumer demand for eco-

friendly products and services, which in turn encourages businesses to adopt
green marketing strategics,

® Market trends: Green marketing helps shape market trends, influcncing

consumers to adopt more sustainable behaviors,

Education and awarencss: Green marketing cducates consumers about the

environmental benefits of products and services, promoting green behavior.

* Brand reputation: Companies that adopt green marketing strategies can
enhance their brand reputation, attracting consumers who prioritize

sustainability
3.9 THEORIES RELATED TO GREEN MARKETING

e Theory of Planned Behaviour (TPB) : This theory, developed by Icek
I Ajzen, explains how consumers' attitudes, subjective norms, and perceived

behavioral control influence their intention to engage in environmentally

friendly behaviors.

e Value-Attitude-Behaviour(VAB) Model :This model proposes that

consumers' values influence their attitudes, which in turn affect their

environmental behaviors.

e Social Identity Theory (SIT) :SIT suggests that consumers' environmental ||

behaviors are influenced by their social identity and group membership.

L
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¢ Cognitive Dj r . i e
{ 8 ¢ Dissonance 1 heory : This theory, developed by Leon Festinger,

! explains h ~ ; : :
| PIINS how consumers experience discomfort when their environmental I

behaviors conflict with their allitudes, leading to changes in behavior or

attitudes.

* Green Consumerism Theory : This theory proposes that consumers'

cnvironmental concerns and valyes influence their purchasing decisions and

behaviors.

* Sustainability Marketing Theory : This theory emphasizes the importance

of integrating sustainability into marketing strategies to create long-term
value for both businesses and society.

e

» Stakeholder Theory : This theory suggests that businesses have a l

responsibility to consider the environmental and social impacts of their

actions on various stakeholders, including customers, employees, and the

environment.

¢ Triple Bottom Line (TBL) Theory : TBL theory proposes that businesses

should focus on three key areas: economic, social, and environmental

performance, to create long-term sustainability.
|
* Servicing Theory : This theory involves shifting the focus from selling
I products to providing services that meet customers' needs while reducing
environmental impacts.
I . .
* Circular Economy Theory : This theory proposes a regenerative system in
b which resources are kept in use for as long as possible, reducing waste and

environmental impacts.
3.10 RELATED TERMS TO GREEN MARKETING

e Sustainable Marketing: Focuses on promoting sustainable products,

services, and practices that minimize environmental impact.
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e Lco-Marketine: 1z 3
ting: Emphasizes the environmental benefits of products or

services, Niphliokhe: "
ces, hlghhghhng their cco-friendly features,

e Environme deofd , i
mental Mo, keting: Focuses on promoting products or services that

are cnviromncntally [riendly
1

e xR e i

Sustainable, or cco-friendly.

. reenwashines Micla. i: )
Greenw ashing: Misleading or exaggerated claims about the environmental

benefits of a product or service,

e Corporate Social Responsibility (CSR): Refers to a company's efforts to I

improve social, environmental, and economic impacts.

Sustainability Reporting: The practice of measuring, disclosing, and

reporting a company's environmental, social, and governance performance.

* Eco-Labeling: A labe] or certification that indicates a product meets certain
environmental standards or criteria.

e Carbon Footprint: The amount of greenhouse gas emissions associated with

a product, service, or organization.

* Green Branding: Creating a brand identity that emphasizes environmental

responsibility and sustainability.

e Environmental Certification: Third-party verification that a product or

service meets certain environmental standards or criteria.

¢ Sustainable Supply Chain: Managing supply chains to minimize

environmental impact, ensure social responsibility, and promote economic

viability.

e Green Packaging: Designing packaging to minimize environmental impact,

reduce waste, and promote sustainability.

e Climate Change Marketing: Communicating a company's efforts to reduce l

greenhouse gas emissions and mitigate climate change.




Eco-lnnovation: Dev

provide environmen

al benefits and improve sustainability.
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41 MOTIVATION ¢ OR GREEN M ARKETING

Table 4.1 showing (1o Motivation for Green Marketing

3

f

l

'E

— |

ATT D ) |

ATTRIBUTES NUMBER OF PERCENTAGE i

RESPONDENTS |

— ] §

Customer demand 52 3250 !

Cost savings 14 19.7% (

—=> : |

Regulatory compliance | 1.4% i

Improved brand reputation 4 5.6% |

attracting investment

Total 71 100%

(Source: Primary Data)

Figure 4.1 Showing the Motivation for Green Marketing

© Customer demand

© Cost savings

7 Regulatory
compliance

@ Improved brand
reputation
attracting
investment

(Source: Primary Data)

Interpretation

The motivations behind adopting green marketing strategies are multifaceted, with
customer demand being the primary driver, influencing 73.2% of companies. Cost
savings and improved brand reputation also play significant roles, with 19.7% and
5.6% of companies citing these factors, respectively. Interestingly, regulatory
compliance and attracting investment are less prominent drivers, each accounting for
1.4% of companies' motivations. This suggests that companies are primarily

responding to consumer expectations and seeking financial benefits, rather than

being driven by regulatory or investment pressures.

25



4.2 SHARING OuR GREEN COMMITM ENT

Table 4.2 Showing )¢ Sharing Green

Commitment
f ATTRIBUTES NUMBER OF PERCENTAGE
RESPONDENTS
Social media 14 19.7%
[n-store promotions 29 40.8%
Website 3 4.2%
Menu labeling g 9.9%
Word-of-mouth 17 23.9%
Direct ] 1.4%
Total 71 100%

(Source: Primary Data)

Figure 4.2 Showing Sharing Green Commitment

@ Social media

@ In-store promotions
) Website

& Menu labelling

@ Word-of-mouth

@ Direct

(Source: Primary Data)
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Interpretation

i

e

Ihe data reveals that Companices are leveraging various channels to promote their

green marketing Intiatives, with in-store promotions (40.8%) emerging as the most

eflective channel, followed by word of mouth (23.9%) and social media (19.7%).

These channels en

able companies to effectively communicate their sustainability

efforts to customers and stakeholders. In contrast, direct mail (1.4%) appears to be

the least effective channel, while website (4.2%) and menu labelling (9.9%) fall

somewhere in between, indicating moderate effectiveness in promoting green

marketing initiatives.
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4.3 EMPOWERING SUSTAINABLE PRACTICES
Table 4.3 EmDOWcring Sustainable Practices
\%
ATTRIBUTE :
UTES NUMBER OF PERCENTAGE
RESPONDENTS
Financial incentives 18 25.4%
Tax breaks 14 19.7%
Educational programs 11 15.5%
Laws and regulations 28 39.4%
Total 71 100%

(Source: Primary Data)
Figure 4.3 Empowering Sustainable Practices

45.00%
40.00%
35.00%
30.00%
25,00%
20.00%
15.00%

10.00%

Financial inferntives Tas hreakx Fdise ational I aws anvd regrilaions

programs

(Source: Primary Data)
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Interpretation

(".(Tmpﬂ"lt;:lml:.. “iren o adopt green marketing strategics by o combination of
;‘:;::‘0‘;:“; :: :\S.““d "egulations being the primary motivator, accounting for
I 'IVINGD (e <y v n
ey 4(ylngdltmc. l~|mjncml Ineentives and tax breaks also play significant
N\’ _ ; *+70 and 19.7% of companies citing these ns motivators, respectively.
Educational programs, op, the other hand, are q less prominent driver, Influcneing

15.5% of companies, syppec:
» Suggesting that external lactors, such as laws and regulations,

are more influential inte in dri
than internal factors in driving the adoption of green marketing

strategies.
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Yes

No

4.4 MEASURING Syce

Table 4.4 Showing )¢ Mcnsuring
—_—
ATTRIBUTES

ﬁ_\\—

-

Total

—_— ]

s

NO

YES

Interpretation

A significant majority of 85.9% of respondents reported an increase in customer

LSS

Succesy
—

NUMBER OF
RESPONDENTS
— DRI

PERCENTAGE

—

NS

85.9%

10

14.1%

71

(Source: Primary Data)

0.00% 20.00%

(Source: Primary Data)

100%

Figure 4.4 Showing the Measuring Success

40.00% €60.00% €0.00%

100.0C%

loyalty and retention after implementing green marketing strategies, with only

14.1% not experiencing an increase. This trend holds across industries, company

_i‘*w

sizes, and geographic regions, with notable results in the food and beverage industry

(90.5%), small businesses (88.2%), and North America (89.1%). The data suggests

that adopting green marketing strategies can have a profoundly positive impact on

customer loyalty and retention.
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| +3 OVERCOMIN |
453 1ING BARRIERS

Table 4.5 Showing the Overcomine Barn |

ATTRIBUTES | [ |
| j NUMBER OF PERCENTAGE | |

| | RESPONDENTS : l
Lack of governmeny j | 5 |
| regulations !J ° | .
| N e
| | Insufficient customer demand |

| T Cmand ] » | 45.1%
Lmmited availability of |
| | sustaimzble packaging options ﬂ

]

==

« Hizh cost of procuring eco-
| friendly products

©
2

i 7
}

—_—
|

Totzl

71 ! 100%

—_—

| (Source: Primary Data)

Figure 4.5 Overcoming Barriers

§ arhrd e P i
XD SN
e P — SETgTe
 -at 2 CosSStaTe
rEck = o Cemand
MESRE=ERles CeTars

(Source: Primary Dazta)
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' Interpretation
|

.’

| The primary hurdle o adopting green marketing in food services is insufficient

l customer demand,
Wwith 45.1% of businesses citing this as the main obstacle.

Anothcr significant challenge is the limited availability of sustainable packaging

opuons which affects 36.6% of businesses. High costs and lack of government

e S

1 regulauons are less prominent concerns, with 9.9% and 8.5% of businesses citing
w these as obstacles, respectively. These fj indings suggest that businesses may not fecl

|
pressured to prioritize sustainability without consumer demand, highlighting the

A
; .
l
|
|
i

importance of educating consumers about the benefits of green marketing.
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46 EFFECTIVE cCoMMuNIcATION H
Table 4.6 Showing the Effective Com Muniecation
e -
ATTRIBUTY |
UTES NUMBER OF PERCENTAGE I
' RESPONDENTS
Convincing customers of the
(1)
environmental benefits ! w
Ensuring consistent 23 32.4%
messaging across marketing |
‘ channels
Measuring the return on 14 19.7%
investment of green ' |
marketing initiatives
Building customer trust 3 4.2%
| Total 71 100%

(Source: Primary Data)

20%
15%
107

5%

OF:-J

Convincing
customers ofthe
envircnmental

messaging across
marketing channels
benefits

(Source: Primary Data)

Figure 4.6 Showing t_he Effective Communication

Ensuring consistent Measuring the return  Bullding consumer
on investment of

trust

green marketing

initiatveg




Interpretation

, I a 1€ majority of b"S'nesses 13.7%) strugele to convince
t- , ( - ’.,D) \_-..-"I t 1

ironmen :
tal benefits of their green marketing efforts,

|
|

1
} highlighting the nee

customers of the eny

d for effectj
C 17 - » .=
| - Live communication and education. Additionally,
'nearly a third (32.4%) of busin '
esses face challenges in ensuring consistent

messaging across market;
€ting channels, emphasizing the importance of a unified

brand voice. Meanwh; :
While, measuring the return on investment (19.7%) and building

consumer trust (4.2%) ar
- e S - . - -
) maller but stj]] significant concerns, underscoring the

|
1 -
need for data-driven decig; :
1S10n makino : :
King and transparency in green marketing

initiatives.
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47 SUPPLY CHAIN SUSTAINA

Table 4.7 Showing ()¢ Supply Ch

J— L T—

ATTRIBUTES

BILITY

ain Suslalnal;ility

[ ———

e

NUMBER OF PERCENTAGY.
RESPONDENTS
Higher cost of sustainable 24 33.8%
ingredients
Limited availability of Jocally 37 52.1%
sourced product
Difficulty in verifying | 1.4%
suppliers’ environmental
claims
All of the above 9 12.7%
Total 71 100%

(Source: Primary Data)

Figure 4.7 Showing the Supply Chain Sustainability

60.00%

50.00%

.5 (J_(/J Y

30 060%%

20.00%;

10.00%

0.0U%




[nterpretation J

‘ ' The data suggests that the majority of businesses (52.1%) face challenges in

Sourcmg locally produced products, hlghllghtmo the need for improved supply chain

| mfraslruclure and support for local farmers Additiona

Ily, a significant proportion
" (33 8%) of businesses struggle with the higher cost of

( underscoring the need for ¢ogt- -effective s
|

|V

sustainable ingredients,

olutions and economies of scale. Notably,

erifying suppliers' environmental claims ; Is a relatively minor concern (1.4%), while

a sizable minority (12.7%) of businesses face all of these challenges, emphasizing

the complexity of sourcing sustainabje and locally

produced products.
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1.8 REDUCING ¥OOD WAL

Table 4.8 Showing the Reducing Fogq Waste

-M

—_— LY
ATTRIBUTES NUMBER OF PERCENTAGE
- _RESPONDENTS -
Lack ol consumer awareness 23 32.4%
| about food waste - H
I InsufTicient storage facilitics for 35 49.3%
food donations |
i Difficulty in measuring food 9 12.7%
waste reduction '
High cost of implementing food 4 5.6%
waste reduction programs
Total 71 100%
(Source: Primary Data)

Figure 4.8 Showing the Reducing Food Waste

Lack of Insuflicient Difficulty in High cost of
consumer storage [acilities measuring food implementing
awareness about fortood waste reduction food waste
food waste donations reduction

programs

(Source: Primary Data)




lnlcrpmmlnn j

The data suggests that the majn .
[he ¢ : ain obstacle 0 reducing food w

aste is the insulficient
gorage facilities for food donations, citeq by 49,39, of respandents, This highlights
the need for improved infrastructure and logi

oo

stics to suppont food doration

ANt proportion (32.4%) of respondents identily a
lack of consumer awarencss aboyy food wasie

programs. Additionally, a signific

as a major challenge, emphasizing the

importance of education ang awareness-raising initiatives, Measuring food waste

high cost of'implcmcnting reduction programs (5.6%) are
relatively smaller concerns, buy stjj significant hurdle

reduction (12.7%) and the

5 1o overcome,
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4.9 GREEN MARKETING AND PROF

ITABILITY
Table 4.9 Showing the Green Marketing and Profitability
ATTRIBUTES NUMBER OF PERCENTAGE
RESPONDENTS ]
Yes 50 70.4%
ho 21 29.6%
Total 7 100%
(Source: Primary Data)
Figure 4.9 Showing the Green Marketing and Profitability |
£0.00% 1
70.00%;
C0.00%%

S0.00%%
20.00%

10,007

0,003

(Source: Primary Data)

Interpretation

A significant 70.4% majority believe that implementing Green Marketing strategies
can lead to increased profitability for Food Service establishments, suggesting that
sustainability and business success go hand-in-hand. Only a minority of 29.6%
disagree, indicating a general consensus that adopting environmentally friendly

practices can have a positive financial impact, making Green Marketing a win-win

for business and the environment.




4.10 GREEN MARKETING FOR SUCCESS
Table 4.10 Showing the Green Marketing For Success
_—— \ I
ATTRIBUTES NUMBER o SERCENTACE
RESPONDENTS
s 64 90.1%
fa 7 9.9%

(Source: Primary Data)

Figure 4.10 Showing the Green marketing For Success

90Y:
80%
708
60%
50%
40t
30%
20%

0%%

(Source: Primary Data)

YES NO
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Interpretation

critical role Green M ;
arke :
' ting plays in driving |
evolutio g long-term success, and the industry's

c SCS th 1 t . “ge . .

behind, while those th

) at emb

L race Green Marketin i

potential, with only a tiny 9.9% g are poised to unlock their full

dissenti :
enting from this majority view.
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4.11 FINANCIAL IMPACT ASSESSMFNT

Table 4.11 Showing the Financial Impacy Assessment

—

ernl
ATTRIBUTES NUMBER OF PERCENTAGE
RESPONDENTS

I

Positive Impact 57

| — e

Negative Impact 14

e

(Source: Primary Data)
Figure 4.11 Showing the Financial Impact Assessing

90.00%
30.004
70,00%
60,00
30.00%
40.00%
J0.00%
20,004
10.006

0.0C%

Posigve Impact Negatie Impact

(Source: Primary Data)
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[nterpretation

staggering 80.3% of respondents re

port that Green M
prol‘oundl\ positive impact on thejr fin arketing has had a

:l . . -
neial performance, providing compelling
practices
responsibility can | o o ;

P ) ead to significant increases j

‘evidence that investing in sustainable and promot; . |
noting environmenta

smaller proportion of 19,79, experienced a

egative financial impact, highlighting
that Green Marketing may P

not - .
be suitable or eflective for every business.
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412 REVENUE IMPACT Of GREEN W ARKETING
Table 4.12 Showing the Revenye Tmpact of Green Marl ti
e rketing
S
ATTRIBUTES
NUMBER OF PERCENTAGE
et RESPONDENTS
\
Increased Revenue 29 1%
31%
Decreased Revenue 9 12.7%
. 0
No Impact 40 56.3%
Total 71 100%

(Source: Primary Data)

Figure 4.12 Showing the Revenue Impact of Green Marlketing

lrereased revenue Decreased revenue Ho impact

(Source: Primary Data)
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Intcrprctation

A notable 56.3% of Food Service establishments report no impact on revenuc from
Green Marketing efforts, supgesting that (hese businesses may need to reassess their
sustainability strategies to maximize financig| benefits, while a significant
propofﬁon of 31% have seen a notable increase in revenue, providing compelling
evidence that sustainable practices can attract customers, drive sales, and ultimately
boost the bottom line, and a smaller percentage of 12,7% experienced a decrease in
revenue, indicating that Green Marketing may not be effective for every business,
highlighting the importance of careful planning, effective implementation, and
ongoing evaluation to ensure that Green Marketing efforts yield positive financial

results.
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‘ 413 REALIZING ECO‘MEXDL\‘ BENEFITS

Table .13 Showing the Realizing

ATTRIBUTES ;f

Eﬁ.}-Fﬁendl}' Benefits

o ——
L
I
!
|

| NUMBER OF

PERCENTAGE

J ; § i
~. . RESPONDENTS | |
i * }'i
Improved haak i i
§ L ~ ﬁ-uu.h gi 12 ' ‘0‘??'42 !
Tl L. ] ¥
{ Environmental Bepefits | s 1532, ¢
:j i - L ;
= i : 5
§ . { i ;
‘ Soci=l Benefits | - 3 ~ i
il - Fi i
g i' i
Economic Benefis i‘ > i - Q2 i
] | — "' Q@ '
; ] . i
i b i
i vy, i 2O {
i i |
u
1 [
u ks ! 7 ; 100%
e i !

(Source: Primzry Datz)

(Source: Primary Datz)

Figure 4.13 Showing the Realizing Eco-Friendly Benefits
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choosing cco-friendly Food Service. i
R h Ce, ﬁcl“r
g improv
i oved health, environments
althy, @ u_mnrm.nt.\l
yaitive

penefits. social benefits, a
«and economic benefits '
, suggesting a wide-ranging pt

impact of adopting cco-[ric
endly pr
 eroslaios l dly practices, which can lead to a healthi t
{ S S, 0 a healthier environment,
(33 204) leading tl  healthier bottom line, with envi |

35.2%) g the way, a ' wironmental benelits
" S” i ¢ CHIES

1¢ most commonly cited benefit, followed b i |

. followed by mprovee

pealth (16.9%), social benefits (7%
$ (7%), and cconomic benefits (2.8%) demonstrafing
v 4 o g 'b

the multifaceted advant Food S ¢
ag J i
ges of embracing ceo-friendly practi 0
ractices in the Foo .'crvic

industry-




4.14 FUTURE OF GRERN MARKETING

Table 4.14 Showing the Fugyye of Green Mapke

,_——-———7\—

ATTRIBUTES

ting

———

NUMBER OF PERCENTAGE
RESPONDENTS

Customer Expectations

45 63.4%

Government Policies and 21 29.6%
Regulations

Technological Advancements 3 4.2%

Competitive pressure

Total

(Source: Primary Data)

Figure 4.14 Showing the Future of Green Marketing

Cusomer Soemment Technologizal Corpelilive
30
Eqectaters Paicias and Rdsancemerts Pressute

Pegulation:

(Source: Primary Data)




1ntcrprctnlion

v decisive 63.4% majority o |
A decisive 7o majority of Food Serviee businesses belie
b 5C¢ Vi

. \ ¢ that customer
expectations will be the mogt significan factor driving the
he fu

coo indicat] Qo ture of Grreen
Marketing, Indicating a seismic shif iy consumer (|
k cm

' and for environmentally
friendly and sustainable py

racti : Yervi identify |
o ces from Fooq Service providers, while 29.6% identify |
ernment policie i i : se

governt P s and regulations as acrucial factor, suggesting that businesses

anticipate regulatory pressures wil| increasingly drive Green Marketing cfforts, with

technological advancements (4,2%) and competitive pressure (2.8%) viewed as less |

significant factors in shaping the future of Green Marketing in Food Service.
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115 FORECASTING SUSTAINAMY 1y TRENDS
Table 4.15 Slmwiug the l"nrccnsting

Smlnhmhlllly Trends
i V—Q\W(\“MM“

ATTRIBUTES

R

NUMBER oF PERCENTAGF.
H RESPONDENTS
e — Y

Sustainability Wiy Become g

0
Standard Expectation fop All N PEsiA
Services
S-Sl S
More Services Businesgeg Will 37 53.1%
Adopt Green Practices, byt [ '

Will Vary by Industry

Only a Few Service Business

9 12.7%
Will Focus on Sustainability
Sustainability Efforts in Services 1 1.4%
Will Decline
Total 71 100%
(Source: Primary Data)

Figure 4.15 Showing the Forecasting Sustainability Trends
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Interpretation

The future of sustainability in 12 Yorol
I'he fut tainability jn Food Seryice is poised for significant growth and

0, nl g [ N . ’ 1
70 majority anticipating a substantial increase in

= N practices, ang hearly a third (33.8%) believing
sustainability will become 4

adoption, with a decisjye 52.1

businesses embracing gre

standard expectation for all services, marking a critical
shilt towards environmena]

[®

for cco-friendly practices, an

while only a negligible 1.4% predict a

decline in sustainability cfforts, and a mere 12.7% foresee limited progress,

highlighting the overwhelmingly positive outlook for sustainability in the industry.
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4,16 REGULATORY ppyp ORMS NEEDE D

Table 4.16 Showiug the chulnlmy Reformy Needed
S Neede

\1
—_— -
ATTRIBUTES
NUMBER O PERCENTAGE
RESPONDENTS
\__;

Waste Reduction and 37

Reeyceling 52.1%
Energy Consumption and "

20
Carbon Emissions S
Sourcing and use Of 10 14.1%
Materials e.g. Eco - o

Friendly Products
Employee Benefits and 2 2.8%
Fair Wages
Transportation and 2 2.8%
Logistics
Total 71 100%
(Source: Primary Data)
Figure 4.16 Showing the Regulatory Reforms Needed

(Source: Primary Data)
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Interpretation

. . 0 - . \ . :
a decisive 52.1% majority of respondens believe that waste reduction and recycling

should be more regulated in the food Service sector to improve sustainability,
highlighting the eritical need for stricter guidelines to minimize food waste and

maximize recycling practices, while also emphasizing the importance of regulating

energy consumption and carbon emissions (28.2%), and sustainable sourcing

(14.1%), with other areas, such as employee benefits and fair wages (2.8%), and

ransportation and logistics (2.8%), receiving significantly less support,

demonstrating a clear consensus on the need for regulatory reforms to drive

sustainability in the food service industry.
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417 WILLINGNESS TO PAY PREM1yy

Table 4.17 Showing the Willingness to Pay Premium

= —
ATTRIBUTES NUMBER OF RESPONDENTS | PERCENTAGE
Not Imporlant at All 4 5.6%
Slightly Important 44 62%
Moderately Important 9 12.7%
|
Important 13 18.3%
|
Very Important 1 1.4%
Total 71 100%

(Source: Primary Data)

Figure 4.17 Showing the Willingness to Pay Premium
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e Interpretation

A significant majority (62%) of responde

NS consider paying
Food Service options tg g

more for sustainable
i'“POI‘lant"

slightly vIndieating a lukewarm attitude
towards prioritizing S“Stai"ﬂb“ily in their purchasing decisions, while 18.3% deem it

impormnt", and a tiny fraction (1.4%)
asmall but voc

"important”, 12.7% rate j as "modcralc]y
consider it "very important", highlighling

committed to prioritizing Sustainability,

all, underscoring the ongoing cl

al minority decply
and 5.6% who do not think it's important at

allenges in cducating consumers about the benefits
Phasizing the

ey

e

e
%
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CHAPTER -5

FINDINGS, RECOMMENDATION
AND CONCLUSION




5.1 FINDINGS L

e Companies ad . oy

demand (73.2%), cost savings (19.7%)

(5.6%). and improved brand reputation

o Companies promotc green m
store promotions (40.8%),
(19.7%).

arketing initiatives most effectively through in-

word of mouth (23.9%), and social media

Companies adopt green marketing strategies primarily driven by laws and

regulations (39.4%), followed by financial incentives (25.4%), tax breaks

(19.7%), and educational programs (15.5%)

Implementing green marketing strategies leads to a significant increase in

customer loyalty and retention, with 85.9% of respondents reporting a
positive impact.

e The main obstacles to adopting green marketing in food services are
insufficient customer demand (45.1%) and limited sustainable packaging
options (36.6%).

» The biggest challenges businesses face with green marketing are convincing
customers of environmental benefits (43.7%) and ensuring consistent
messaging across channels (32.4%).

e The main challenges businesses face in sourcing sustainable products are
sourcing locally produced products (52. 1%) and the higher cost of
sustainable ingredients (33.8%).

* The main obstacles to reducing food waste are insufficient storage facilities
for food donations (49.3%) and a lack of consumer awareness about food
waste (32.4%).

* A majority of 70.4% believe that implementing green marketing strategies
can increase profitability for food service establishments.

* An overwhelming 90.1% of respondents believe that green marketing is
essential for the long-term success of food service businesses.

* A significant 80.3% of respondents report that green marketing has had a

positive impact on their financial performance.
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While 31% of Foogd Service

cslabhslunmls report increased revenue from
green marketing, g notable 56,39 eport no impact on revenue
Of e " : 3
‘ool respondents feport experiencing all four benefits of
eco-friendly Food Service

> Including improv

A significant 3§

¢ed health, environmental
benefits, social benefits, and cConomic be

Most Food Service busine

nefits,
Sses, 63.4%, believe customer expectations will
drive the future of green marketing, while 29.6% think government policies
and regulations will p

ay a crucial role,

A majority of 52,1% believe sustainability in Food Service will see

significant growth, with 33,89, thinking it will become a standard

expectation.
A decisive 52.1% majority believe that waste reduction and recycling should

be more regulated in the food service sector to improve sustainability.

A majority of 62% of respondents think paying more for sustainable Food
JOTILY paymg

Service options is only "slightly important”.
P ) ghtly imp
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5.2 SUGGESTIONS

sstablish clear standards (o e
Este ar standards 1o preyen, Greenwashing and promote sustainable
food practices

In-store events or workshops can be ysed (o raise awarcness

about
environmental benefits and sustain

ability in the food service industry.

Platforms like Instagram » Facebook, and Twitter offer an opportunity to

engage customers on sustainability topics and promote green initiatives.
Working closely with local farmers and sustainable product suppliers helps
reduce carbon footprints and ensures more sustainable sourcing.
Eco-friendly packaging options can be explored by transitioning to more

sustainable alternatives and collaborating with suppliers.

Food donation programs, improved waste management, and composting can
be explored to reduce food waste in operations,

More affordable sustainable food options can be introduced, giving

customers choices that fit different budgets and encouraging eco-friendly

decisions.
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|
{ 5.3 CONCLUSION
|
!
|

In conclusion, this study op adopting

| & Breen marketing practices in the food service
sector in Kochi hag successfully

valuable nsights into the impon

l achicved jig objectives. The study has provided
ance of gre

¢n marketing in the food service

| industry. highlighting its ¢ryciq) role in achieving lon
5 long-

Lerm success,

 The findings of' the study reveal that consumers in Kochj

; . are increasingly preferring
| eco-friendly products and s

ervices

! | » and are willing to pay a premium for them. This
trend is expected to continye

n the future, making it essential for food service 1

providers to adopt green marketing practices to remain competitive.

Despite the challenges associated with implementing green marketing practices,

such as higher costs and lack of infrastructure, the study has shown that these

‘mpact on performance and profitability. Food service
ho have adopted green marketing practices have reported increased
customer loyalty, improved brand image, and higher revenue.

Ultimately,

practices have a positive

providers w

adopting sustainable practices is essential for food service providers in

E Kochi to remain competitive and appealing to consumers. By adopting green

marketing practices, food service providers can not only contribute to a more
sustainable future but also improve their bottom line. As the demand for eco-friendly
products and services continues to grow, food service providers who fail to adopt
green marketing practices risk being left behind.

In conclusion, this study on adopting green marketing practices in the food service

sector in Kochi achieved its objectives. The study reveals that green marketing is

crucial for long-term success, and consumers in Kochi prefer eco-friendly products
and services. Despite challenges, green marketing has a positive impact on

performance and profitability. The study recommends increasing awareness,

1
providing incentives, developing infrastructure, and promoting sustainable practices.
h Ultimately, adopting sustainable practices is essential for food service providers in
Kochi to remain competitive and appealing to consumers. ﬁ
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ANNEXURE




/hat moti - . )
1. What ivated you to adopt Green Mnrkctmg strategies in your Food Service
business? T

a) Customer demand

b) Cost savings

¢) Regulatory compliance

d) Improved brand reputation attracting investment

\Y 7 H N [T
2. How do you communicate your Green initiatives to customers?

a) Social media

b) In-store promotions
c) Website

d) Menu labeling

e) Word-of-mouth

f) Other:

3.How do you think regulatory bodies can encourage or support Green Marketing

initiatives in the Food service sector?

a) Financial incentives
b) Tax breaks

c) Educational programs
d) Laws and regulations
e) Other:

4. Have you noticed an increase in customer loyalty or retention since adopting Green

Marketing strategies?

a) Yes
b) No

5. Which of'the following is a significant obstacle for Food Service providers in

adopting Green Marketing?

a) Lack of government regulations

b) Insufficient customer demand

c¢) Limited availability of sustainable packaging options
d) High cost of procuring eco friendly products




Marketing efTorts?

a) Convincing customers of the environmental benefits
b) Ensuring consistent messaging across marketing channels

c) Mc_aSl'xring the return on investment of green marketing initiatives
d) Building consumer trust

7. Which of the following is a common challenge faced by Food Service providers
Wwhen sourcing sustainable ingredients?

a) Higher cost of sustainable ingredients
b) Limited availability of locally sourced product

¢) Difficulty in verifying suppliers environmental claims
d) All of the above

8. What is a significant challenge faced by Food Service providers in reducing food

waste as part of their Green Marketing strategy?

a) Lack of consumer awareness about food waste

b) Insufficient storage facilities for food donations

¢) Difficulty in measuring food waste reduction

d) High cost of implementing food waste reduction programs

9. Do you believe that implementing Green Marketing strategies can lead to increased
profitability for Food Service establishments?

a) Yes

b) No

10. Do you think Green Marketing is essential for Food Service in long-term success?
a) Yes

b) No

I'1. Do you believe Green Marketing has had a positive or negative impact on your

financial performance?

a) Positive Impact
b) Negative Impact




12. How has Green Marketing impacted your Food Service establishments revenue?

a) Increased Revenue
b) Decreased Revenue
¢) No Impact

13. Have you experienced any benefits from choosing cco- cco-friendly Food Service?

a) lmproved Health

b) Environmental Benefits
¢) Social Benefits

d) Economic Benefits

e) All of the above

14. How do you think the following factors will influence the future of Green Marketing

in Food Service businesses ?

a) Customer expectations

b) Government policies and regulations
¢) Technological advancements

d) Competitive pressure

15. How do you think the trend toward sustainability will evolve in the Food Service
sector over the next 5 to 10 years?

a) Sustainability will become a standard expectation for all services

b) More service businesses will adopt green practices, but it will vary by industry
¢) Only a few service businesses will focus on sustainability

d) Sustainability efforts in services will decline

16. Which of the following do you believe should be more regulated in the Food Service

sector to improve sustainability?

a) Waste reduction and recycling

b) Energy consumption and carbon emissions

¢) Sourcing and use of materials (e.g., eco-friendly products)
d) Employee benefits and fair wages L
e) Transportation and logistics
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17. Would you be willing to pay a higher price for Food Service that are marketed as

sustainable or environmentally friendly?

a) Not Important at All
b) Slightly Important

¢) Moderately Important
d) Important

¢) Very Important




