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Abstract

Green marketing is about marketing products and services based on environmental
factors or awareness. Consequently, companies involved in green marketing make
decisions relating to the entire process of the production of the company’s products,
such as methods of processing, packaging and distribution. Green marketing focuses
on the green marketing efforts companies use, including corporate social responsibility
plans and sustainability efforts. Most consumers are environmentally conscious,
seeking eco-friendly products and services from companies that are socially
responsible. Green marketing is aimed at encouraging consumers to buy products
which are less harmful to the environment, to help save the planet. This study aimed
to investigate this from both a retailer and consumer perspective. Selected Pick & Pay
retail managers and their consumers in Durban were asked their views on product

quality, price and availability of information (advertising).

A mixed method (quantitative and qualitative) strategy was adopted. Participants and
respondents were purposefully selected, while their participation in this study was
voluntary and confidentiality was maintained. The research included interviews with
the five retail managers of the selected stores and a survey of 200 consumers. In the
survey, 250 questionnaires were despatched and 200 were returned, which

constituted a response rate of 80%.

Content validity ensured that the survey focused on concepts and constructs that
emerged from the review of literature on the awareness of green products. Cronbach’s
alpha index was used to confirm the reliability of the instrument. The findings suggest
that the awareness of green products varied among South African consumers.
Furthermore, the data obtained from the quantitative instrument indicated that the
location of the consumers (rural, urban, and sub-urban) as well as the ethnic group
(African, Coloured, Indian, and White) identified by the consumers strongly correlates
with their use of green products. In addition, the quantitative results showed that more
consumers, particularly white South Africans living in urban or sub-urban areas, will

adopt green products irrespective of the price of green products.
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To further support the quantitative findings, interviews conducted with five retail
managers, were recorded and transcribed to ensure credibility. The results were
interpreted and analysed against existing literature using thematic content analysis.
The interviews conducted revealed that retail managers are of the view that most
South African consumers do not understand what green products are. This was largely

attributed to a lack of adequate information on green products.

The salient feature of this study therefore suggests that the use of indigenous
languages will help educate the South African consumers on the benefits associated
with the use of green products. Ultimately, adopting green products by South African
consumers will add a positive benefit to the environment as well as encouraging future

generations to adopt green products.

In view of the above, and to ensure proper awareness and marketing of green
products, it is highly recommended that government and non-government companies
should play an important role in encouraging consumers to go green and embrace
green purchasing behaviour. This could be in the form of creating effective marketing
campaigns or environmental-related activities, and developing a policy that will issue
grants to companies implementing green marketing, which will encourage companies

to utilise their resources to provide environment-friendly products.
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CHAPTER 1 — Orientation and overview

1.1 Introduction

In recent times, while globalisation process continues full speed across the world, it
has also generated some environmental concerns with it. Boztepe (2016:8) stated
that with the increase in industrialisation and urbanisation, the usage of resources,
even though there might be shortages, has confronted the natural environment and
human health with pollution at dangerous levels. Consequently, marketing managers,
particularly in developing countries such as South Africa are beginning to put in place
operations of implementing environmentally friendly products (Boztepe (2016: 8). Of
concern, however, Lee and Parks (2013: 12) argued that a clear majority of consumers
in South Africa are still unaware of green products. The lack of consumer awareness
of green products was attributed to the marketing strategy adopted by most corporate
organisation (Thakur and Gupta 2012: 122). Hence, an articulated consumer oriented
marketing strategy is therefore needed for the sustainability and protection of the
environment for future generation. As most marketing studies have focused entirely
on corporate companies with little attention given to consumers, particularly with
respect to their preferences, perceptions, behaviour, and motivations (Thakur and
Gupta 2012: 122).

Significantly, concerns have also been raised that consumers in South Africa are not
schooled about the importance of green marketing. This study, within the parameters
outlined, will therefore explore the perceptions of South African consumers with

regards to green marketing.
1.2 Background and context of the study

The green marketing concept began because of industries’ interest in the environment
(Hashem and Al-Rifai 2011:52). The green notion and green marketing have
experienced an exponential growth over the last decade and it has had a significant
impact on the market and environment globally (Mohanasundaram 2012:34). Green

marketing plays a big role in attracting new customers and customer maintenance
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(Azad et al. 2013:1370), which contributes to making green marketing recognisable
and an important element of the marketing process of most companies. Green
marketing emphasizes the importance of environmental awareness (Smith, Lawrence
and Richards, 2010:54).

Azad et al. (2013:1369) explain that companies who are involved in green marketing
seek to go beyond traditional marketing by uplifting environmental core values hoping
that consumers will associate these values with the brand. These days, consumers
should have a high level of concern for protecting the environment and they should be
willing to consume those products, which are environmental friendly. Ottman, Stafford
and Hartman (2006:27) suggest that eco-friendly initiatives within marketing can be an
approach used by manufacturers to encourage consumers in sustaining the
ecosystem. As these factors have made it necessary to study the concept of green
marketing and the other related issues on this subject, the imperativeness of the
current study cannot be over-emphasized as this has led to resistance among
consumers who are reluctant to buy green products, because of the risks they perceive
in terms of quality, price, lack of certainty as to the place of green products in society
(Chen and Chai, 2010:30).

In the last decade, literature (D Souza 2004; Lee 2008; Lee 2009; Rahbar and Wahid
2011) documented that consumers are aware of and are willing to pay more to go
green. Despite this, there has been limited research which has examined the nature
of green marketing on consumers from emerging economies such as South Africa.
Cherian and Jacob (2012) pointed out that studies related to green consumerism have
been solely conducted in well-developed countries. It is therefore acknowledged that
from a developing country context, there is a dearth of research on the awareness of
green products amongst consumers in South Africa. This study therefore envisages

exploring the level of awareness of green products among consumers in South Africa.
1.3 Problem statement

Due to the fast deterioration of the natural resources attributed to population growth
and pollution activities, most countries have realised the importance of clean
production. Several international treaties have been signed including the Kyoto

Protocol and the 17t Conference of the Parties (COP 17:2012) to promote production
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in an environmentally friendly way. The Kyoto Protocol and COP 17 are climatic
change conventions held annually where leaders and scientists across the globe are
invited (Boyle 2011:43). Some of the global problems that have arisen due to pollution
include global warming, acid rain and the greenhouse effect to ensure compliance with
the treaties such as the Kyoto protocol. Many countries have crafted policies which

promote production in a sustainable and environmentally friendly way.

Thakur and Gupta (2012:122) mention that many corporates have taken green
marketing further as a part of their company strategy just to create brand image and
gain the attention of the consumers. They further explain that companies that have
adopted green marketing into their corporate strategy can enjoy a competitive
advantage over the companies who are marketing non-environmentally responsible
alternatives. More so, the authors maintain that marketing studies have focused
essentially on companies, and only a small number have looked at consumers in terms
of their preferences, perceptions, behaviours and motivations. Concern has also been

raised that consumers are not educated on the importance of green marketing.

In Lee and Park’s (2013:12) opinion, the vast majority of South Africans are unaware
of green products. This has resulted in a loss of opportunities for retail stores as well
as a loss of health benefits for consumers, and many of the green products have an
inverse effect on human health (Kontic 2010:33). Furthermore, Lee and Parks
(2013:43) argue that the promotion of green products will decrease the impact of
climate change, thus, it will enhance the sustainability of the ecosystem. In line with
this, this study aims to explore the perceptions of Pick ‘n Pay retail managers and

consumers with regards to green marketing.
1.4 Aim of the study

The primary aim of this study is to investigate the perceptions of green marketing of

retail managers and consumers of selected Pick n Pay stores in Durban.
1.5 Research questions

To address the aim of the study the following research questions were posed:

3|Page



1.5

Are retail managers and consumers aware of green products at selected Pick
and Pay stores in Durban?

What perceptions of green product quality, according to retail managers and
consumers, affect consumers’ adoption of green products at selected Pick and
Pay stores in Durban?

What perceptions of green product price, according to retail managers and
consumers, affect consumers’ adoption of green products at selected Pick and
Pay stores in Durban.

What perceptions of green product information availability, according to retail
managers and consumers, affect consumers’ adoption of green products at
selected Pick and Pay stores in Durban.

What are the reasons for adoption/non-adoption of green products among
consumers, according to retail managers and consumers themselves?

Objectives

“The research objectives should be precisely written and must lead to observable

outcomes” (Lewis, Thornhill and Saunders 2003:30). The researcher must ensure that

he/she does not fall into the trap of stating general research objectives that are little

more than statements of intent.

To achieve the aim and address the research questions posed, the following

objectives have been established:

Research objective 1: To determine the level of awareness of green products
among retail managers and consumers of selected Pick n Pay retailers.
Research objective 2: To determine the perceptions of quality among retail
managers and consumers of selected Pick n Pay retailers affecting adoption
of green products.

Research objective 3: To determine the perceptions of the price among retail
managers and consumers of selected Pick n Pay retailers affecting adoption
of green products.

Research objective 4: To determine the perceptions of the availability of

information on green marketing/ products among retail managers and
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consumers of selected Pick n Pay retail stores in Durban affecting adoption of
green products.

e Research objective 5: To determine the reasons affecting the adoption of
green products among consumers, according to retail managers and

consumers themselves.
1.7 Hypothesis

Johnson and Christensen (2008:33) hold that “a hypothesis is a suggested,
preliminary, yet specific answer to a problem, which has to be tested empirically before
it can be accepted as a concrete answer and incorporated into a theory. A hypothesis
is actually what one wants to know”. According to Marshall (2002:27), a “hypothesis
proceeds from a statement of the research problem. It serves as point of departure
and as a directive for the planned research. It also serves as an instrument, which the
researcher can use to determine whether she is collecting relevant data”. The

formulated hypothesis on the nature of green products is as follows:

Hi:  Consumers in South Africa have different levels of awareness of green

product.

Ho:  There are no differences in the level of awareness of green products

among consumers in South Africa.
1.8 Significance/rationale of the study

The green marketing concept began because of industries’ interest in the environment
(Hashem and Al-Rifai 2011:52). The green notion and green marketing had an
exponential growth over the last decade and it had a significant impact on the market
and environment globally (Mohanasundaram 2012:34). Green marketing plays a big
role in attracting new customers and customer maintenance (Azad et al. 2013:1369),
which contribute to making green marketing recognisable and an important element
of the marketing process of most companies. Green marketing emphasizes the
importance of environmental awareness (Smith, Lawrence and Richards 2010:154).

Azad et al. (2013:1369) explain that companies who are involved in green marketing

seek to go beyond traditional marketing by uplifting environmental core values hoping
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that consumers will associate these values with the brand. These days’ consumers
should have high concern for protecting the environment and they should be willing to
consume those products which are environmental friendly. Saari, Baumgartner, and
Makinen (2017:2) suggest that eco-friendly initiatives within marketing can be an
approach used by manufacturers to encourage consumers in sustaining the

ecosystem.
1.9 Scope of the study

This study was conducted mainly in the Durban area, among specific Pick n Pay stores
and communities, therefore the findings may not be generalised to other cities and
other retailers.

1.10 Overview of research methodology and research design

This study has been stimulated by inductive reasoning. Using scientific reports,
research and development publications, scholarly articles and standard requirements,
the study investigated the adequacy of current strategies. The strategy that was

adopted was both a positivist and interpretive paradigm.

Both quantitative and qualitative research approaches were used for the study. In
addition to the consultation of literature sources, surveys and semi-structured
interviews were conducted with consumers as well as retail managers from selected

Pick n Pay outlets within Durban, South Africa.

In the quantitative phase, data collection involved purposive sampling of respondents,
distribution of questionnaires to customers. The target population were 250 Pick n Pay
customers. The collected data were analysed using both descriptive and inferential
statistics. Content validity and Cronbach Alpha was used to ensure the validity and

reliability.

With regards to the qualitative phase, five Pick n Pay retail managers/supervisors from
each selected outlets were and interviewed. The information gathered was
thematically analysed and utilised fully, in order to achieve the research aim and
objectives. The validity of the study was based on credibility, dependability and
transferability (Lincoln and Guba 1985).
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1.11 Format of the study

The dissertation was divided into five chapters.

Chapter one foregrounded the context of the study by detailing the challenges
confronted the marketing and awareness of green products in South Africa. This
steered the chapter towards the aim and objectives/questions, hypothesis, and scope

of the study.

Chapter two reviewed and shed light on the literature revolving around the issue of
green marketing, the benefits and the effects and how and when it emerged and so
forth.

Chapter three provided a detailed discussion of the research methodology employed
in the primary investigation. It will present the stages that were undertaken in the
preparation of the study. It indicates the types of research, data collection, and

analytical processes employed.

Chapter four provided a plan of factual reporting of the results of the primary study.

This is done mainly through graphs and percentages.

Chapter five provided a detailed account of the findings of the research and offers

constructive recommendations and a conclusion of the study.
1.11 Conclusion

A problem statement preceded by a brief introduction and background of the proposed
study has been outlined in this chapter. The aim, objectives, questions have been
identified. The purpose of this research was to create an awareness among
consumers on how important purchasing green products is and how it will help in
protecting the environment, and this study also alerts the consumers to the benefit of
purchasing these kinds of products which are “green products”. The next chapter
focuses on literature reviewed by various secondary sources based on the nature of

green marketing.
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CHAPTER 2 - Literature review

2.1 Introduction

The resources on earth are not limitless and are being depleted at a rapid rate. What
is worse is that this depletion of resources is also threatening the environment,
ecosystems and human health. This situation has spurred government and civil social
companies and consumers into action. Factors such as population growth and global
warming are threatening the future of human beings. Peattie and Crane (2005) have
alleged that the exhaustion of natural resources stimulated the emergence of the
concept of “Green Marketing”. Defining green marketing can be a very difficult process
and is not a simple task. Even the terminology used in this area has varied since the
concept was introduced. These include: Green Marketing, Environmental Marketing
and Ecological Marketing. Previously, studies under this topic were done using
multiple titles, but nowadays the authors seem to be using green marketing
(Chamorro, Rubio and Miranda 2009).

This chapter reviews literature related to green marketing. The review unfolds with the
historical background of green products and further structured into ten sections.
Section One discusses the green products in South Africa. Section Two introduces the
concept of quality in green products. It is anticipated that the different consumer
attributes related to the concept of green marketing will help to support the adoption
of green products by consumers in South Africa. Section Three deals with the concept
of green marketing. This is considered pertinent due to the lack of awareness on the
benefits of green products among consumers in South Africa. Section four presents
an overview and discusses different green marketing strategies employed by
corporate companies in South Africa. Section Five discusses the imperativeness of
green products, as it is the underpinning concept in adopting green products. A
discussion follows of the different measures put in place by corporate companies as
well as government agencies on the adoption of green products. Section Six examines
the levels of awareness, lack of information and uncertainty of place of purchase of
green products in South Africa. It is envisaged that understanding the factors that
influence green consumers, particularly as they relate to environmental
consciousness, will help in spreading the knowledge of green products. Thereafter, a

discussion on the perception on the price of green products follows. This chapter
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concludes with an evaluation of the challenges of green marketing and consumer
satisfaction, particularly as it is a critical factor in the promotion of green products to

consumers in South Africa.
2.2 Historical background to green marketing

Since the 1980s green marketing has gone through some stages which include a
backlash in the 1990s and an upswing in the 2000s and onwards (Ottman, Stafford
and Hartman 2006). The end of the 1980s is said to mark the beginning of green
marketing, and it is the stage during which green business research surged amongst
academics (Peattie and Crane 2005). The 1990s was the second stage and it began
with very high and hopeful forecasts of a “green tide” of consumers and new products
(Van der Merwe and Oliff 1990). The outcome of that decade was not as good as
expected. Consumers at that stage were disillusioned and many of the ground-
breaking green products produced by specialist companys had left the market and the
dramatic growth from the beginning of the 1990s had subsided (Peattie and Crane
2005).

The third stage of green marketing started in 2000 and has been going on since then.
More advanced technology has been implemented (Peattie and Crane 2005) and
deceptive claims are requiring stricter enforcement. It has also seen the introduction
of new regulations from government and through detailed inspections from various
environmental companies and the media. Consumers’ confidence in green products
has been restored and improved thus many high quality green products have been
made since the 2000s. In addition to the concern of environmental quality that is
steadily rising, Lee (2008) pointed out that green marketing has now picked up
momentum again like back in the 1990s. Some researchers have even said that green
marketing is now “‘making a comeback” (Ottman, Stafford and Hartman 2006;

Dangelico and Vocalelli 2017).
2.2.1 Definitions and concept of green marketing

Ever since the 1970s green marketing has been defined in many ways. In 1975 the
American Marketing Association (AMA) held its first workshop on ecological marketing
and thus green marketing came into existence around the 1980s. The seminal work
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of Heion (1976 cited in Roberts 1996) gave the first definition of green marketing which
describes it as “the implementation of marketing programs directed at the
environmental interests of people towards the environment and the green conscious
market segment”. More recently, Polonsky (2011) defined green marketing as the
effort by a company to design, promote, price and distribute products in a manner
which promotes environmental protection. He elaborated that green marketing
encompasses all activities deigned to generate and facilitate any exchanges intended
to satisfy human needs or wants such that the satisfaction of these needs and wants
occurs with minimal detrimental impact on the natural environment. Resonating with
him, Cherian and Jacob (2012) moot that green marketing covers the overall brand of
marketing activities undertaken by companies in a manner that they promote and
manufacture products which have a positive impact on the environment or alternatively
reduce negative impact on the environment. As can be seen there are several
definitions all of which can define green marketing with the central meaning, however,

remaining the protection of the environment.

Manaf, Atan and Mohamed (2006) and Banerji and Dubey (2014) elaborated that the
levels of commitment to the environment and community concerns by a company are
revealed by the company’s policies and practices and their influence in determining
the quality of the environment. The company thus participates in the endorsement of
environmentally safe or beneficial products. Banerji and Dubey (2014) have argued
that green marketing has now become a global concept for safeguarding the earth
from the damage it has been subjected to for so long. They, however, caution that the
earth has limited resources, and it is our duty to make judicious use of it. According
to these authors, businesses are showing consumers that they too share the same
concerns for the environment by the implementation of green strategies to save the
earth’s resources in production, packaging and operations, thus boosting their

integrity.

As illustrated in Figure 2-1, Banerji and Dubey (2014) pointed out that other aspects
of green marketing include recyclable and biodegradable packaging, ecologically safer
products, energy efficient operations and better pollution controls. New products that
are a result of green marketing include packaging made from recycled paper,
phosphate free detergents, bottles made using less plastic and refillable containers for

cleaning products.
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Figure 2-1: Concept of green marketing (adapted from Banerji and Dubey, 2014).
2.2.2 Green products and its characteristics

According to Banerji and Dubey (2014), green products are those that were
manufactured through green technology that caused no environmental damage to the
conservation of natural resources and sustainable development. It is important to
promote green technology and its products. As shown in Figure 2-2, green products

can be defined by:

1. Product originally grown

2. Recyclable, reusable and biodegradable

3. Products with natural ingredient

4. Products containing recycled contents, non-toxic chemical; products not

harming or polluting the environment;

o

Products having eco-friendly packaging (reusable, refillable, containers).
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Figure 2-2: Types of green products (adapted from Banerji and Dubey, 2014)

The above definition of green product is modernised to add value to its sustainability.
Isaacs (2015) alleged that sustainability products reduce the impact on the
environment by virtue of being responsibly sourced products (e.g., those that are either
renewable or sustainably harvested). For example, a sustainably harvested source
material does not harm the 20 surrounding area, pollute the air, or permanently reduce
the supply. Hence, companies that offer environmentally sustainable
products/services enhance green perceived value of their brands (Doszhanov and
Ahmad 2018). Consequently, Cherrier, Black and Lee (2011) recommend that
marketers should focus on consumer preferences and decision making process in
order to promote green products. Equally important, studies (Aman 2012; Chahal
2012; Suki et al. 2013) reveal that education and awareness of green products
significantly influence buying behaviour of customers. The impact of education and
awareness of green products is pertinent to this study, particularly in the promotion of

green marketing in South Africa.

A powerful interpretation of the term green product comes from the National Institute
of Building Sciences Whole Building Design Guide, which states that the majority of

green products on the market today must (Prowler and Prowler 2008):
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« Promote good indoor environmental quality (IEQ), typically through reduced
or eliminated volatile organic compounds (VOC) emissions,

» Not contain chlorofluorocarbons (CFCs), halogenated chlorofluorocarbons
(HCFCs), or other ozone depleting substances,

« Have low embodied energy (the total energy required to produce a finished
product, including the energy used to grow, extract, manufacture, and
transport to the point of use),

» Be durable and have low maintenance requirements,

* Incorporate recycled content,

» Be made using natural and renewable resources,

» Be easily reused, either whole or through disassembly,

» Not contain highly toxic compounds and not contribute to highly toxic by-
products during the manufacturing process,

« Employ sustainable harvesting practices if wood or bio-based,

« Have to be salvaged from existing or demolished buildings for reuse,

» Be able to be readily recycled, preferably in a closed-loop recycling system,
which allows a manufactured product to be recycled into the same product
without significant deterioration of quality,

» Be obtained from local resources and manufacturers, and

« Be biodegradable (Amatruda and Energy 2010).
2.3 Green products and the concept of quality

The quality of a product is a vital factor in creating faithful customers who are satisfied
with the product. Product quality is the result of a good performance i.e. the extent to
which it can meet a customer’s requirements without defects (Azad et al. 2013). Other
dimensions of product quality include packaging design, features and assurances
(Peattie and Charter 2003; Tantawi et al. 2009). According to Abdul-Muhmin (2002)
when the quality of the product is high, it is more acceptable and purchased by the
consumer and this brings consummation to both wholesalers and retailers. This author
further emphasises that the quality of a product directly influences its performance and
is related to customer satisfaction, loyalty and the intentions of continuing to buy the
product. Customer satisfaction and the reduction of cost by replacing faulty goods can

be achieved by producing quality products. companies
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can build a reputation of quality by gaining accreditation with a recognised quality
standard such as ISO 9001 (Azad et al. 2013).

It is of concern that one of the most important constraints that have hampered the
development of green products is the lack of consumer trust and the lack of information
(Lai, Cheng and Tang 2010). For instance, a survey has reported that 41% of
customers did not buy green products because they were worried about the
diminished quality of eco-friendly versions. This means that maintaining high quality
will bring about consumer satisfaction and also gives rise to consumer loyalty (Lin and
Huang 2012). Thus, as inferred from the above the quality of green products could
persuade customers to purchase these products.

2.3.1 Green marketing in relation to the 4 P’s

The emergence of green marketing poses a challenge in quality terms since there will
be a need to develop new products that match the consumers’ expectations i.e. good
quality attributes. Product development in the industries, whether at the
manufacturers’ industry supplier level is inextricably bound to the dictates of the
consumer in the marketplace. Marketing is much more than advertising, as it refers to
the entire process by which product opportunities are identified, designed,
manufactured and promoted to best fit the needs of the consumer and these include
quality. Typically, marketing has been said to embody the four Ps, namely product,
price, place and promotion and green marketing affects them in a big way (Bhalerao
and Deshmukh 2015). The afore-mentioned marketing four Ps is significant to
consumer’s perception, adoption and purchase of green products. The next section
will therefore discuss green products in relation with the four Ps.

2.3.1.1 The green product

There are several characteristics that a product must possess to be labelled as a
“green product”. Some of them are as follows (Elkington, Hailes and Makower 1990;
Sachdev and Mahna 2013):

e The product must not harm any animal or person in any manner.
e The product must not harm the environment in any manner during its life-cycle.

e The product must not consume a disproportionate amount of resources.
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e The product must not cause unnecessary waste.
2.3.1.2 The green price

The businesses often price the green products a bit higher than their non-green
equivalents. This increased price is justified by citing a cost-intensive production
process. The consumers, often, are ready to pay the increased price and show their
support for the initiatives taken for a greener environment. For example, organic fruits
and vegetables are generally priced higher than normal grocery items (Shamdasani,
Chon-Lin and Richmond 1993; Kirgiz 2016).

2.3.1.3 The green place

The concept of green place seeks to go above and beyond the conventional physical
distribution and logistics techniques. It involves all the factors from cutting transport
emissions to reducing the ecological footprint of the products. For example, if a
business X is importing a certain item from some other country, and that item is
shipped to him, he may reduce his carbon footprint by finding the product locally and
thereby, preventing pollution and shipping costs. However, this idea is not opposed to
globalism. If, for example, manufacturing a product locally is more expensive (in terms
of carbon emissions) than importing it, then it is advisable to import the product (Peattie
and Charter 2003).

2.3.1.4 The green promotion

Green marketing is often thought of only as promotion of green products. Although
promotion is an important part of green marketing, it is not the only one. With the
advent of green marketing and its gaining huge popularity, it became a common sight
to see a plethora of products being promoted as green products. The green promotion
became such a widespread phenomenon that the authorities had to intervene and set
some ground-rules for products to be advertised as green. Many regulatory guidelines
were introduced to standardise claims about the product being environmental and to

end consumer confusion and distrust (Kirgiz 2016).

15| Page



2.4 The business case for green marketing

A business can enhance its competitiveness through improvements in environmental
performance to comply with environmental regulations to address environmental
concerns of customers and to reduce the environmental impact of its products and
services. While the clear majority of consumers claim to be green, green products
account for less than four per cent of the global product market share (UNEP 2005).
This alone underlines the need for marketing research to address the massive
disconnects between attitudes toward green products and businesses and actual
purchase behaviours. A true triple-bottom line orientation is a concept that captures
an expanded spectrum of values and criteria for measuring organisational (and
societal) success: economic, ecological and social. There is a growing interest among
top managers, stakeholders and academics regarding green marketing practices and
its potential impact on the triple-bottom line (Cronin et al. 2009; Hammer and Pivo
2017).

Companies are increasingly adhering to a triple-bottom line performance evaluation,
a concept coined to reflect the growing tendency of stakeholders to evaluate
organisational performance based on economic prosperity that is profits,
environmental quality that is the planet and social justice that is the people. The recent
BP oil spill in the Gulf of Mexico typifies the impact that an environmental disaster can
have on a company’s triple-bottom line. Specifically, companies

are expected to commit to green marketing practices as the cost of materials and
energy continue to rise, public pressure continues to increase, there is increasing
awareness that subscribing to triple-bottom line practices can increase consumer
demand, and consumers’ growing antipathy to globalisation relative to green
performance (Kleindorfer, Singhal and Wassenhove 2005).

According to Ottmam (2009) from an organisational standpoint, environmental
considerations should be integrated into all aspects of marketing new product
development and communications and all points in between. The holistic nature of
green also suggests that besides suppliers and retailers’ new stakeholders be enlisted,
including educators, members of the community, regulators, and NGOs.

Environmental issues should be balanced with primary customer needs. Successful
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integration of eco-system in marketing decisions creates a win-win outcome. This
means that all three parties, namely the company, the customer and the eco-system,
must win. The challenge, therefore, for the marketer is to create such a winning matrix.
The next section will therefore examine the nature of green marking within the context
of South Africa.

2.5 Green marketing in South Africa

There is no literature which points out the beginning of green marketing in South Africa
but there are events which happened which led to an awareness of the relevance of
the subject and these include the Green Economy Summit held between 18 to 20 May
2010 at the Sandston Convention Centre, Johannesburg, south Africa. The
aforementioned summit was attended by a multi-sectoral stakeholder base comprising
government officials, business representative, labour representative, various non-
governmental organisations, academia as well as various international companies
amongst others. The Green Economy Summit is regarded as the starting point
towards identifying flagship programs that demonstrate green economy activities in

South Africa (Green Economy Summit 2010).

According to the Summit Report, the green economy is regarded as a sustainable
development path that is based on addressing the interdependence between
economic growth, social protection and natural ecosystems. This view is in line with
the country's vision on sustainable development, which states that ‘South Africa
aspires to be a sustainable, economically prosperous and self-reliant nation state that
safeguards its democracy by meeting the fundamental human needs of its people, by
managing its limited ecological resources responsibly for current and future
generations, and by advancing efficient and effective integrated planning and
governance through national, regional and global collaboration’ (NFSD 2008). In
addition, various existing policies, strategies and plans are linked to the transition to a

green economy in South Africa.

For the purpose of the green economy modelling for South Africa, an inception
meeting between DEA and UNEP was held in late 2011 in order to discuss, among
other things, the sectors that will play a major role in the transition to a green economy

(Musango, Brent and Bassi 2014). Eight sectors were identified: (i) energy; (ii)
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agriculture; (iii) manufacturing; (iv) recycling (waste management); (v) tourism; (vi)

transport; (vii) water; and (viii) ecosystem services (natural resource management).

To refine and prioritise the sectors for SAGEM, there was a need to interface with
policy-makers and stakeholders in other government departments, research
institutions, civil society, and non-governmental institutions. This was achieved
through a Green Economy Technical Workshop, which was organised by DEA in
partnership with UNEP and UNDP, and facilitated by the Millennium Institute, the
Sustainability Institute and Stellenbosch University, in early 2012. The primary
purposes of the workshop were (Musango, Brent and Bassi 2014):

Prioritise sectors of focus for SAGEM based on the above highlighted eight
sectors; identify the South African specific targets for the green economy for
the prioritised areas; and identify the possible scenarios for consideration in the

modelling effort.

2.5.1 Sector prioritisation

The participants at the Green Economy Technical Workshop were organised in three
groups to address the above objectives and reported their discussion in a feedback
session. In terms of identifying the areas of focus, it was agreed that four areas should
be considered in SAGEM given the time constraints and data availability for the
modelling process (NFSD 2008).

The criteria that were used by the participants to prioritise the key areas mainly
revolved around aspects of employment and localisation (e.g. manufacturing),
addressing inclusivity and inequality, attracting funding and improving
competitiveness, and the availability of data to support the analysis of the respective
sectors. Energy and transport featured in all top four priority lists of the groups; natural
resource management and agriculture featured in two groups (NFSD 2008). Thus, the
four areas that were finally selected were: natural resource management (NRM),

agriculture, transport and energy.
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2.5.2 Targets definition

With respect to prioritising the targets, the participants generally felt that it was
challenging to quantify the targets. It was therefore decided that the medium-term
(2020) and long-term (2030) targets should be defined employing the existing policies
and plans such as the New Growth Path and the National Development Plan
(Musango, Brent and Bassi 2014).

2.5.3 Scenario definition

In terms of defining appropriate scenarios, there was limited time for the participants
to explore the possible scenarios. There were, however, some indications of the issues

to be investigated in the modelling effort, including, among others:

e The South African economy growth between 4 and 7% on average per year by
2030;

e A global ‘double-dip’ recession, as experienced in 2008, between 2012 and
2017;

e Global warming of between 4 and 6°C; and

e Depletion of natural resources, specifically a ‘peak oil’ and ‘peak coal’ (for South
Africa) by 2020.

Green marketing plays a role in the implementation of these green economy “polices”
since it is the consumer who will dictate the pace in this industry. Their choice to buy
green products for the good they provide to the environment will increase market share
for companies that are following the trend. This will force other companies to comply
owing to their methods which are soon to go obsolete (Musango, Brent and Bassi
2014).

2.5.4 South African examples of green companies

Green marketing is still in its early stages in South Africa. Awareness is still lacking
within companies and the general population (Thakur and Gupta 2012: 122). However,
there are companies in South Africa that are selling green products and contributing
to the raising of awareness within the general population. Companies that are

promoting green products are discussed next.
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As stated above, there is still dearth of companies that solely specialized in green
products and services. Hence, this study will be focusing on two known company that
provide green services and products in South Africa, namely Green Worx Cleaning

Solution and Tuffy Brands.

Green Worx Cleaning Solutions is South Africa’s leading developer and manufacturer
of green cleaning products that are kind to people and the environment. The range is
based on proven, world class eco-friendly solutions that can eliminate all forms of dirt
and grime without using harmful chemicals or damaging the fragile eco-system
(Greenworx 2013)

The benefits of using their products are that they work with specially selected bacteria
and natural enzymes to break down dirt and grease into organic nutrients which are
then released safely back into the environment. The key benefits are that harmful
chemical compounds are not released into the atmosphere or into water systems and
also that your workers are not exposed to toxic fumes and chemicals. This increases
safety and productivity while reducing staff absenteeism. Also, the more regularly the
Green Worx products are used, the more effective they become. Their products
include green cleaning solutions suitable for floors, carpets, surfaces, special
purposes, laundry and dishwashing cleaners and detergents, septic tanks, grease
traps as well as hygiene and odour control products for restrooms. The products are
also ideal for homes, businesses, restaurants, hospitals, clinics, food manufacturers,
cleaning contractors, sanitation and hygiene companies, facilities management
companies, engineering plants, wastewater treatment operations, shopping malls and

restrooms (GreenWorx 2013).

Tuffy Brands is a Cape Town-based company which was established in 1986. It
specializes in the manufacture of flexible plastic and paper products for the retail,
industrial, advertising and marketing industries. Environment News Press Centre
South Africa (2016) revealed that Tuffy brands manufactures plastic bags for Checkers
which are made of 100% recycled material, and it won an award in 2012 for this. In
announcing the winner South African Plastics Recycling Organisation (Sapro) said
about 19% of all plastic products made in 2012 were recycled in the same period,
although the recycling rate is not increasing rapidly enough to make an impact on the

plastics waste going to landfills each year. As a result of the increasing population,
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urbanisation and a growing middle-class society, the tonnages going to landfills are
increasing faster than the tonnages recycled (Environment News Press Centre South
Africa 2016).

2.6 Imperativeness of green products

Following the financial crisis of 2008, the green economy concept has been
mainstreamed in the economic debates, and it is currently being utilised to shape
development strategies and economic growth in several developing countries. The
main drivers for the transition towards a green economy include, among others, the
continuing pressure imposed on finite natural resources; increased awareness of the
need for energy and water security; concerns about global climate change; and
intergenerational justice (Musango, Brent and Bassi 2014; Joshi and Rahman 2015).
A long-standing perception among both the general public and policy-makers has
been that the goals of economic growth, environmental protection, and national energy
security involve a complex set of trade-offs (Brown and Huntington 2008). Accelerating
environmental, economic, social and technological change challenges the decision-
and policy-makers to learn at a faster rate, while at the same time the complexity of
the environment, in which we live, continues to increase. Many of the challenges that
humanity face today are related to unforeseen side-effects arising from actions in the

past (Musango, Brent and Bassi 2014).

The purpose or importance of going green is to use products and methods that would
not negatively impact on the environment through pollution or depleting of natural
resources (Robinson 2008). Clem (2008) adds that going green reflects a social
consciousness around saving and advancing the earth’s natural resources, preserving
and protecting them for the sake of civilisation. As customers become more aware of
the environmental issues, there is an increase in the demand for ecologically safe
products. This increased awareness of and sensitivity towards environmental issues
places certain demands on business functions to become greener (Joshi and Rahman
2015).

Further, research suggests that the impact of socially responsible initiatives on stock
price are directly associated with any positive or negative effects of the initiatives
(Mdller and Wikstrom (2016). The findings suggest that the stock market is efficient,
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thus any positive or negative effects of socially responsible initiatives will be
immediately reflected in the price of the stock. The recent oil spill by BP sheds light on
the potentially devastating impact that the lack of green practices can have on the
short- and long-term performance of the company, as BP’s stock price and credit rating
have plummeted (Rompotis 2010). Going green therefore is important for the future
of the economy and civilisation. Companies going green can provide necessary
leadership in the green movement, work wonders for the environment, significantly

improve their bottom lines and show they are excellent citizens.

Thus, there is a growing awareness among consumers all over the world regarding
protection of the environment in which they live, as people do want to bequeath a clean
earth to their offspring. Various studies by environmentalists indicate that people are
concerned about the environment. Now we see that most of the consumers prefer
products that are recyclable, non-toxic and environment-friendly. So, this has become
the new tune for marketers to satisfy the needs of consumers and earn better profits
(Lee 2008).

2.6.1 Imperativeness of adoption by companies

Studies by Hart (1995), Hart and Milstein (2003), and Hart and Dowell (2011) reported
that in today’s business world, an organisation’s competitiveness is intertwined with
its environment activities. As such, the early work of McGrath et al. (1995) noted that
initiating new practices that lead to the development of new products, new markets,
and new technologies such as green products can be considered as a main
mechanism for developing competitive advantages. Similarly, Masoumik et al. (2015)
alleged that innovative environmentally related practices that lead to producing new
green products, developing new clean technology, and developing new market

opportunities, would improve or generate organisation competitive advantage.

In addition, and in view of the above, Nadaf and Nadaf (2014) acknowledge that most
companies are venturing into green marketing because of the following reasons,

namely:

1. Opportunities — Many of the companies find green marketing to be an
opportunity to exploit and have a competitive advantage over companies

marketing non-environmentally responsible alternatives. Some examples of
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companies who have striven to become more environmentally responsible, in

an attempt to better satisfy their consumers’ needs, are:-

« Big brands like Adidas, Reebok, Lotto, and Nike are using paper bags for
packing their products and cotton tags instead of plastic tags.

« Xerox introduced a "high quality" recycled paper in an attempt to satisfy the
demands of companies for less environmentally harmful products.

« Kansai Nerolac Ltd has worked on removing hazardous heavy metals from
their paints (Sao 2014).

Government pressure — Various government agencies have been formed to
protect the consumers and society e.g. the Central Pollution Board of India
which is an autonomous body under the Ministry of Environment and Forest

(MoEF), plays an important role in drafting guidelines and advising the MoEF.

Competitive pressure - Another major force in environmental marketing has
been companies' desire to have an edge over competitors. This competitive
pressure has caused an entire industry to modify and thus reduce its
detrimental environmental behaviour. For example when Xerox introduced
100% recycled photocopier paper other manufacturers had also started
introducing recycled photocopier paper ( Gupta, Jankowska and Maiti (2007)).

Social responsibility - Many companies are beginning to realize that they are
members of the wider community and therefore must behave in an
environmentally responsible manner. This translates into companies who
believe they must achieve environmental objectives as well as profit related
objectives. This results in environmental issues being integrated into the
company's corporate culture. Keeping this in mind companies like WIPRO
technologies have been producing sustainable IT products and solutions which
help customers achieve high productivity in energy, space and asset
management through the life cycle. They have launched green ware ranges of
desktops which are not only 100% recyclable but also toxin-free (Coddington
1993; The Economic Times 2007).
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2.7.2 Imperativeness of adoption by governments

The economy of the world faces serious difficulties due to global warming and
greenhouse gas (GHG) emissions (Mohajan 2011). Green marketing is in the focus of
present marketing strategy due to the pressure that comes from inclined
environmental awareness in the global climate change. Therefore, the marketers need
to include a green approach in framing the marketing programs. There are several
suggested reasons for governments increased use of green marketing and some of

them are as follows (Kathambi 2014).

In the 21st century consumers have become more conscious about safer and healthier
lives and healthy environments. Obviously, the customers always want to buy eco-
friendly and environment harmless commodities for their daily lives. In 2007 green
marketing came into the mainstream of global business and captured the public
awareness. The best example of green marketing issues to help to make the
environment safe and eco-friendly is from printing machines industries which are trying
to be greener by reducing emissions of Volatile Organic Compounds (VOCs), handling
of contaminated water and toxic waste as well as tracking of inks, solvents and other
chemicals (Chaudhary and Seth 2011). There are many opportunities of green
marketing. Recently companies marketing goods with environmentally safe practices
have realised a competitive advantage over companies marketing non-
environmentally responsible alternatives. Some companies have determined benefits
of using green marketing technologies (Mungeria 2014). The government of a country
can stress to produce green marketing commodities to reduce production of harmful
goods or by-products, to modify consumer consumption of harmful goods. These
governmental regulations are designed to control the amount of hazardous wastes
produced by companies. Government can impose a tax on production or use of non-
green marketing products. For example, in Australia there is a higher gas tax
associated with leaded petrol. A company can produce green marketing products to
teach other companies the importance and demand of it. For example, it could be
argued that Xerox’s Revive 100% Recycled paper was introduced in the market a few
years ago in an attempt to address the introduction of recycled photocopier paper by
other manufacturers (Mungeria 2014).
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2.7 Level of awareness, lack of information and uncertainty of

place of purchase of green products

The relationship between the marketing discipline, the public policy process and the
natural environment is of great importance (Hashem and Al-Rifai 2011). It has also
been noted that the influence of the green consumer will grow as environmental
awareness among consumers spreads and improvements are made to the
environmental information available through eco-labelling schemes, consumer groups
and consumer guides. According to Ginsberg and Bloom (2004) individual people are
more trusted to take significant actions to protect the environment than government or
individual companies (Hashem and Al-Rifai 2011). Mohanasundaram (2012) has
considered a green consumer as more educated and wealthier than the average
consumer. In Europe, as 30% of the participants in a study by Cohen and Wolfe,
Landor (2009) mentioned that they spent more than 50 euros per month on green
products (Radu 2013). In contrast, Ottman et al. (2013) conclude that South Africans
spend an insignificant amount on green products due to the low level of awareness of

green products in South Africa.

The rise in consumers' ecological consciousness in recent years has increased their
willingness-to pay for green products (Machiba 2010). Geyer-Alléye and Zacarias-
Farah (2002) point out that 27% of consumers in OECD countries can be labelled
“green consumers” due to their strong willingness-to-pay and strong environmental
activism. A total of 10% of these are “green activists” with high environmental activism,
but lower willingness-to-pay. The others are “latent greens” (40%) or “inactive” (23%).
In its 2005 paper on the effects of eco-labelling schemes, the OECD has compiled
several studies revealing greater consumer willingness-to-pay for eco-labelled
products. The 2008 Euro-barometer shows that 75% of Europeans are “ready to buy
environmentally friendly products even if they cost a little bit more.” However, only 17%
of these declare having recently bought such “products marked with an environmental
label” (Geyer-Alléye and Zacarias-Farah 2002). A reason may be the inability of 42%
of them to discriminate environmentally friendly products from other products even
with an eco-label. Another reason can arise from the fact that some of them think that
responsible consumption is synonymous with a lower consumption, like 75% of French

people questioned by Ademe and Ethicity (2008). It may also be that the consumers
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are unaware of stores where they can buy green products. The question of the
determinants of demand for “green products” is thus particularly significant (Brécard
et al. 2009).

Finisterra do Pago, Raposo and Filho (2009) agree with Landor et al. (2009) and attest
that the high cost of green products has led to resistance among consumers who are
reluctant to buy green products, because of the risks they perceive in terms of quality,
price, lack of information, and uncertainty as to the place of green products in society.
Hence, it can be inferred from above that due to wrong perceptions or lack of sufficient
information on green products, this has had an adverse effect on some of these
products (Finisterra do Pago, Raposo and Filho 2009).

This analogy shows that consumers are most of the time unaware of what green
products really are. There is thus a need to educate the consumer especially in South
Africa since the concept of green marketing is in its early stages and consumers are

unaware of its advantages (Musango, Brent and Bassi 2014).
2.8 Perceptions on price of green products

There is controversy about the prices that consumers will pay for green products in
comparison to what consumers would pay for mainstream products. Can this market
be differentiated? Some contradictory findings indicate that no niche market exists for
green products and consumers will not pay higher prices for these products and higher
prices of green products may be unavoidable due to the additional cost of verification
procedures without an anticipated gain in market share (D'Souza et al. 20006).
However, no evidence shows that consumers’ environmental concerns are manifested
in their purchasing behaviour and that consumer claims stating that they were willing
to pay more for green products have not been matched by their actions. It has been
found that consumers may over-report their intentions to purchase or intensify strong
attitudinal preferences towards socially responsible behaviour when responding to

environmental issues (D'Souza et al. 2006; Kumar and Ghodeswar 2015).

Marketers have also found that consumers are price-sensitive when it comes to
“‘buying green” (Mandese 1991) and are unwilling to pay a premium price for green
products (Wasik 1992). A common mistaken notion that one fails to consider is the
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trade-off in attributes that consumers use when making choices. It appears that price,
convenience and value are the most important buying criteria (Roberts 1996).
Consumers have displayed a willingness to respond to green concerns whilst not

compromising on performance, convenience and price (Goss et al. 2011).

Even when researchers have explicitly considered consumers’ actual purchase
behaviour, it involved factors beyond the ecological status of the brands examined
(Henion 1972). To examine this, D’Astous et al. (1997) measured perceived purchase
value and intention to buy, variables, which do not predict behaviour. Their findings
indicated that environmental features had a significant relationship to both purchase
value and buying intentions and while environmental features enhanced the
desirability of the product, the essential choice criterion was efficacy. Can consumer
perceptions on higher price and low quality influence green buying behaviour? (Goss
et al. 2011).

The desire to buy green products, although far from being a fad, has not always
resulted in product purchase. For instance, sale of hybrid cars, long considered as
fuel-efficient and green, only accounted for 3.5 per cent of the cars sold in the US
market in 2010 (Berman 2011). Similarly, in the American cleaning products segment,
though companies such as Seventh Generation and San Francisco’s Method Products
have been making natural cleaning products for years, their combined sales amount
to only 1% (Goss et al. 2011b). Highlighting this as a worldwide trend, Mckinsey and
Company’s global poll reported that only 33% of those surveyed had bought a green
product during the previous year even though 87% expressed a strong interest in

purchasing green products (Bonini and Oppenheim 2008).

Price is often cited as one of the inhibitors of green product purchase (Ewing 2009),
although some consumer surveys point to consumer willingness to pay a premium for
the same (Falkner 2007). This raises an interesting question pertaining to how
consumers may trade-off green aspects of a product when assessing its price (Bonini
and Oppenheim 2008; Biswas 2016). Specifically, we begin by asking if consumers
expect to pay relatively higher price for green products.

Furthermore, companies often try to get around the cost of developing completely

green products by joining the green bandwagon by promoting traditional offerings in
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their line-up as somewhat or partially green alternatives (e.g., Toshiba’s A600 laptops
running on low voltage; HP desktop PCs featuring AMD’s ‘Cool ‘n’ Quiet’ processors).
In the recent past, only a few companies have worked on plans to increase their
offerings of completely green products (e.g. the Toyota Prius). A second issue, then,
is to understand whether consumers process price information differently for complete
and partially green products (Goss et al. 2011b).

Given the gap between interest and actual purchase, will consumers’ motivation to
purchase a product differentially influence the way they process such higher prices
when products under consideration are: a) completely green products and b) with few
green attributes (i.e. partially green)? Past research on information processing
proposes that consumers are cognitive misers (Hauser and Shugan 1980; Willcox
2015), the idea also embodies that efficient information processors must strike a
balance between minimizing their processing efforts and maximizing their judgmental

confidence.

Maheswaran and Chaiken (1991) proposed the sufficiency principle which suggests
that consumers cannot be completely confident that their judgments are correct and
can only hope to achieve some level of confidence (sufficiency threshold), which is
benchmarked against their desired level of confidence. Based on this principle
consumers would step up their efforts to systematically process information when less
effortful heuristic modes confer insufficient judgment confidence; a discrepancy in
product attribute information would encourage consumers to scrutinize the given
information. Integrating these conclusions with research on consumers’ use of price
as a dual cue to infer quality (Miyazaki, Grewal and Goodstein 2005) and assess
monetary sacrifice (Suri and Monroe 2003), it may be predicted that participants who
are motivated to process information will use a relatively high price of a green product,
irrespective of whether it is completely or partially green to conclude that it requires a
high monetary sacrifice. In low motivation conditions, a completely green product
would be processed heuristically and its high price will be used more to infer that it is
of high quality. More importantly, despite low motivation to process information, a
partially green product at a high price will be processed systematically, and its price

will lead to perceptions of a high monetary sacrifice (H'Mida 2009; Goss et al. 2011b).
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A series of three studies that examined this issue was done by Greenwald and co-
workers. In Study 1, using semantic association task and implicit association test
(Greenwald, Nosek and Banaji 2003), they confirm differences in associations
between products described as completely and partially green. In study 2, participants
were first provided with a description of a green product and an average price (P) for
a similar conventional product. Participants then indicated their willingness to pay
(WTP) for the green product. Three products, a tote bag, a metallic water bottle and a
jump drive, were randomly presented; to the participants. Their results revealed a
significant price appreciation [(WTP- P) / P; 28% - 177%] for the green products over
their conventional counterparts affirm the perceived expensiveness of such products
(Goss et al. 2011).

Study 3 tested predictions by examining how a relatively expensive ($399.99)
environmentally friendly printer described as either completely green (all green
attributes) or partially green (one green attribute) will be perceived by participants with
different processing goals towards its purchase (low vs. high motivation). The results
revealed that in high motivation conditions, printers were perceived high on monetary
sacrifice irrespective of the number of green attributes associated with them. Also in
low motivation conditions, the printer was perceived as less expensive when it was
described as completely green. More interesting was the result that in low motivation
conditions, descriptions of the partially green printer were processed systematically
and it was perceived to be expensive compared to the completely green printer
(H'Mida 2009).

Overall, their results seemed to suggest that consumers with no assigned purchasing
goals were willing to pay more for a green versus a comparable conventional product.
Assigning purchase responsibility for a product enhanced attention to its price and the
evaluation of its monetary sacrifice was not impacted on by the number of green
attributes used to describe that product. In low motivation conditions, participants
relied less on price to assess monetary sacrifice but more on inferring product quality

when its description was dominated by green attributes (Goss et al. 2011).

However, inconsistency between its high price and a few green attributes, i.e., partially
green product, resulted in a heightened attention to price which was then used to infer

that the product required a high monetary sacrifice. Hence, though green products are
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perceived as expensive (DeBare 2008), the results suggest that “greenness” of a
product is a cue which when diluted, as in case of partially green products, may reduce

consumers’ willingness to pay high prices (Goss et al. 2011).
2.9 Factors affecting adoption of green products

In the last decade, Chen and Chai (2010) noted that the consumption of goods and
services has increased tremendously across the world, which has resulted in the
depletion of natural resources and severe damage to the environment. Of concern,
however, is that Chen and Chai (2010) have pointed out that some serious
repercussions such as global warming, increase in environmental pollution, and
decline in natural flora and fauna have resulted from environmental damage.
Consequently, Kumar and Ghodeswar (2015) hinted that the awareness of the
destruction of natural resources from human activities has raised the issue of
environmental protection, and environmental consciousness in consumer behaviour.
This in turn, has increased their demand for green products in the market worldwide.
Their work corroborates what Joshi and Rahman (2015) said - that various countries
across the world are beginning to realise the threat of environmental damage and have
started working towards minimising the harmful impact of their business on the
environment. In light of this, the next section have highlighted factors that may affect

the adoption of green products by consumers.
2.9.1 Factors affecting adoption of green products by consumers

There are various factors that influence practices of green marketing as discussed in

this section.
29.1.1 Knowledge about green practices

Knowledge about green practices evolves in two forms. Firstly, the consumers have
to be educated to understand the general impact of the product on the environment,
and secondly the consumer’s knowledge of the product itself being produced in an
environmentally friendly way (D'Souza et al. 2006). Globalisation has increased the
consumer power by changing the seller's market to a buyer’'s market. This has resulted
in a shift from “push” where delivery schedules’ originate from producer, to “pull” where

producers implement delivery schedules only after customer acceptance (Joshi et al.

30|Page



2016). If therefore, consumers exhibit a high degree of ecological consciousness and
channel it to corresponding eco-friendly purchases, it is likely that profit driven
enterprises will be strongly motivated to adopt the concept of green marketing

practices in their organizations (D'Souza et al. 2006).

Most consumers would like to make rational choices in situations concerning the
purchase of environmentally friendly products, thus they would want enough
information to be fully aware of and knowledgeable about environmental problems and
issues to form an opinionative or attitudinal view in order to choose according to their
intentions. As Laroche, Kim and Zhou. (2001) pointed out; the education of the
consumer is an appropriate method for increasing perceived convenience and
establishing credibility in terms of being environmentally friendly. This is referred to as
Eco-literacy, which is used to measure the respondents’ ability to identify or define a
few ecologically related symbols, concepts and behaviours. It has been found to be
correlated with some attitudes and behaviour toward the environment (Laroche et al.
2001).

Ottman (2009) has suggested various strategies that may help companies to make
reasonable progress toward environmentally oriented business philosophies.
Undertaking environmental audit to assess current performance, being proactive by
going beyond what is expected, being a visible CEO who demonstrates commitment
to environmental issues, empowering employees on environmental issues and
constantly integrating, learning, refining products and services and regularly reporting
an environmental performance through annual reports and special advertising and
public relation efforts. This is the adoption of eco-marketing orientation as a business
philosophy (D'Souza et al. 2006; Obayelu 2016).

Vindigni et al. (2002), pinpoint that there is a growing demand for organic foods. The
growth is expected to continue in the coming years. As this window of opportunity,
organizations are increasingly targeting consumers who are concerned about the
environment (Miles and Covin 2000). In 1989, 67 per cent of Americans stated that
they were willing to pay five to ten per cent more on ecologically compatible products
and by 1991, environmentally conscious were willing to pay between fifteen to twenty
per cent more for green products (Laroche, Bergeron and Barbaro-Forleo 2001; Hsu
2016).
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29.1.2 Interpersonal influence

Interpersonal influence primarily consists of the impact of acting to persuade, convince
or influence others to having a specific effect. An important determinant of an
individual's behaviour is the influence of others (Bearden, Netemeyer and Teel 1989).
According to social cognitive theory, the process of interpersonal influence advocates
a bilateral-directional interaction that also occurs between environmental and personal
characteristics (Bandura 1989). As part of this process, social influences and physical
structures within the environment develop and modify human expectations, beliefs and
cognitive competencies. In addition, humans evoke different reactions from their social
environment as a result of their physical characteristics, such as age, size, race, sex

and physical attractiveness (Bandura 1989; Cantor 2013).

The social influences of peers, family groups and influential bodies can convey
information and activate emotional reactions through factors such as modelling,
instruction and social persuasion (Bandura 1989). Social environments such as family,
friends and peer networks (normative susceptibility) strongly influence buying
decisions that involve environmentally friendly products. Interpersonal processes and
relationships between opinion leaders and professionals are likely to have a
substantial impact on similar attitudes towards buying decisions (informational
susceptibility). Stafford and Cocanougher (1977), and Jansson, Marell and Nordlund
(2010) suggested that the lack of consideration of the effects of interpersonal influence
on the development of attitudes, norms, values, aspirations and purchase behaviour

may hinder the understanding of the essence of consumer behaviour.
29.1.3 Value orientation

The term “value” has been defined as an enduring prescriptive or proscriptive belief
that a specific end state of existence or specific mode of conduct is preferred to an
opposite end state or mode of conduct for living one's life (Kahle 1996). The two most
frequently studied values in research on environmentally friendly products and
ecological behaviour are collectivism and individualism (Liobikiené, Mandravickaité
and Bernatoniené 2016). Kim and Choi (2005) proposed that value orientations are
believed to guide consumers’ concerns for environmentally conscious behaviour. For

example, consumers who are collectivistic (pro-social) tend to be more concerned
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about the environmental consequences and tend to engage in environmentally
conscious consumptions, such as switching from conventional to green products for
environmental protection and avoiding a product that is detrimental to the environment

than consumers who are individualistic (pro-self) (Kim et al. 2012).

McCarty and Shrum (2001) examined whether value orientation and economic status
at an individual level have an influence on beliefs about the importance of recycling.
The study revealed that individuals who have pro-social beliefs about the importance
of recycling are positively related to the propensity to recycle. However, for those who
are pro-self, the importance of recycling is not a motivating issue, only the
inconvenience of recycling predicts their behaviour (McCarty and Shrum 2001;
Gadiraju 2016).

29.1.4 Perceived product necessity

Two product categories are examined, viz. luxury and necessity items. Luxury items
tend to have a degree of exclusivity, and are thus usually more expensive and of higher
monetary risk than necessities (Sharma, Shimp and Shin 1995). Moreover, the risk of
a bad purchase and the hedonistic value of luxury products are characteristics of a
complex task where the purchase decisions become more elaborate, important and
time-consuming, such as purchasing luxury products (Solomon 2014). On the
contrary, necessity items tend to represent commonly owned products, and as such
signify a lower monetary risk and hedonistic value, and involve less complexity in

terms of decision-making.

When a product is perceived as a necessity, it is expected that consumers' attitudes
towards the environment should play a relatively minor role in affecting purchase
behaviour, or in this case, the willingness to buy environmentally friendly products. On
the other hand, it is likely that consumers' attitudes towards the environment in relation
to items that are dispensable should have a more substantial impact on purchase
behaviour (Solomon 2014). On logical grounds, it could be expected that personal
preferences and desires (a product necessity) would counteract the more altruistic and
non-self-centred motives contained in the “ideal” attitudinal view. Performing
companies are less likely to engage in socially responsible behaviours. Similarly, the

impact of company financial performance has been shown to have an impact on
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perceptions of social responsibility as financially superior companies may appear to
be more socially responsible than their economically-depressed counterparts
(Mungeria 2014).

2.9.2 Factors affecting adoption of green marketing by companies

Poorly conceived approaches to marketing are another reasons where terms like
green, sustainable, and environmentally friendly are misused, leading to green
washing and confused, sceptical consumers. Peattie and Crane (2005) and
Vazifehdust, Taghipourian and Gharib (2011) describe four critical issues that have

“‘dogged the development of green marketing” as follows:

+ Green marketing companies have frequently used the environment as an
additional promotional dimension without any attempt to analyse or modify
the underlying product itself and its environmental impacts.

« Many companies have sought to address consumers’ needs, but their
interest in the environment has been limited to the marketing department,
or the production department, or some other individual function. This has
prevented companies from developing a broad, holistic approach to green
marketing.

« Many companies have been enthusiastic about green marketing when it
involved short-term cost savings; but lukewarm when it came to investing
money in order to develop more sustainable products and processes.

« Green marketing activities also have focused on avoiding any significant
changes, and focusing instead on marginal, incremental improvements to
existing products and processes. As our resources are limited but human
needs and wants are unlimited, resources have to be utilized economically
and in an environment friendly way. In this situation the green marketing will

play an important role in sustainable development.
2.10 Challenges of green marketing and consumer satisfaction

The concept of green marketing promises to create a better environment; however, it
faces some challenges (Adams 2015). As illustrated in Figure 2-3, these challenges

are:
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The “GO GREEN” and green marketing notions are comparatively new
concepts; hence it will take some time for the masses to accept it. There is a
need to create a lot of awareness about this concept. The message needs to
be spread intensively among the masses to ensure every person is aware of
green marketing and GO GREEN initiatives. This will make it easier for the
masses to be a part of this initiative.

A lack of standards or benchmarks to measure the authenticity of messages
from green campaigns, dampens the long-term benefits of green marketing.
Green products require renewable and recyclable material, which is costly. The
majority of the consumers are not willing to pay a premium for green products.
One of the main problems is that companies using green marketing must
ensure that their activities are not misleading to consumers or industry, and do
not breach any of the regulations or laws dealing with environmental marketing.
Another problem companies face is that those who modify their products due
to increased consumer concern must contend with the fact that consumers'
perceptions are sometimes not correct, as in the McDonald's case where it has
replaced its clam shells with plastic coated paper. When companies attempt to
become socially responsible, they may face the risk that the environmentally
responsible action of today will be found to be harmful in the future.

It is not possible to implement green marketing without increasing the cost of
the product. Some of the customers, who are aware of the environmental
problems, are willing to pay for the increased cost, but most of them resist the
increased price. In the light of increased competition, it is not practically feasible
for the marketers to charge higher prices to their customers. So, they face a
problem in implementing green marketing. Another big problem is implementing
the laws made by the government as the enforcement machinery is often not
tuned up to implement the laws made by the government. Convincing
customers: the first and foremost challenge in green marketing is convincing
the customers. Many a time the customers may not believe in the company's
strategy of green marketing, therefore the company should ensure that they
take all possible measures to convince the customer about their green product
and the best possible way for this is by implementing.

Cost Factor: Green marketing involves marketing of green products/services,

green technology, green power/energy for which a lot of money has to be spent
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on R&D programmes for their development and subsequent promotional
programmes which ultimately may lead to increased costs. Stakeholders’ non-
cooperation: The companies practising green marketing have to see the long-
term benefit. But many a time it is not possible for them to convince the

stakeholders about the same (Tekade and Sastikar 2015).

Challenges
in
Green
Marketing

Figure 2-3: Challenges in green marketing (adapted from Dubey (2014))

Green marketing has certain objectives to be fulfilled for its inclusion in the business
arena to be meaningful. Green marketing is faced with several specific challenges
depending on factors such as the variability of demand, unfavourable consumer
perception and high costs. Though there are several challenges and of a different
nature in its effective implementation the world over, with proper planning and strategy
one can fill the winning seat. All this can be understood from the success stories of
many companies. In fact, it can be realized that green marketing has come up as a
saviour for developing countries and it can be truly said that it provides an opportunity
for them to prove themselves and carve a niche for themselves (Tekade and Sastikar
2015).
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2.11 Conclusion

We are living on the edge of the industrialisation civilisation, and going green marks
the end of the industrialisation cycle of civilisation. Soon all resources will be finished
and going green will provide a smooth transition into another civilisation which does
not depend heavily on non-renewable materials. Green marketing is thus an essential

tool of research especially in developing countries where it is still in its initial stages.

In summary, this chapter outlined the different stages in the development of green
marketing. The concept of green marketing and its characteristics such as reject,
recycle, reuse, reduce, and reduce were highlighted. The foregoing review further
highlighted the development of green products in South Africa with an emphasis on
Green Worx cleaning solution and Tuffy Brands. Furthermore, the concept of product
quality was reviewed as it is an underpinning concept with regards to assessing the
quality of green products by consumers. Overall, adopting of green products by
consumers significantly depends on the knowledge of green practice, interpersonal
influence, value orientation, and the perceived product necessity. The next chapter
describes the philosophical stance of the research design and methodology adopted
in the present study. The data sampling and method of analyses will be discussed in

detail.
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CHAPTER 3: Research design and methodology

3.1 Introduction

This chapter outlines the research design for this study. A mixed research approach
was applied, which consisted of a combination of qualitative and quantitative
techniques. Also presented in this chapter is the sampling design as well as the
selected methods used in analysis and interpretation of data. The target population
was defined. Thereafter, the sample size for this research study is discussed.
Furthermore, aspects such as reliability, validity, sampling method, data-collection
instruments and pilot testing initiatives are considered and lastly, the ethical

considerations are presented.
3.2 Research aim, questions and objectives

3.2.1 Research aim

The primary aim of this study is to investigate the perceptions of green marketing of

retail managers and consumers at selected Pick n Pay retail stores in Durban.
3.2.2 Research questions
This study investigated these issues from a management/supervisors’ perspective.

e Are retail managers and consumers aware of green products at selected Pick and
Pay stores in Durban?

e What perceptions of green product quality, according to retail managers and
consumers, affect consumers’ adoption of green products at selected Pick and Pay
stores in Durban?

e What perceptions of green product price, according to retail managers and
consumers, affect consumers’ adoption of green products at selected Pick and Pay
stores in Durban.

e What perceptions of green product information availability, according to retail
managers and consumers, affect consumers’ adoption of green products at

selected Pick and Pay stores in Durban.
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e What are the reasons for adoption/non-adoption of green products among
consumers, according to retail managers and consumers themselves.

3.2.3 Research objectives
To achieve the aim and questions the following objectives have been established:

¢ Research objective 1: To determine the level of awareness of green products
among retail managers and consumers of selected Pick n Pay retailers.

e Research objective 2: To determine the perceptions of quality among retail
managers and consumers of selected Pick n Pay retailers affecting adoption
of green products.

e Research objective 3: To determine the perceptions of the price among retail
managers and consumers of selected Pick n Pay retailers affecting adoption
of green products.

e Research objective 4. To determine the perceptions of the availability of
information on green marketing/ products among retail managers and
consumers of selected Pick n Pay retail stores in Durban affecting adoption of
green products.

e Research objective 5: To determine the reasons affecting the adoption of
green products among consumers, according to retail managers and

consumers themselves.
3.2.3 Hypothesis
As stated in Chapter 1, Section 1.7, the formulated hypothesis for this study was:

H1:  Consumers in South Africa have different levels of awareness of green

product.

Ho:  There are no difference in the level of awareness of green products

among consumers in South Africa.
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3.3 Research design

According to Mouton (2006:55), research design is a plan of how the study is to be
conducted. Cohen, Manion and Morrison (2007:78) pointed out that a research design
is governed by the concept of “fitness for purpose”. In the context of educational
research, this implies that the investigated approach that is adopted must be best suit
its problem and its setting to make the research credible legitimate and practicable.
Essentially, this study adopted a mixed research approach which comprises of

quantitative and qualitative data collection approaches.

According to the definition by Creswell and Clark (2007:7) mixed-method research
involves both collecting and analysing quantitative and qualitative data, where
quantitative data include closed-ended information such as that found on attitude,
behaviour, or performance instruments. Mixed-method research is the type of
research in which a researcher or team of researchers combine elements of qualitative
and quantitative research approaches for the purpose of breadth and depth of
understanding and validation (Creswell and Clark 2011:4). Significantly, and as noted
by other studies (Creswell 2009; Creswell and Plano-Clark 2011; Johnson and
Christensen 2012), mixed-method approaches allow the researcher to build
knowledge on pragmatic grounds, and in doing so permits him/her to draw from both
quantitative and qualitative assumptions. It is on this premise that both qualitative and
quantitative methods were employed in this study because different methods are
warranted at different stages of the research to gain a more holistic understanding,
particularly with regards to the concept of adopting green products by consumers in
South Africa.

Furthermore, and as indicated by Welman, Kruger, and Mitchell (2005), when a
researcher conducts research to investigate a research hypothesis or a given research
question, the researcher tends to collect data from the objects of his/her enquiry to
solve the problem concerned. The results that are obtained should, therefore, shed
light on the tenability of the hypothesis and it should give an indication of whether to
accept or reject the hypothesis. The aforementioned assertion supports the early work
of Yin (2003), who moots the notion that the research approach is the logical sequence
that connects the empirical data to a study’s initial research questions and, ultimately,
to its conclusions. In addition, Babbie and Mouton (2005) indicated that the research
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design addresses the planning of scientific inquiry in designing a strategy for finding

out something.

The research approach adopted for this study therefore uses both deductive
processes (testing ideas against observations) and inductive processes (developing
ideas from observations). Deductive processes are generally associated with
quantitative research, and inductive processes with qualitative research (Creswell et
al. 2011; Check and Schutt 2012). Creswell and Plano-Clark (2011) stressed that by
combining both deductive and inductive processes, the researcher tends to base
knowledge claims on pragmatic grounds.

Descriptive research was also found relevant and appropriate for this study. Veal
(2006:6) stresses that descriptive research can be described as exploratory since it
discovers areas or activities which have not been studied previously. Thus, it is aimed
at describing an existing situation as much as possible. In support of the above author,
May (2011:224) suggests that descriptive research was discovered to be a valuable
and valid tool for social research. Ultimately, in descriptive research the general
tendency is particularization, which reflects a single setting to inform and add
knowledge of a specific topic. In relation to this particular study, it is descriptive in
nature due to the fact that there is little research conducted in the field of marketing
and retail on green products within the area of Durban as well as in South Africa at
large. This study thus seeks to gain an understanding with regard to the importance
of green products as it also responds to the crises which the environment is faced with
e.g., the climate change issues and so forth. This was framed on the assumptions
that when consumers purchase more green products, somehow, the environment

could be saved as these kinds of products are less harmful and eco-friendlier.

3.3.1 Quantitative research method

Leedy (1997:104-105) explained that quantitative research methods deal with inquiry
into social or human problems such as the understanding of what green products is
measured by numbers and analysed with statistical procedures, to determine
authenticity of predictive generalisation theory. Resonating with the above author,
McDaniel and Gates (2010:132) state that a quantitative research approach involves

statistical analysis and relies on numerical evidence to test the hypotheses. Creswell
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(2015:05) supports the above statements by stating that quantitative research draws

conclusions for large numbers of people it also analyses data efficiently.
3.3.2 Qualitative research method

A qualitative research method, by contrast, is concerned with understanding a social
or human problem in its natural settings in terms of the meaning people bring to them
from the researchers own frame of reference (Nunan 1992: 4; Denzin and & Lincoln
1994: 2; Leedy 1997: 105). Neuman (1997:14) also considers qualitative research as
a form of social reality, as it only focusses on interactive processes. Creswell and Clark
(2007:06) indicated that qualitative instruments consist of open-ended information that
the researcher gathers through the interviews with the participants, where the
researcher is involved throughout the process of data collection. Creswell (2015:05)
explains this further by stating that a qualitative approach is based on the views of
participants, not of the researcher and it also captures the voice of the participant to

validate the information.
3.4 Target population and sampling

Sekaran and Bougie (2013:240) define a target population as the entire group of
people or items that the researcher is intending to draw a sample from. Walsh
(2001:41) explains that the population may or may not consist of large numbers of
people or items, because it is often impossible to distribute questionnaires or conduct
interviews with every member of a population due to cost and time. Therefore, in this
study, a sample of 250 Pick n Pay consumers were selected to answer the questions
in the questionnaires as well as five supervisors per store chosen which sum up to 10
supervisors to be interviewed. Walsh (2001:42) refers to this as sampling. To

summarise, Table 3-1 outlines these aspects of this study.

Table 3-1: Research Design

_ Quantitative Qualitative

Target population = All retail  All retail managers
consumers
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Sample Pick & Pay Pick & Pay retail managers in Durban
consumers in the
Durban

Sampling method = Purposive Purposive resulting in Pick & Pay
resulting in Pick consumers selected from the
& Pay consumers = Musgrave and Berea outlets
selected from the
Musgrave and
Berea outlets

Sample size 200 consumers 10 retail managers

The detail outlined in the above table is discussed in more detail in the sections that

follows.
3.4.1 Sampling method

According to Babbie (1998) and Creswell (2008), sampling is the process of taking a
representative portion of a population with some common defining characteristic for
study. Lemmer (2011:13) noted that sampling techniques are separated into two
different types of sampling methods; namely probability sampling and non-probability
sampling. Blanche et al. (2006:139) state that the probability sampling uses a
statistical technique, which gives each member of the population an equal chance of
being selected, while the non-probability sampling refers to a technique where the
selection of elements is not determined by statistical principle of randomness. Given
the nature of this study, particularly the heterogeneity of the target population, a non-
probability purposive sampling was considered appropriate in investigating the Pick
and Pay outlets within Durban, South Africa. This was in keeping with Babbie (1998:
195) who argues that it is considered appropriate for the researchers to select their
sample based on their own knowledge of the population.

A purposive sampling technique was adopted in the current study, and was used to
recruit Pick n Pay consumers as participants. With a purposive sample, the researcher
is more likely to get opinions of the target population. According to Cohen, Manson
and Morrison (2000: 103), in purposive sampling, the sample selection process is
slightly different, because the researcher hand picks the participants or units to be

included in the sample based on researchers’ subjective judgement.
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For the purpose of this research, one Pick n Pay retail store was selected from two

different malls in Durban, KwaZulu-Natal. These included the:

e Musgrave Centre — Pick n Pay

e Berea Centre- Pick n Pay

Although nine Pick n Pay stores are located within Durban, Musgrave and Berea
centre stores were, however, selected for the purpose of data collection due to their
unique locations within Durban. For instance, the Musgrave Pick n Pay stores is
located mainly within the sub-urban areas of Durban that is mostly patronized by more
affluent consumers, whereas the Berea centre accommodate consumers from various

socio-economic backgrounds due to its close proximity to the Durban market.

3.4.2 Sample size

A sample is a set of elements selected in some way from a population (Sapsford and
Jupp 1996:25). The aim of sampling is to save time and effort, but also to obtain
consistent and unbiased estimates of the population status in terms of whatever is
being researched. Levy and Lemeshow (2013:47) assert that sampling is the process
or technique of selection a suitable sample or representative part of the population for
the purpose of determining parameters or characters of the whole population.

According to Churchill and Brown (2007:351), sample size is the number of elements
chosen from the large group of the population. As illustrated in Table 3-2, sample of
200 respondents was used in this study. De Vos et al. (2005) argued that the most
basic consideration in sampling is “size and representativeness”. As such, a sample
is considered representative if the aggregate characteristics of the sample closely
approximate the same characteristics as the population relevant to the research
question (Maxwell 2012).

Table 3.1 indicates the number of questionnaires distributed to the selected individuals
at the Pick n Pay retailers. A total of 200 respondents was chosen as Altunisik et al.
(2004 cited by Delice 2010:8) assert that a population size ranging from 30 to 500
participants is suitable for a study. Mudaly (2013:46) mentioned that it is common that

the larger the sample size the better and more reliable the research findings are. Table
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3-2 is set out to reflect the exact number of questionnaires completed by respondents

found at the selected Pick n Pay stores.

Table 3-2: Sampling plan

Urban S
Areas Urban Consumers Managers Total rTumt.)er of.
Areas questionnaires/interviews
(Durban) Questionnaire | interviewed in each store
(Durban)
Berea
Centre Musgrave
Pick n Pick n 100x2 5x2 200+10
Pay Pay
N Total number:210

3.5 Data-collection instruments

3.5.1 Quantitative phase: Survey

A survey is defined as a method of obtaining large amounts of data from many people
in a relatively short time and usually takes the form of questionnaires (Glasow 2005:1).
There is a great need to understand the definition of a questionnaire before taking any
further steps of quantitative research data collection. Thomas (2013:207) defined a
questionnaire as a written form of questioning with a list of prepared
questions/statements. This research survey used a questionnaire. To maintain the
accuracy of the study findings and attributes, the self-administered questionnaires
were delivered to the respondents together with consent letters requesting
respondents to fill in the questions. The questionnaire was developed based on the

research objectives of the current study.

Also, used in formulating the questionnaires was some information from the literature
found on green marketing in journals, books and other online sources. Table 3-3

illustrates the connectivity between the questionnaire and research objectives.
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3.5.2 Qualitative phase: Semi-structured interviews

Blanche, Durrheim and Painter (2006) noted that an interview is a natural process that
facilitates interaction with the participants. Semi-structured interviews give the
researcher an opportunity to get to know the participants well to understand how they
think and feel. The focus of the semi-structured interviews was to establish the degree
of awareness as well as patronage of green products by South African consumers.
The semi-structured interviews were also used to elicit information on retail managers’
views on the appropriate marketing strategies for green products in South Africa. The
interviews provided a platform for the retail managers to show how they perceived the
current debate on the use of environmental friendly product such as green products.
Seliger and Shohamy (1989) believed that by allowing for the maximum freedom of
expression of the participant, ample and often unexpected information emerges”. De
Vos et al. (2005) suggested that to minimise the amount of irrelevant information that
interviews generate, several specific and defined questions, in the form of a semi-
structured interview schedule, be prepared before the interview process (see
Addendum 4). The interviews lasted between 25 — 35 minutes.

Table 3-3:  Study design

Research aim and Research Sample Focus of
objectives instruments population questioning

The primary aim of this | * Interview *10 managers | *What's your

study is to investigate from two Pick | perception on

the perceptions of and Pay outlet green

green marketing of products?

consumers and retail *Questionnaires

managers in the

selected Pick n Pay *200

stores in the Durban customers *Green

area. from two Pick products are

and Pay outlet healthy

products?
*Green

products are
normally of a
high quality?
Objective | To determine the level = * Interview *10 managers
1 of awareness of from two Pick
green products
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Research aim and Research Sample Focus of
objectives instruments population questioning

Objective
2

Objective
3

Objective
4

among consumers and

retail managers of

selected Pick n Pay

retailers

To determine the
perceptions of the
quality among

consumers and retail
managers of selected

Pick n Pay retailers

affecting adoption of

green products.

To determine the
perceptions of the
price among

consumers and retail
managers of selected

Pick n Pay retailers

affecting adoption of

green products.

To determine the
perceptions of the

lack of information
on green marketing/

products among

consumers and retail
managers of selected
Pick n Pay retail stores

in Durban affecting
adoption of green
products.

*Questionnaires

* Interview

*Questionnaires

* Interview

*Questionnaires

* Interview

*Questionnaires

and Pay
outlets

*200
customers
from two Pick
and Pay
outlets

*10 managers
from two Pick
and Pay
outlets

*200
customers
from two Pick
and Pay outlet

*10 managers
from two Pick
and Pay
outlets

*200
customers
from two Pick
and Pay
outlets

*10 managers
from two Pick
and Pay
outlets

*200
customers
from two Pick
and Pay
outlets

| am aware of
the benefits of
using green
products?

Green products
are of a better
quality
compared to
products in the
same category
that are not
considered
green.

Green products
are priced in a
way that makes
them un
affordable to
low income
earners

The products
will penetrate
the market
more if
information is
provided in
indigenous
languages.
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Research aim and Research Sample Focus of
objectives instruments population questioning

Objectlve To determine * Interview *10 managers Using green
causative features from two Pick products will
and reasons and Pay provide a better
undermining the outlets future for
adoption of green *Questionnaires generations to
products *250 come.

customers
from two Pick
and Pay
outlets

3.5.3 Pilot testing

A pilot study involves a process of testing the measuring instrument on a small number
of subjects who have similar characteristics to those subjects that are used in the main
study (Christensen et al. 2001:234). O’Leary (2013:206) also states that pilot testing
is essential as it provides the researcher with an insight into respondents who have a
similar background with the actual sample. A pilot test of this particular study was
conducted among ten Pick n Pay customers (not included in the final sample), which
guided the researcher to modify or change instruments or contents of instrument to
enhance validity of the research process. This was undertaken at the entrance of the
Pick n Pay retail store of Berea. This pilot testing was done to identify the potential

shortfalls of the questionnaire.
This section summarises the findings of the pilot work:

The pilot study for the survey used 25 open-ended questions. The pilot work was
conducted on ten respondents (who were not part of the final study) and the purpose
was to validate the instrument. The pilot study identified the following areas of

improvement:

e All respondents found that the combination of open-ended and close-ended
questions were ambiguous. Hence it was recommended that the questionnaire be
re-designed or re-structured using only close-ended structured questions for ease

of reading and clear understanding.
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In light of the aforementioned feedback the questionnaire was modified to use only
close-ended questions in order to achieve a robust analysis of the current scope and

awareness of green products among South African consumers.

3.6 Data collection

Data collection involves decision-making and action being taken regarding information
needed during the process (Sarantakos 2005:126). Churchill and lacobucci
(2005:167) suggest that data collection is a vital part of a problem-solving process. In
this study, data was collected through face-to-face interviews and questionnaires. The
questionnaires were distributed by the researcher to each respondent at the
entrance/exit of each selected Pick n Pay store. These questionnaires were retrieved
by the researcher after the participants of the study had completed them. Creswell
(2003:32) stressed that the face-to-face questionnaire administration as well as face-
to-face interview enhances the response rate. More so, Shu et al. (2004) argue that
an above 60 per cent response rate is suitable for a study. Hence, in line with this

assertion, a response rate of 80% was deemed appropriate for this study.

3.6.1 Respondent recruitment: Quantitative phase of the study

In attending the issue of respondents’ recruitment procedures, an email was sent as
well as a hard copy of a consent letter to the selected stores with a summary of the
study to request a permission to conduct the practical data-gathering with their valued

customers. Therefore, the following procedures were followed:

e The researcher went to each of the selected stores with the gatekeeper’s letters
signed by the store managers in both the selected stores which allows the
researcher to proceed with the research. The researcher went on with the data
collection by distributing the self-administered questionnaires to the selected
consumers found in the store at that time, and these consumers were persuaded
by the researcher to fill in the questions in the questionnaires and where they could
not understand the researcher was there at all times to help by explaining to the
participants and in return the participants were offered one green item from the
Pick n Pay store which had been purchased by the researcher to further send the
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message of what green products are and also to get the participants to buy in to
the idea of filling in the questionnaires.

e The researcher waited for the participants to finish filling in the questions and then
collected the questionnaires after they had been completed to ensure that the

target of 200 completed questionnaires was reached.
3.6.2 Participant recruitment: Qualitative phase of the study

In attending the issue of participant recruitment procedures, an email was sent as well
as a hard copy of a consent letter to the selected stores with a summary of the study
to request a permission to conduct the practical data-gathering with their respective
manager/supervisors. The following procedures outlined below were followed:

e Interviews were scheduled at the venue and time most convenient to the
respective managers/supervisors.

e The consent of the managers/supervisors was solicited before recording the
interview conversation.

e At the end of the interview, the mangers were debriefed by replaying the
recorded back again to confirm their acceptance to go ahead with the

information recorded.
3.7 Data analysis

The data collected for analysis in this research consisted of the digital recordings of
the semi-structured interviews, and questionnaire response procedures. As mentioned
earlier, a mixed-method approach was used in this study. This approach assumes that
data gathered will generate a better understanding of the research problem.

3.7.1 Quantitative phase

This section discussed statistical techniques used to analyse data and obtain the
research results. There are two basic types of statistical analysis, namely, descriptive
and inferential. Lind, Mason and Marchal (2002) describe descriptive statistics as a
method of organising, summarising and presenting data in an informative way.
Although such statistics makes no inference or predictions they are, however, useful

in summarising results. Both univariate and bivariate descriptive statistical procedures

50| Page



were used to analyse the data in this study. Salkied (2007) and Field (2009) pointed
out that univariate and bivariate approaches are most appropriate for descriptive

statistics. Bar graphs, pie charts, and frequency tables were used to present the data.

Regarding the inferential statistical analysis, Asadoorian and Kantarelis (2005:2)
explained that inferential statistics, by contrast, uses the laws of probability to make
inferences and draw statistical conclusions about the sample data. Basically,
inferential statistical tests are used to examine the hypothesis in a study (Creswell
2009). According to May (2011:122), the analysis of survey data can be structured
into three distinctive stages, which include describing data, drawing statistical
inferences and lastly, doing modelling and multivariate analyses. The inferential
statistics used were inclusive of spearman correlation and Pearson Chi-square, with
p<0.05 set as statistically significant. All analyses were performed using Statistics

Package for Social Sciences (SPSS Version 24®).
3.7.2 Qualitative phase

The semi-structured interviews were transcribed and analysed using thematic content
analysis. Thematic analysis looks at identifiable themes and patterns of experiences
(Aronson 1995). The individual interviews were transcribed by the researcher who is
able to type up data from interviews accurately. The data was then coded according
to themes that arose. Coding is described as a process of segmenting and labelling
text to form broad themes (Babbie and Mouton 2006). Strategies used for the
awareness of green product to customers, challenges of selling green products,
problem emanating from lack of awareness of green products, and relevant of
advertising platforms in marketing green products, were drawn as themes and
analysed. A careful reading of literature on the environment importance of green

products also underpinned the construction of key themes from the data.
3.8 Quantitative phase: Validity and reliability

Validity and reliability of a questionnaire are the major key criteria for evaluating
quantitative instruments. Consistency is linked to the term reliability while accuracy is
associated with the term validity (Fredrick Lori-Ann 2012:301). Reliability refers to

consistency or stability of the score we get from test and assessment procedures.
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Validity refers to the judgement of the appropriateness of interpretations and actions
we make based on scores we get from a test. In terms of the validity and reliability of
the quantitative phase, content validity ensure that the questionnaire focused on
concepts and constructs that emerged from the review of literature on green products.
The internal consistency of the questionnaire was assessed through Cronbach’s
alpha. George and Mallery (2011), as a rule of thumb, noted that the Cronbach’s alpha
reliability coefficient normally ranges from 0 to1 and may be used to describe the
reliability of items extracted from the survey. They pointed out that the closer
Cronbach’s alpha is to 1.0, the greater the internal consistency of the items measured
on the survey. The researcher conducted a pilot test; adhered to rules of the thumb
while designing the questionnaire to enhancing validity and reliability of the current
study. Examples of rules of thumbs include the use of simple English phrases and
questionnaire formats. More so, the questions were directly linked to the research aim
and objectives (Creswell 1994:34). Venkitachalam (2015:23) affirms that to ensure

validity of a questionnaire, the following steps should be adhered to:

* Readability
* Feasibility
* Layout and style

* Clarity of wording.

Hence, the researcher adhered to these measures while designing the questionnaire.
3.9 Qualitative phase: Trustworthiness

While reliability and validity were used to judge the quality of the quantitative phase,
Mertens (1998:287) and De Vos et al. (2005:346) claim that qualitative data could be
assessed based on its dependability, credibility, and trustworthiness. Cohen et al.
(2001:119) contend that in qualitative data, validity and reliability might be addressed
through the honesty, depth, richness and scope of the data achieved. Trustworthiness

of the interview data were ensured using a recorder during the cause of interview.
3.10 Confidentiality and anonymity

Neuman (1997: 452) explains confidentiality as the non-mentioning or non-disclosure

of respondents’ identities; whereas anonymity occurs when the respondents remain
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anonymous throughout the academic research study. The respondents (survey) as
well as the participants (interview) will remain anonymous throughout the study. The
information supplied will be kept confidential as the names of respondents will not be
published. The findings were set out to be statistical in nature; hence no personal
details of any individual were revealed when compiling the dissertation report. In both
the qualitative and quantitative phases, each participant signed a consent form and
was informed that participation in this study was voluntary and that the anonymity and
confidentiality of information would be maintained (Addendum 1). The consent form
described all the features of the study in terms of its purpose, procedures, and benefits,
as well as the participants’ rights to engage voluntarily and withdraw at any time.
Furthermore, interviewees were assured that the transcriptions were undertaken by
the researcher only and made available to the supervisor when requested. Areas that
were unclear to the participants were also clarified. Participants in the semi-structured
interviews also consented to the interview being recorded electronically by the

researcher.

3.11 Ethical considerations

Scheyvens (2014:163) states that the ethics of science concerns what is wrong and
what is right. Hence, researcher’'s conduct must conform to the generally accepted
norms and values. According to Churchill (2012:21), ethics refers to the suitability of
the researcher’s behaviour in relation to the rights of those who become the subjects.
Walliman (2011:239) highlights that ethics is commonly associated with morality and
relates to issues of right and wrong among groups, society or communities. Anderson
(2013:130) highlights the three basic ethical principles as the basis for research
involving human subijects; these include respect for justice, people and beneficence.
Adams and Lawrence (2014:72) emphasise that these ethical codes should maintain
a participant’s well-being and that studies should be centred on trust between the two
parties. The study complied with ethical considerations by adhering strictly to the
ethical standards stipulated by the Durban University of Technology. Approval was
obtained from the Durban University of Technology’'s Ethics Committee.
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3.12 Conclusion

This chapter outlined the research methodology employed in the research study. As it
was highlighted in the introduction of the chapter, the foregoing Chapter discussed the
research design, the target population, sample methods together with sample size,
measurement instruments, respondent recruitment, data collection and data analysis.
More so, aspects such as pilot testing, confidentiality measurement, reliability and

validity were discussed.

The subsequent chapter will provide a rigorous discussion of the study’s results and
consider future directions for this research. The data from quantitative phase will be
illustrated with the aid of graphs, descriptive statistics and appropriate inferential
statistics, whereas the interview data obtained from the qualitative phase will be

transcribed verbatim and used as such during discussion.
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CHAPTER 4 — Results and discussion

4.1 Introduction

In this chapter the results are presented and discussed which were obtained from the
two data-collection instruments; namely, the semi-structured interviews and the
questionnaire. The questionnaire was the primary tool used to collect data and was
distributed to consumers at selected Pick n Pay outlets within Durban, South Africa.
The semi-structure interviews were held with the retail managers of the selected Pick
n Pay outlets. The data collected from the responses was analysed with SPSS

(version 24®) in relation to the five objectives outlined in Chapter 1, that is:

e to determine the perceptions of the quality among consumers and retail
managers of selected Pick n Pay retailers,

e to determine the perceptions of the quality among consumers and retalil
managers of selected Pick n Pay retailers affecting adoption of green products,

e to determine the perception of the price among consumers and retail managers
of selected Pick n Pay retailers affecting green products,

e to determine the perceptions of the lack of information on green
marketing/products among consumers and retail managers of selected Pick n
Pay retailers stores in Durban affecting adoption of green products, and

e todetermine causative features and reasons undermining the adoption of green

products.

Excluding the semi-structured interviews, all the data in the sections below was
statistically analysed to determine the perceptions of green marketing of consumers
and retail managers in the selected: Pick n Pay stores. The research instrument
consisted of 30 items, with a level of measurement at a nominal and an ordinal level.
The questionnaire was divided into six sections which measured various themes as

illustrated below:
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Biographical data
2 Awareness of green products
Perception of the quality of green products
Perceptions of the price of green products among consumers and retail
managers
5 Lack of information on green products
Uncertainty of place of green products in society

The results are presented as descriptive and inferential statistics. The descriptive
statistics are presented in the form of graphs, cross-tabulations and other forms.
Inferential techniques include the use of correlations and chi square test values; which
are interpreted using the p-values. Towards the latter part of the chapter, the data

from the semi-structure interviews with retail managers are presented.
4.2 Reliability: Research instrument (Quantitative)

Before discussing the findings of this study, this section deliberately focuses on a few
issues of reliability. Reliability is computed by taking several measurements on the
same subjects. A Cronbach’s alpha reliability coefficient of 0.70 or higher is considered
as “acceptable”. Table 4-1 below reflects the Cronbach’s alpha score for all the items
that constituted the questionnaire. The reliability scores for all sections exceed the
recommended Cronbach’s alpha value. This indicates a degree of acceptable
consistent scoring for these sections of the research.

Table 4-1: Survey scales and predictor variables in quantitative analysis

Survey : : Number of Cronbach's
Predictor variables
scales Items Alpha score
RO1 Awareness of green products 50f 5 0.890
RO2 Perception of the quality of green products 50f 5 0.857

Perceptions of the price of green products
RO3 50f5 0.758
among consumers and retail managers

RO4 Lack of information on green products 50f5 0.787
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Uncertainty of place of green products in
RO5 50f 5 0.846
society

4.3 Demographic information of the respondents

This section summarises the biographical characteristics of the respondents. In total,
250 questionnaires were despatched and 200 were returned, which constituted a
response rate of 80%. It is worth mentioning that questionnaires which were not
sufficiently completed were disregarded. More so, Shu et al. (2004) argue that an
above 60 per cent response rate is suitable for a study. Hence, it can therefore be

inferred that the response rate of 80% is sufficient for this study.

Respondents are described in terms of the following demographic characteristics: race

(Figure 4-1), age and gender (Table 4-2).

As shown in Figure 4-1, respondents were mainly Black Africans (49.5%), with whites
constituting (22.1%); Indians (19.1%); and Coloured (9.5%).

B African ™ Coloured Indian White

Figure 4-1: The racial composition of the respondents.

In terms of age group and as highlighted in Table 4-2, 40.0% of respondents were
between 25-26 years old; 29.5% were between 18-25 years old; 19% were between
36-45 years old; 8.5% were between 46-55 years old; and 3.0% were above 56 years
old. Overall, the ratio of males to females is approximately 1:1 (46.5%: 53.5%). Within
the age category of 36 to 45 years, 42.1% were male. Within the category of males
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(only), 17.2% were between the ages of 36 to 45 years. This category of males

between the ages of 36 to 45 years formed 8.0% of the total sample

Table 4-2: The overall gender distribution by age.

Gender
Total
Male Female
Count 26 33 59
% within age group 44 1% 55.9% 100.0%
18-25
% within gender 28.0% 30.8% 29.5%
% of Total 13.0% 16.5% 29.5%
Count 39 41 80
% within age group 48.8% 51.3% 100.0%
26 -35
% within gender 41.9% 38.3% 40.0%
% of Total 19.5% 20.5% 40.0%
Count 16 22 38
% within age group 42.1% 57.9% 100.0%
Age Group 36 — 45
% within gender 17.2% 20.6% 19.0%
% of Total 8.0% 11.0% 19.0%
Count 9 8 17
% within age group 52.9% 47.1% 100.0%
46 — 55
% within gender 9.7% 7.5% 8.5%
% of Total 4.5% 4.0% 8.5%
Count 3 3 6
% within age group 50.0% 50.0% 100.0%
56+
% within gender 3.2% 2.8% 3.0%
% of Total 1.5% 1.5% 3.0%
Count 93 107 200
% within age group 46.5% 53.5% 100.0%
Total
% within gender 100.0% 100.0% 100.0%
% of Total 46.5% 53.5% 100.0%

As illustrated in Figure 4-2 and Table 4-3, it is worth noting that the

majority of the

respondents (38.0%) had a post-school qualification (Figure 4-2) and two-thirds

(68.0%) reported that they lived in urban areas (Table 4-2). This is significant as it

indicates that a fair proportion of the respondents have a higher qualification. This

therefore suggests that the responses gathered would have been from an informed

(learned) source.
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Figure 4-2: Education levels of the respondents.

Table 4-3: The location of the residents is shown below.

Frequency Percent |

Rural 22 11.0
Urban 136 68.0
Sub-urban 42 21.0
Total 200 100.0

27,0

Other

4.4 Respondents scoring pattern

The section presents the scoring patterns of the respondents per variable per section.
The levels of disagreement (negative statements) were collapsed to show a single
category of “Disagree”. A similar procedure was followed for the levels of agreement
(positive statements). The results are first presented using summarised percentages
for the variables that constitute each section. Results are then further analysed
according to the importance of the statements. To determine whether the scoring
patterns per statement were significantly different per option, a chi-square test was
done. The null hypothesis claims that similar numbers of respondents scored across
each option for each statement (one statement at a time). The alternate states that
there is a significant difference between the levels of agreement and disagreement.

The results are shown in the tables below. The highlighted significant values (p-values)
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are less than 0.05 (the level of significance), it implies that the distributions were not
similar. That is, the differences between the way respondents scored (agree, neither

agree not disagree, disagree) were significant.

4.4.1 Awareness of green product (RO1)

As indicated by the level of significance, Chi-square analyses in Table 4-4 revealed
that the respondents’ scoring patterns exhibited a statistically significant relationship
(p<0.0%5) in the results with regards to the awareness of green products. To be specific,
and as shown in Figure 4-3, 73.9% of the 200 respondents agreed on the awareness
of a green product, while a large proportion of them (75.5%) were aware where it could
be purchased. Over two-thirds of them (69.0%) were aware of the benefits of using

green products.

Regarding the statement in Table 4-4 (RO1.4 and RO1.5). A total of 57.0% of the
respondents agreed that manufacturers of green products make consumers aware of
the green features of their products, and 52.5% of them equally agree that retailers
stocking green products make consumers aware of the green features of the products
they stock. It can be inferred that respondents held similar views on awareness of
green product with the average level of agreement given as 65.57% (Figure 4-3). This
may likely be attributed to the level of education (38.0%) of the respondents, which
suggests that the responses gathered would have been from an informed (learned)
source. These findings support the view of Mohanasundaram (2012) that a green

product consumer is more educated and wealthier than the average consumer.

In addition, the following patterns were observed:

- All of the statements show (significantly) higher levels of agreement whilst other
levels of agreement are lower (but still g breater than levels of disagreement)

- Respondents indicate that manufacturers and retailers do not do enough to
make consumers aware of green products

- The significance of the differences is tested and shown in the table
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Table 4-4: Respondents scoring patterns on the awareness of green products.

Neither agree
not disagree

Disagree

Row N Row N
Count % Count %

| am aware of what a green

product is RO1.1 39 19.60% 13 6.50% 147 | 73.90% 0

| am aware of where | can

RO1.2 34 17.00% 15 7.50% 151 | 75.50% 0
buy green products.

| am aware of the benefits of

. RO1.3 34 17.00% 28 14.00% 138 | 69.00% 0
using green products.

Manufacturers of green
products make consumers
aware of the green features

of their products.

Retailers stocking green
products make consumers
aware of the green features
of the products they stock.

RO1.4 44 22.00% 42 21.00% | 114 | 57.00% 0

RO1.5 50 25.00% 45 22.50% | 105 | 52.50% 0

80,00 73.87 75,50

69,00
70,00

60,00 57,00
52,50

50,00

40,00

Percent

30,00 25,00 <
19,60

0

17,00
20,00

10,00 53

0,00
RO1.1 RO1.2 RO1.3 RO1.4 RO1.5

m Disagree mNeither agree not disagree ®Agree

Figure 4-3: Respondents’ average level of agreement on awareness of green
products

4.4.2 Perception of the quality of green products (RO2)

With regards to the perception of the quality of green products by the respondents,

results were statistically different. It can be gathered from Table 4-5, that there were
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differences in opinion regarding the perceived quality of green products. Despite the
differences, respondents’ opinions were positive with the average level of agreement
indicated as 71.47% (Figure 4-4).

Table 4-5: Respondents’ scoring patterns on the perception of the quality of green

products

Neither agree
not disagree

Disagree

Row N Row N
Count % Count %

Green products are healthy

products RO2.1 | 26 13.00% | 33 16.50% | 141 70.50% | O

The packaging of green products

. RO2.2 | 14 7.00% | 38 19.00% | 148 74.00% | O
is recyclable.

Green products are normally easy

RO2.3 | 16 8.00% | 38 19.10% | 145 72.90% | 0
to use/make/prepare.

Green products are normally of a
high quality.

Green products are of a better
quality compared to products in

the same category that are not
considered green.

RO2.4 | 19 9.50% | 38 19.00% | 143 71.50% | O

RO2.5 | 22 11.00% | 41 20.50% | 137 68.50% | 0

80,00 74,00
’ ’ 72,86
L 71,50
70,50 68,50

13,0

0,00 o

RO2.1 RO2.2 ~RO23 RO2.4 RO2.5
m Disagree
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Figure 4-4. Respondents’ average level of agreement on perception of the quality of

green products.

4.4.3 Determining the perceptions of the price of green products among
consumers and retail managers of selected Pick n Pay stores (RO3)

With reference to the research objective 3, determining the perceptions of the price of
green products among consumers and retail managers of selected Pick n Pay stores,
Chi-squared analyses yielded a statistically significant relationship (p <0.05) in all the
statements in Table 4-6. As illustrated in Figure 4-5, the majority of the respondents
were in agreement that the price of the green products did not impact on their
perceptions of the green product with the average level of agreement indicated as
61.74% (Figure 4-5). This means that the price of green products did not change the
perceptions of green products among the consumers and retail managers.
Specifically, 61.0% of the respondents agreed that the prices of green product were
commensurate with the quality promised. Similarly, nearly half of the respondents
(54.3%) agreed that when compared with other similar products, the price of green
products was fair. These findings to some extent concur with the findings of Lee (2009)

and Rahbar and Wahid (2011) that consumers are willing to pay more to ‘go green’.

Table 4-6: Respondents’ scoring patterns on the price of green products

Neither agree
not disagree

Disagree

Coun RowN Coun RowN
t % t %

The price of the product is
commensurate with the quality R(1)3. 26 130)00 52 2(?,/'00 122 610/'00 0
promised. ° ° °
When compared with other similar
products, the prices of green R23. 29 1‘},)50 62 310)00 109 54{,)50 0
products are fair ° ° °
Green products are priced in a
way that makes them unaffordable R(gS. 25 120)50 63 310/'50 112 5(?,/'00 0
to low-income earners. ° ° °
The price difference between
green products and non-green RO3. 29 11.10 47 23.60 130 65.30 0
products indicates value for 4 % % %
money
| feel | am contributing to the
devglopment of an eco-friendly RO3. 17 8.50% 39 1%.60 143 710.90 0
environment when | buy green 5 % %
products
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Interestingly, only 65.3 % of them agreed with the statement that the price difference
between green products and non-green products indicates value for money. In
contrast, 56.0% of the respondents are of the view that green products are priced in a
way that makes them unaffordable to low-income earners. This is critical as most of
the respondents are black Africans (49.2%), which suggests that they may not be able
afford the costs of green product. This is sensible, considering the recent report by
Baloyi and Issac (2015), that South Africans are the most highly marginalised country
in the world. This is commensurate with the findings of the national statistics in 2014
which indicates that on average, the top 10 % of wage earners take home 90 times
more in wages than bottom 10%, whereas the top 1% earn 393 times more than the
bottom 10%. Notwithstanding this, more than two-thirds (71.9%) of the respondents
agreed that the use of green product makes them feel like contributing to the
development of an eco-friendly environment when they buy green products.

80,00 71,86

70,00 65,33
61,00
60,00 54,50 56,00
50,00
c
o
40,00
o
30,00
2000 439

8,54
10,00

0,00
RO3.1 RO3.2 RO3.3 RO3.4 RO3.5

Figure 4-5: Respondents’ average level of agreement on perception of the price of

green products.
4.4.4 Information on green products (RO4)

On the issue of lack of information regarding green products, Table 4-7 showed that
the majority (52.5%) of respondents agreed there was sufficient information about

green features in green products. Similarly, 59.0% of them agreed that consumers
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purchase green products because they have adequate knowledge about it. Overall,
the average level of agreement was 60.40% (Figure 4-6). A likely reason for the high
awareness of green products may be related to the level of advertisement of green
products through the media. This is supported by a third (44.5%) of the respondents
who agreed that the media provides sufficient information about green products. It is
worth noting that 68.0% of respondents indicated that the information provided on the
green product packaging was easy to understand. In addition, 77.5% of respondents
were of the view that green products will penetrate the market more if information is
provided in indigenous languages. This is critical considering that most South
African’s are second-language English speakers and will be more informed when

advertisement is conveyed in a language they clearly understood.

Table 4-7: Respondents’ scoring patterns on lack of information on green products.

Neither agree
not disagree

Disagree

Row N Row N
Count % Count %

There is sufficient information
about green features in green | RO4.1 47 23.50% 48 24.00% | 105 | 52.50% 0
products.

The media provides sufficient

information about green RO4.2 55 27.50% 56 28.00% 89 44.50% | 0.004
products.
Consumers purchase green
products because they have | RO4.3 28 14.00% 54 27.00% | 118 | 59.00% 0
adequate knowledge about it.
The information provided on
the green product packaging is | RO4.4 21 10.50% 42 21.00% | 137 | 68.50% 0
easy to understand and apply.
The product will penetrate the
market more if information is
provided in indigenous
languages

RO4.5 14 7.00% 31 15.50% | 155 | 77.50% 0
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Figure 4-6: Respondents’ average level of agreement on lack of information on green

products
4.4.5 Certainty of place of green products in society (ROS5)

In terms of the place of green products in South African society, and as demonstrated
in Table 4-8, Chi-squared analyses showed a statistically significant relationship (p
<0.05) in all the statements in Table 4-8. Interestingly, a majority (73.5%) agreed that
consumers purchased green products as they were certain of their benefits. Similarly,
75.0% of respondents agreed that they were certain the purchase green product was
of good quality. Overall, there was general agreement (Figure 4-7) to the use of green
product among South Africans soon. Equally and deserving mention is that the
majority (76.5%) of respondents acknowledged that green products will make a
difference to the environment. As such, and with regards to the statement on Table
4-8 (RO5.4), 76.4% of respondents are certain that the majority of South Africa’s
population will adopt the usage of green products in the future. It can be gathered
from Table 4-8 (RO5.5) that using green products will provide a better future for

generations to come.
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Table 4-8: Respondents scoring patterns on the place of green products in society

Chi
Agree Squar
e

Coun Row Coun RowN Coun RowN p-
t N % t % t % value

Neither agree
not disagree

Disagree

Consumers purchase green
products as they are certain of R?S' 19 9[,/5 0 34 170/'00 147 7%)50 0
the benefits of green products. ° ° °
| am certain that when | buy a
green product it will be of a good R(;S. 18 9;,?0 32 1?,)00 150 7?,)00 0
quality. ° ° °
| am sure that green products will RO5 7.00 16.50 76.50
make a difference to the 3 ) 14 0/ 33 0/ 153 0/ 0
environment. ° ° 0
| am certain that the majority of
the population will adopt the ROS5. 17 8.50 30 15.10 152 76.40 0
usage of green products in the 4 % % %
future
Using green products will provide
a better future for generations to R(gS. 10 5;,? 0 25 120/'50 165 820)50 0
come. ° ° 0
90,00 82,50
80,00 73,50 75,00 76,50 76,38
70,00
60,00
c
@
©50,00
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o
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Figure 4-7: Respondents’ average level of agreement on place of green products in
society.
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4.5 Pearson Chi-square tests

A second Chi-square test was performed to determine whether there was a statistically
significant relationship between the variables (rows vs columns). As indicated by the
levels of significance, Chi-squared analyses in Addendum 7 (Table 7) revealed that
the respondents’ scoring patterns by age groups exhibited no statistically significant
relationship between the variables (p>0.05) This implies that the age group of

respondents did not impact on the manner of scoring for the variables overall.

On the other hand, and in terms of the respondents’ ratings of awareness of green
product questions highlighted in Table 7 (Addendum 7), results were statistically
different by location of respondents. It can therefore be inferred that the location of the
respondent did play a significant role in terms of how respondents viewed their
awareness of green products. Moreover, respondents held different opinions on where
they could buy green product, the benefits of using green products, manufacturers of
green products make consumers aware of the green features of their product, and
retailers stocking green products make consumers aware of the green features of the

products they stock. The cross-tabulation results are summarized below.

4.5.1 Relationship between respondent education level, ethnic group and green

product purchase awareness

A point worth mentioning, and as shown in Tables 4-9 and 4-10 was that 21.4% of
respondents who disagreed on the question “/ am aware of what a green product is,”
were matric holders; 27.3% of them live in rural areas, and are mostly Africans
(13.7%), Coloureds (21.1%), and Indians (23.7%).

68| Page



Table 4-9: Chi-square test results — Cross-tabulation educational Level

aware of where | can buy green products

Educational Level

and | am

Matri Post-school
e qualification
Count 5 3 2 10
Strongly % within
disagree Educational 7.10% 3.90% 3.70% 5.00%
Level
Count 15 4 5 24
Disagree % within
Educational 21.40% 5.30% 9.30% 12.00%
Level
Count 6 4 5 15
| am aware of where | can Neither agree % within
buy green products. not disagree Educational 8.60% 5.30% 9.30% | 7.50%
Level
Count 34 50 27 111
Agree % within
Educational 48.60% 65.80% 50.00% 55.50%
Level
Count 10 15 15 40
Strongly agree % within
Educational 14.30% 19.70% 27.80% 20.00%
Level
Count 70 76 54 200
Total % within
Educational 100.00% 100.00% 100.00% | 100.00%
Level

Table 4-10: Chi-square test results — Cross-tabulation ethnic group and | am aware

of what a green product is.

Ethnic Group
African Coloured Indian White Total
Count 8 3 0 1 12
Strongly % within
disagree Ethnic 8.20% 15.80% 0.00% 2.30% 6.10%
Group
Count 13 4 9 1 27
: % within
Disagree Ethnic | 13.30% | 21.10% | 23.70% | 2.30% | 13.60%
Group
. Count 9 1 2 0 12
| am aware of Neither % within
ng;&g{?;” %?srzgrg‘;t Etnic | 920% | 530% | 530% | 0.00% | 610%
P
Count 44 8 22 30 104
Agree %within
Ethnic 44.90% 42.10% 57.90% 69.80% 52.50%
Group
Count 24 3 5 11 43
Strongly % within
agree Ethnic 24.50% 15.80% 13.20% 25.60% 21.70%
Group
Count 98 19 38 43 198
Total % within
gthnic 100.00% | 100.00% | 100.00% | 100.00% | 100.00%
roup
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4.5.2 Relationship between respondents’ education level, location and green product

purchase awareness

Similarly, across education and location, respondents held different opinions on where
they could purchase green products. It is worth noting that 21.4% of those who
disagreed about where to purchase green products were matric holders (Table 4-11),

whereas 27.3% of them live in rural areas (Table 4-12).

Table 4-11: Chi-square test results — Cross-tabulation educational level and where |
can buy green products.

Educational Level

Matric Post.-.schpol
qualification
Count 5 3 2 10
Strongly % within
disagree Educational 7.10% 3.90% 3.70% 5.00%
Level
Count 15 4 5 24
. % within
Disagree | g cational | 21.40% 5.30% 9.30% 12.00%
Level
| am aware of where | Neither %C\?vlijtﬂitn 6 4 5 15
Cagr?)‘éﬁgtr:e” z?srzgrg‘;t EduLcational 8.60% 5.30% 9.30% 7.50%
evel
Count 34 50 27 111
Agree % within
Educational 48.60% 65.80% 50.00% 55.50%
Level
Count 10 15 15 40
Strongly % within
agree Educational 14.30% 19.70% 27.80% 20.00%
Level
Count 70 76 54 200
Total % within
Educational 100.00% 100.00% 100.00% | 100.00%
Level
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Table 4-12: Chi-square test results — Cross-tabulation location and where | can buy

green products.

Location
Sub- Total
Rural Urban W
Count 4 4 2 10
Strongly % within
disagree L(:)cation 18.20% 2.90% 4.80% 5.00%
Count 6 13 5 24
. —
Disagree Bwihin ) 27.30% | 9.60% | 11.90% | 12.00%
Count 2 8 5 15
| am aware of where | can buy Neither agree "/OVL:/Ehin
green products. not disagree Lgcation 9.10% 5.90% 11.90% 7.50%
Count 8 79 24 111
—
Agree L/‘(’) c":‘gtt:‘o”r‘] 36.40% | 58.10% | 57.10% | 55.50%
Count 2 32 6 40
Sl
Strongly agree BWin 1 9.10% | 23.50% | 14.30% | 20.00%
Count 22 136 42 200
—
Total o WD 1 100.00% | 100.00% | 100.00% | 100.00%

4.5.3 Relationship between respondents’ gender, education level, location and

benefits of using green product

On the other hand, and as shown in Table 7 (Addendum 7), across gender, education

level and location, respondents have different opinions on the benefits of using green

products. It is worth noting that 13.5% of respondents who disagreed on the benefits

of using green products, 11.8% were male and 15.0% were females (Table 4-13).

More so, 14.3% of them were matric holders (Table 4-14) and 27.3% live in rural areas

(Table 4-15).
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Table 4-13: Chi-square test results — Cross-tabulation Gender and Benefits of using

green product.

Gender

Male Female Total
Count 3 4 7
Strongly disagree (yé;]itdhei? 3.20% 3.70% 3.50%
Count 11 16 27
Disagree RN | 4180% | 15.00% | 13.50%
| am aware of the benefits of using green Neither agree not O/COL.mF 2 6 28
products. disagree é;"r’]'ghé? 23.70% 5.60% 14.00%
Count 42 52 94
Agree KW | 45.20% | 48.60% | 47.00%
Count 15 29 44
Strongly agree KW 16.10% | 27.10% | 22.00%
Count 93 107 200
Total % w1 100.00% | 100.00% | 100.00%

Table 4-14: Chi-square test results — Cross-tabulation Education and Benefits of

using green product.

Educational Level

Matri Post-school
clie qualification
Count 5 1 1 7
Strongly % within
disagree Educational 7.10% 1.30% 1.90% 3.50%
Level
Count 10 12 5 27
: % within
Disagree Educational | 14.30% 15.80% 9.30% | 13.50%
Level
Count 14 8 6 28
| am aware of the benefits of | Neither agree % within
using green products. not disagree Educational 20.00% 10.50% 11.10% 14.00%
Level
Count 31 35 28 94
% within
Agree Educational | 44.30% 46.10% 51.90% | 47.00%
Level
Count 10 20 14 44
Strongly % within
agree Educational 14.30% 26.30% 25.90% 22.00%
Level
Count 70 76 54 200
Total % within
Educational 100.00% 100.00% 100.00% | 100.00%
Level
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Table 4-15: Chi-square test results—Cross-tabulation Location and Benefits of using

green product.

Location
Urban

Count 3 2 2 7
Strongly disagree E/ng 13.60% 1.50% 4.80% 3.50%

. Count 6 14 7 27
Pisagree o within | 27.30% | 1030% | 16.70% | 13.50%

| am aware of the benefits Neither agree not Count 5 17 6 28
of using green products. disagree E/;(‘?gig?] 22.70% 12.50% 14.30% 14.00%

Count 4 72 18 94
Agree o within | 18.20% | 52.90% | 42.90% | 47.00%

Count 4 31 9 44
Strongly agree OL/;ZQT(;E 18.20% | 22.80% | 21.40% | 22.00%

Count 22 136 42 200
Total E/Zgiz: 100.00% | 100.00% | 100.00% | 100.00%

4.5.4 Relationship between respondents’ location and manufacturers as well as

retail intent to increase consumer awareness green product

Regarding the question “manufacturers of green products make consumers aware of

the green features of their product”, 31.8 % of the respondents who disagreed with the

question live in rural areas, 17.6% live in urban, and 11.9% live in sub-urban areas
(Table 4-16). It can also be gathered from the Table 7 (Addendum 7) that across

locations, there were differences in opinion with regards to the question “retailers

stocking green products make consumers aware of the green features of the products

they stock”. It is also worth noting that 27.3% of the respondents who disagreed on

the question live in rural areas, whereas 20.6% of them live in urban and 19.0% live in

sub-urban areas (Table 4-17).
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Table 4-16: Chi-square test results — Cross-tabulation Location and Manufacturers

of green products make consumers aware of the green features of their products.

Location

Rural Urban
Strongly _ Co%mF 5 1 2 8
disagree fwihin | 2270% | 070% | 4.80% | 4.00%
‘ Count 7 24 5 36
Disagree Jowithin | 31.80% | 17.60% | 11.90% | 18.00%
s o o et g | Cort | 4 | @ | 2 | w
green features of their products. not disagree szim 18.20% 22.10% 19.00% 21.00%
Count 6 59 23 88
Agree o within | 27.30% | 43.40% | 54.80% | 44.00%
Count 0 22 4 26
Strongly agree Jwithin | 0.00% | 16.20% | 9.50% | 13.00%
Count 22 136 42 200
Total Jowihin 1 100.00% | 100.00% | 100.00% | 100.00%

Table 4-17: Chi-square test results — Cross-tabulation Location and Retailers
stocking green products make consumers aware of the green features of the products

they stock
Location
Urban
Strongly Count 2 3 3 8
disagree o within 9.10% | 2.20% | 7.10% | 4.00%
Count 6 28 8 42
Di el
1sagree If‘(’) (‘;‘gﬂgﬂ 27.30% | 20.60% | 19.00% | 21.00%
Retailers stocking green Count 4 28 13 45
products make consumers Neither agree % withi
aware of the green features not disagree o Within 18.20% 20.60% 31.00% 22.50%
of the products they stock. Location
Count 9 62 14 85
A % withi
gree L/o (‘gﬂgﬁ 40.90% | 45.60% | 33.30% | 42.50%
Count 1 15 4 20
Strongl % withi
rongly agree Iﬁ) (‘;‘gﬂg’:\ 450% | 11.00% | 9.50% | 10.00%
Count 22 136 42 200
Total % withi
o I_/O(‘;gﬂ‘o”r‘] 100.00% | 100.00% | 100.00% | 100.00%

4.5.5 Relationship between respondents’ location, ethnic group and perceived

health benefit of green product

Regarding the perceptions of the quality of green products, Chi-squared analyses
showed a statistically significant relationship (p<0.05) in the results by location and
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ethnic groups with regards to two statements, namely: “green products are healthy
products” and “green products are normally of high quality”. It is worth noting that
majority (34.4%) of respondents who disagreed that green products are healthy
products were from rural areas (Table 4-18). Moreover, and as shown in Table 4-19
(Addendum 7) 26.3% of those who disagreed that green products were healthy

products were Coloured (26.3%).

Table 4-18: Chi-square test results — Cross-tabulation Location and green products

are healthy products.

Location
Urban
Count 0 3 0 3
Strongly disagree E/:)(V;\gi:;: 0.00% 2.20% 0.00% 1.50%
Count 8 14 1 2
Disagree E/(;(\;\gilh;: 36.40% 10.30% 2.40% 11.50%
Green products are Neither agree not oCo%mF & - - =
healthy products. disagree If)cv:\gilh(;: 9.10% | 10.30% | 40.50% | 16.50%
Count 8 67 15 90
Agree o within | 36.40% | 49.30% | 35.70% | 45.00%
Count 4 38 9 51
Strongly agree ﬁ)xtm 18.20% | 27.90% | 21.40% | 25.50%
Count 22 136 42 200
Total Jo Wthin 1 100.00% | 100.00% | 100.00% | 100.00%
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Table 4-19: Chi-square test results — Cross-tabulation Ethnic and green products are

healthy products.
Ethnic Group
African Coloured Indian
Count 3 0 0 0 3
Strongly % within
disagree Ethnic 3.10% 0.00% 0.00% 0.00% 1.50%
Group
Count 11 5 7 0 23
Disagree % within
Ethnic 11.20% 26.30% 18.40% 0.00% 11.60%
Group
Neith Count 19 3 3 8 33
Green products are erther % within
agree not °
healthy products. disagree Ethnic 19.40% | 15.80% | 7.90% | 18.20% | 16.60%
Group
Count 34 10 23 22 89
Agree % within
Ethnic 34.70% 52.60% 60.50% | 50.00% | 44.70%
Group
Count 31 1 5 14 51
Strongly % within
agree Ethnic 31.60% 5.30% 13.20% 31.80% | 25.60%
Group
Count 98 19 38 44 199
Total % within
Ethnic 100.00% | 100.00% | 100.00% | 100.00% | 100.00%
Group

4.5.6 Relationship between respondents location, ethnic group and perceived

quality of green product

Similarly, 31.8% of respondents from rural areas (Table 4-20) disagreed that green
products were normally of a high quality while 21.1% of Coloured and 23.5% of
Africans also disagreed on the quality of green products (Table 4-21). A noteworthy
attribute from the respondents’ perceptions of the quality of green products was that
location of the respondents significantly impacted on the scoring patterns of their

perceptions of the quality of green products.
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Table 4-20: Chi-square test results — Cross-tabulation Location and green products

are normally of a high quality.

Location
Urban
Strongly O/COLIJ:F 1 2 0 3
disagree Lo (‘;gilc;?] 4.50% 1.50% 0.00% 1.50%
Count 7 6 3 16
Disagree o/ withi
9 If)(‘;‘gg‘o”r: 31.80% | 4.40% | 7.10% | 8.00%
Green products are . Count 4 19 15 38
. Neither agree
normally of a high tdi % within
quality. not disagree Lo cation 18.20% | 14.00% | 35.70% | 19.00%
Count 6 77 19 102
Agree o/ withi
9 I_/‘(’)(‘;‘gﬂ‘o'?] 27.30% | 56.60% | 45.20% | 51.00%
Count 4 32 5 41
Strongly agree o/ \ithi
gyag L/;(‘;‘g:‘c;?] 18.20% | 23.50% | 11.90% | 20.50%
Count 22 136 42 200
Total o/ withi
L/;(‘;‘gig?] 100.00% | 100.00% | 100.00% | 100.00%

Table 4-21: Chi-square test results — Cross-tabulation Ethnic and green products are

normally of a high quality.

Ethnic Group Total
African  Coloured Indian White ota
Count 2 0 1 0 3
Strongly wi:/t?]in
disagree Ethnic 2.00% 0.00% 2.60% 0.00% 1.50%
Group
Count 7 5 4 0 16
%
Disagree | WD | 710% | 26.30% | 1050% | 0.00% | 8.00%
Group
Neith Count 23 4 6 5 38
Green products aeglregr %
are normally of a within
high quality. disggf'ee Ethnic 23.50% 21.10% 15.80% 11.40% 19.10%
Group
Count 44 8 23 26 101
%
Agree E”Qﬂ%'.'l 44.90% | 42.10% | 60.50% | 59.10% | 50.80%
Group
Count 22 2 4 13 41
Strongly wi:/ﬁlin
agree Ethnic 22.40% 10.50% 10.50% | 29.50% | 20.60%
Group
Count 98 19 38 44 199
%
Total IVEVt'H:]':: 100.00% | 100.00% | 100.00% | 100.00% | 100.00%
Group
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4.5.7 Relationship between respondents’ location, ethnic group and perceived

commensuration of price with quality of green product

Furthermore, and with regards to determining the perceptions of the price of green
products among consumers and retail managers of selected Pick n Pay stores, Chi-
squared analyses indicated a statistically significant relationship (p<0.05) in the results
by location and ethnic groups with respect to two statement, namely: “the price of the
product is commensurate with the quality promised” and “I feel | am contributing to the
development of an eco- friendly environment when | buy green products”. It was
observed that 68.2% of respondents who thought the price of the product
commensurate with the quality promised were whites and 58.1% of them live in urban
areas (Table 4-22 and Table 4-23).

Table 4-22: Chi-square test results — Cross-tabulation Ethnic group and price of

product commensurate with the quality promised.

Ethnic Group Total
African Coloured Indian White ota
Count 2 0 0 1 3
Strongly % within
disagree Ethnic 2.00% 0.00% 0.00% 2.30% 1.50%
Group
Count 15 2 6 0 23
. % within
Disagree Ethnic | 15.30% | 10.50% | 15.80% | 0.00% | 11.60%
Group
. . ) Count 27 9 6 10 52
The price of the product is Neither % within
. 0
commensurate with the | - agree nol | “Etpnic | 27.60% | 47.40% | 15.80% | 22.70% | 26.10%
q yP ’ 9 Group
Count 43 6 25 30 104
Adree % within
9 Ethnic 43.90% 31.60% 65.80% 68.20% 52.30%
Group
Count 11 2 1 3 17
Strongly % within
agree Ethnic 11.20% 10.50% 2.60% 6.80% 8.50%
Group
Count 98 19 38 44 199
Total % within
Ethnic 100.00% | 100.00% | 100.00% | 100.00% | 100.00%
Group
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Table 4-23: Chi-square test results — Cross-tabulation Location and price of product

commensurate with the quality promised.

Location
Urban

Strongly Count 2 1 0 3
disagree % within Location | 9.10% 0.70% 0.00% 1.50%

Count 7 12 4 23

Disagree

% within Location 31.80% 8.80% 9.50% 11.50%

The price of the product is Neither agree Count 6 32 14 52

commensurate with the 9

not disagree

quality promised. % within Location 27.30% 23.50% 33.30% 26.00%

Count 5 79 21 105
Agree — -
% within Location 22.70% 58.10% 50.00% 52.50%
Count 2 12 3 17
Strongly agree

% within Location 9.10% 8.80% 7.10% 8.50%

Count 22 136 42 200

Total

% within Location | 100.00% | 100.00% | 100.00% | 100.00%

4.5.8 Relationship between respondents’ location and consumer perceived price
with affordability of green product

Aside from the price effect associated with the quality of green product, and as
illustrated in Table 7 (Addendum 7), there was a positive response by the respondents
as they felt they were contributing to the development of an eco-friendly environment
when they buy green products. A point worth noting is that there was no significant
difference (p>0.05) in the results for the statement “green products are priced in a way
that makes them unaffordable to low-income earners”. This implies that the price of
green products impacts on the purchasing power of low-income earners. This is critical
as 40.9% of respondents from rural areas believed when compared with other similar
products, the price of green products was not fair to them (Table 4-24). Given the
importance of income to individual purchasing power, it is understandable that 31.8%
of respondents from rural also indicated that the price difference between green

products and non-green product had no value for money (Table 4-25).
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Table 4-24: Chi-square test results — Cross-tabulation Location and green products

are priced in a way that makes them unaffordable to low income earners.

Location
Rural Urban
Count 0 2 0 2
Strongly disagree o/ withi
gy disag Jfwithin | 0.00% | 150% | 0.00% | 1.00%
Count 6 13 4 23
Disagree o/ withi
g Jlwithin | 27.30% | 9.60% | 9.50% | 11.50%

Green products are priced

in a way that makes them | Neither agree not oCo%mF 9 38 16 63
unaffordable to low disagree % W|th|n 40.90% 27.90% 38.10% 31.50%
income earners. Location
Count 6 60 20 86
Agree o withi
; ,ﬁ,xim 27.30% | 44.10% | 47.60% | 43.00%
Count 1 23 2 26
Strongly agree O/ withi
e ,_/‘;,Z‘gggﬂ 450% | 16.90% | 4.80% | 13.00%
Count 22 136 42 200
Total PR
&Z\gi:;: 100.00% | 100.00% | 100.00% | 100.00%

Table 4-25: Chi-square test results — Cross-tabulation Location and the price
difference between green products and non-green products indicates

value for money.

Location
Sub-
Rural Urban iban
Count 0 3 0 3
;tsr;’”g'y % within R . . .
gree Location 0.00% 2.20% 0.00% 1.50%
Count 7 9 3 19
Di FYRTTY
sagree |_/Z> :;LT: 31.80% | 670% | 7.10% | 9.50%
The price difference between Count 4 27 16 47
green products and non- Neither agree % withi
green products indicates not disagree o within 18.20% 20.00% 38.10% 23.60%
value for money Location
Count 10 74 21 105
Al % withi
gree o WIthin | 45.50% | 54.80% | 50.00% | 52.80%
Count 1 22 2 25
St I % withi
fonglyagree | % Within | 4 50% | 16.30% | 480% | 12.60%
Count 22 135 42 199
Total % withi
|_/Z> Z‘gg‘;ﬂ 100.00% | 100.00% | 100.00% | 100.00%

4.5.9 Respondents perceived level of green product

Moreover, and as illustrated in Table 4-26, some of the respondents who reside in
rural communities were generally ‘undecided’ that consumers purchased green
products because they had adequate knowledge about it (RO4.3=9.1%); the
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information provided on the green product packaging was easy to understand and
apply (RO4.4=22.7%); and the product will penetrate the market more if information
was provided in indigenous languages (RO4.5=27.3%). Table 4-27 provides a further
breakdown of the analysis on lack of information on green products. It can be gathered
that the location (rural) and ethnic group (African) of the respondents contributed to

the analysis being statistically significant.

Table 4-26: Effect of location of the respondents on the level of information on green

product
Strongly Disagree Neither Strongly
disagree agree not agree
disagree
1 3 5
There is sufficient information about 13.6% 31.8% 22.7% 13.6% 18.2%

green features in green products.

The media provides sufficient 18.2% 31.8% 18.2% 27.3% 4.5%
information about green products.

Consumers purchase green products 22.7% 22.7% 9.1% 45.5% 9.1%
because they have adequate
knowledge about it.

The information provided on the green 9.1% 22.7% 22.7% 22.7% 22.7%
product packaging is easy to
understand and apply.

The product will penetrate the market 4.5% 22.7% 27.3% 27.3% 18.2%
more if information is provided in
indigenous languages
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Table 27:  Effect of location and ethnic group of the respondents on the level of

information on green product

. s | D | UN | A | SA | SD | D | UN [ A [ SA |
There is
sufficient
information
about
green 13.6% 31.8% 22.7% 13.6% 18.2% 9.2% 18.4% 26.5% 32.7% 13.3%
features in
green
products.

The media
provides
sufficient

information

about
green
products.

18.2%  31.8% 18.2%  27.3% 4.5% 10.2% 21.4% 265% 34.7% 7.1%

Consumers
purchase
green
products
because
they have
adequate
knowledge
about it.

13.6%  22.7% 9.1% 45.5% 9.1% 5.1% 12.2% @ 28.6% @ 38.8% 15.3%
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With regards to the uncertainty of green products in South African society, the scoring
patterns by the respondents across location, ethnic group, and education level were
significant (p< 0.05). Specifically, and as shown in Figure 4-8, the majority (57.1) of
respondents who agreed that consumers purchased green products as they were
certain of the benefits of green products lived in sub-urban areas and were mostly
white (65.9%). Similarly, and across locations (Figure 4-9), 61.9% of respondents
agreed to the question ‘I am certain that when | buy a green product will be of a good

quality’ also lived in sub-urban areas.

70,00%

60,00%

50,00%
40,00%
30,00%
20,00%
10,00%

0,00%

Rural Urban Sub-urban African Coloured Indian White

M Disagree M Undecided ™ Agree Strongly agree
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Figure 4-8: The effect of consumer location and ethnic group of the benefits of buying

green products.

70,00%
60,00%
50,00%
40,00%
30,00%
20,00%
10,00% I ‘
0,00% L
Strongly disagree Disagree Undecided Agree Strongly disagree

B Rural MUrban M Sub-urban

Figure 4-9: The effect of consumer location and their response to the quality of green

product purchased
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On the other hand, and across locations of the respondents, the majority (53.7%) of
those who agreed to the question ‘I am sure that green products will make a different
to the environment’ lived in urban areas (Figure 4-10). From Table 7 (Addendum 7),
it can also be gathered that there were significant differences across location, ethnic
group and education level. More than two-thirds of the respondents who agreed to
the question ‘using green products will provide a better future for generations to come’
had matric (48.6%); live in sub-urban (50.0%); and are mainly Indians and whites
(63.2%: 56.8%). It can be inferred that the majority of the respondents in this study
who lived in the city contributed to this analysis being statistically different (Figure 4-
11).

60,00%
50,00%
40,00%

30,00%

20,00%
10,00%
I -

0,00%
Strongly disagree Disagree Undecided Agree Strongly agree

M Rural ®Urban M Sub-urban

Figure 4-10: The effect of consumer location and their response in the benefits of

green product to the environment.
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0,00%

M Strongly disagree Disagree Undecided Agree M Strongly agree

Figure 4-11: The effect of consumer education, location, and ethnic group on the

future of green product in society
4.6 Correlations

According to Johnson and Christensen (2012), the Bivariate Spearman’s correlation,
is used to quantify the relationship between two variables that are not measured on
continuous scales. In this study, Bivariate Spearman’s analyses were performed on
the (ordinal) data, which yielded several correlations. As shown in Table 8 (Addendum
8), this study highlights results only at the highest linear correlations above r=0.4 at
the significance level of 0.01. The conclusions of this analyses are summarised in the
following sections. A noteworthy attribute of this summary is the relatively high
correlations implied that the awareness of green products in South Africa was

reasonably consistent.
4.6.1 Overview of correlation analysis
With reference to Table (8) in Addendum (8), respondents indicate that:

e There appears to be a positive correlation that indicates that the awareness of
green products improves with the benefits of using green products; the quality
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4.7

of green products; where to buy green product; the recyclable nature of green
product; its health benefits; and the ease of use, make and preparations.
Having established that awareness of green products is critical to its patronage,
manufacturers of green product as well as retailers should endeavour to
highlight the green features of the products they stock. This will have
encouraged the consumers to know where to buy green product as well as
knowing the benefits of using green products.

The more they were aware of green products, the more easily they would
identify recyclable packaging and vice versa.

Green products are of better quality, particularly when compared to products in
the same category that are not green. This can be attributed to manufacturers
and retailers of green products who make consumers aware of the green
features of the product they stock.

The price difference between green products and non-green products did not
only indicate value for money, but also enabled the respondents to contribute
to the development of an eco-friendly environment when they buy green
products. As such, purchasing green products will make a difference from an
environmental context

Access to information on the green features of green products was moderately
provided by the media, hence they were more certain that when they buy green
products, it will be of good quality because of their adequate knowledge on
green product overall.

For green products to penetrate the market more readily, respondents agreed
that more information should be provided in indigenous languages. This will
help the majority of the population to adopt green product, when they could
easily read and understand the information indicated on the green products.
Thus, it can be inferred that within the South African context, using green

products will provide a better future for generations to come.

Factor analysis

This section reports on the themes that emerged from the data obtained from the Likert

scale items. In general, and as derived from the rotated Varimax with Kaiser

normalisation, the survey elicited respondents’ awareness of green products in terms
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of five main critical themes, namely awareness of green products; perceptions of the
quality of green products; perceptions of the price of green products among
consumers and retail managers; lack of information on green products; and

uncertainty of place of green products in society.

Before the interpretation of the findings from the factor analysis, it is worth mentioning
that as a general requirement, the Kaiser-Meyer-Olkin measurement of sampling
adequacy should be greater than 0.50 and Bartlett’s test of Sphericity less than 0.05
for factor analysis procedure. As shown in Table 4-28, the average loading of items
by components was above the acceptable Kaiser-Meye values (> 0.50) and Bartlett’s
values (< 0.05).

Factor analysis is a statistical technique whose main goal is data reduction. A typical
use of factor analysis is in survey research, where a researcher wishes to represent a
number of questions with a small number of hypothetical factors (with reference to
Table 4-29-4-33).

The principal component analysis was used as the extraction method, and the rotation
method was Varimax and Kaiser Normalisation. This is an orthogonal rotation method
that minimises the number of variables that have high loadings on each factor. It
simplifies the interpretation of the factors. Factor analysis/loading shows inter-
correlations between variables. Equally significant, and as shown in Table (4-29-4-
33), items of questions that loaded similarly imply measurement along a similar factor.
An examination of the content of items loading at or above 0.5 (and using the higher
or highest loading in instances where items cross-loaded at greater than this value)
effectively measured along the various components. Notably, the results of this
analysis revealed that all the factors constituted the various sections (themes) loaded
perfectly along as single component in each instance. This implies that the statements

that constituted the sections measured what they set out to measure.
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Table 4-28: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Bartlett's Test of Sphericity

Measure of Sampling Approx. Chi-
df Sig.
Adequacy Square

Awareness of green

RO1 0.851 606.481 10 0.000
products
Perception of the quality of
RO2 0.847 420.222 10 0.000
green products
Perceptions of the price of
green products among
RO3 0.732 260.535 10 0.000
consumers and retail
managers
Lack of information on
RO4 0.732 323.976 10 0.000
green products
Uncertainty of place of
RO5 . . 0.838 382.493 10 0.000
green products in society
Table 4-29: Awareness of green products rotated Component Matrix
RO1 Component
1
| am aware of what a green product is 0.852
| am aware of where | can buy green products 0.885
| am aware of the benefits of using green products 0.905
Manufacturers of green products make consumers aware of the green features of their 0.806
products
Retailers stocking green products make consumers aware of the green features of the 0.717
products they stock
Extraction method: Principal component analysis
a. 1 components extracted.

Table 4-30: Perceptions of the quality of green products rotated Component Matrix

RO2 Component
1
Green products are healthy products. 0.750
The packaging of green products is recyclable. 0.785
Green products are normally easy to use/make/prepare. 0.779
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Green products are normally of a high quality.

0.865

Green products are of a better quality compared to products in the same category that
are not considered green.

0.812

Extraction Method: Principal component analysis.

a. 1 components extracted.

Table 4-31: Perceptions of the price of green products among consumers and retail

managers rotated Component Matrix

languages

RO3 Component
1
The price of the product is commensurate with the quality promised. 0.676
When compared with other similar products, the price of green products are fair 0.645
Green products are priced in a way that makes them unaffordable to low income 0.775
earners.
The price difference between green products and non-green products indicates value 0.831
for money
| feel | am contributing to the development of an eco-friendly environment when | buy 0.634
green products
Extraction Method: Principal component analysis.
a. 1 components extracted.
Table 4-32: Information on green products rotated Component Matrix
RO4 Component
1
There is sufficient information about green features in green products. 0.705
The media provides sufficient information about green products. 0.783
Consumers purchase green products because they have adequate knowledge about it. 0.795
The information provided on the green product packaging is easy to understand and 0.811
apply.
The product will penetrate the market more if information is provided in indigenous 0.584

Extraction Method: Principal component analysis.

a. 1 components extracted.
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Table 4-33: Certainty of place of green products in society rotated Component Matrix

RO5 Component
1

Consumers purchase green products as they are certain of the benefits of green 0.772
products.

| am certain that when | buy a green product will be of a good quality. 0.736
| am sure that green products will make a difference to the environment. 0.815
| am certain that majority of the population will adopt the usage of green products in the 0.792
future

Using green products will provide a better future for generations to come. 0.820

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

4.8 Qualitative interviews

In addition, semi-structured interviews were conducted with ten selected Pick n Pay
retail managers in Durban, South Africa. The analysis of the data gathered from the

interviews resulted in the identification of the following four broad themes, namely:

Strategies used for the awareness of green product among customers.
Challenges of selling green products.

Problems emanating from a lack of awareness of green products.

L bh =

Relevance of advertising platforms in marketing green products.

Themes were identified to further explain the findings that were obtained in the
quantitative analysis (survey questions). In supporting the discussion of the themes,
relevant quotes from the data generated from interviews were used. Data from semi-

structured interviews was transcribed verbatim and used as such during discussion.

4.8.1 Theme 1: Strategies used for the awareness of green products to
customers

The retail managers, particularly those with Pick n Pay outlets located at Musgrave,
acknowledged that they were yet to work on a definitive advertising strategy to create
awareness among their customers since they have just been newly-introduced to

green products. However, a statement made was:
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“‘We sometimes host small promotions inside the store promoting the newly

added products’.
They maintained that:

“They use different terms when advertising green products to make it easy for
our customers to understand that we are advertising a different product from

the normal one”.

In terms of the strategies currently employed in creating awareness to customers on

the green products they stock, the retail managers elaborated that:

‘At Pick n Pay we have personalise our plastic bags to reduce, reuse and
recycle and we believe that is strategically enough to make the public

(consumers) aware that we do have some of the green products in our store”.
4.8.2 Theme 2: Challenges of selling green products

When asked to recount the challenges they experienced in getting the green products
to sell, the retail managers (Musgrave) voiced the opinion that there were not many
challenges as most of their customers already knew what green products were. In

probing more, they pointed out that:

“Our store is situated in a suburban so it not that difficult to get these products

to sell, as most of our consumers are eco-friendly so they understand perfectly’.

On the other hand, most of the retail managers with Pick n Pay stores located at Berea
centre indicated that they were not sure if their customers were aware of green
products. One of the aforementioned retail managers said while answering to the

questions on the challenged of selling green products that:

“They hardly sell because most of our customers are university students so they

do not really care of what they buying”.

From the above assertion, it is sufficient to say that the location and ethnic group of
the customers contributed to their level of awareness of green products. It is worth

mentioning that Pink n Pay stores at Berea centre are located within a walking distance
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from Durban University of Technology. The background of the university students who
normally patronise the Pink n Pay stores at Berea may have contributed to their
knowledge and awareness of green products. For example, it is noted that DUT
attracts a large percentage of students who are from highly marginalised socio-
economic backgrounds (Bawa 2011). This, however, implies that students, particularly
the black students, may come from families that do not have the financial resources
to support them, which could have had a negative influenced on what they shop for.
This is further supported by one of the retail managers located at Pink n Pay stores in
Musgrave that:

“Most consumers do not have understanding of what green products are so it
quite difficult to get these products to sell. However, there are different types of
shoppers. For example, we have more sophisticated kind of shoppers who
always opt for the best and we also have different ethnic groups. In this
category, white people seems to have perfect understanding of what green

products are and also the benefits of purchasing green products”.

4.8.3 Theme 3: Problem emanating from lack of awareness of green products

With regards to the challenges experienced by retail stores in selling of green
products, most of the retail managers at Pick n Pay outlets (Musgrave and Berea
centre) are of the opinion that green product are not selling at the rate that they should

be selling. One of the retail managed argued that:

“No! Green products should be number one selling products in all retail stores”.
He was however optimistic... “that after this research if the public get hold of

this information it might sell as it should be selling”.

Similar sentiments were shared by his colleagues (Berea centre) who highlighted that
a lack of knowledge and understanding from the consumer on green products as well
as some of the management policies limited the rapid selling of green products in their
stores. In addition, some of the retail managers interviewed believed the limited
stocking of green products was a critical factor that limited their sales. According to

them:
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“Our consumers are aware of what green products are more especially white
consumers. They even ask why we do not stock more green products in our

retail store”

The most noteworthy attribute resulting from this theme is that the number of green
products stocked in retail stores has an influence on sales and patronage by

consumers. This was further corroborated by one of the retail managers who stated:

“If we can have more of green products, | believe they can sell even more”.

From the foregoing theme, it appears that stocking green products, particularly
creating awareness of the stocked products to consumers is critical in the overall
acceptance of green products by South African society.

4.8.4 Theme 4: Relevance of advertising platforms in marketing green

products

As documented in literature, advertisement is the most effective tool that marketers
and advertisers use to get consumers’ attention, which helps consumers to elaborate
on their knowledge about product attributes and specifications.

With reference to relevant advertising platforms utilised by the Pick n Pay stores in
marketing their green products to consumers, the retail managers (Musgrave and

Berea) pointed out that:

“At Pick n Pay we use Television and papers to advertise and all our products

are advertised there”.

Other advertising platforms highlighted by the retail managers include print media and

electronic media such as the internet.

Part of the objective of this study was to determine the perception of the lack of
information on green marketing among consumers and retail managers. Of interest,
the above-mentioned marketing promotional tools are important, particularly in the
context of increasing the level of green product awareness among South Africa

Consumers.
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4.9 Conclusion

Considering the aforementioned results, the hypothesis stated in Chapter One,
Section 1.7 was accepted as consumers in South Africa have different levels of
awareness of green products. Overall, the data obtained from the quantitative
instrument indicated that the location of the consumers (rural, urban, and sub-urban)
as well as the ethnic group (African, Coloured, Indian, and White) identified by the
consumers strongly correlates with their use of green products. The quantitative
results showed that more consumers, particularly white South Africans living in urban
or sub-urban areas, will adopt green products irrespective of the price of green
products. In addition, the interviews conducted revealed that most South African
consumers do not have understanding of what green products are. This was largely
attributed to a lack of adequate information on green products. The salient feature of
this chapter therefore suggests that the use of indigenous languages will help educate
the South African consumers on the benefits associated with the use of green
products. Ultimately, adopting green products by South African consumers will add
positive benefits to the environment as well as encouraging future generations to adopt
green products. The next chapter will provide the conclusions drawn from this study.
This will include the identification of limitations, which will steer studies in terms of

future research.
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CHAPTER 5: Conclusions and Recommendations

5.1 Introduction

The previous chapter presented the results of the study. It analysed and interpreted
the data gathered from the interviews and the questionnaires administered to Pick n
Pay retailers and managers. The findings of the study were then compared to the
literature review to determine the nature of green marketing among the consumers
and managers of the selected Pick n Pay stores in the area of Durban. This chapter
therefore presents the conclusions that were drawn from the study. It further presents
a set of recommendations based on the interpretation of the result. It also provides a

summary of the study.
5.2 Summary of the study

The aim of the study (as indicated in Chapter 1, section 1.4) was to investigate the
perceptions of green marketing of consumers and retail managers in the selected
Pick n Pay stores. Moreover, the study aimed to understand the level of awareness

of green products among South African consumers.
In the light of the above encompassing aim, the objectives of the study were to:

o Determine the level of awareness of green products among consumers
and retail managers of selected Pick n Pay retailers.

o Determine the perceptions of the quality among consumers and retail
managers of selected Pick n Pay retailers affecting adoption of green
products.

o Determine the perceptions of the price among consumers and retail
managers of selected Pick n Pay retailers affecting adoption of green
products.

o Determine the perceptions of the lack of information on green
marketing/ products among consumers and retail managers of selected
Pick n Pay retail stores in Durban affecting adoption of green products.
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o Determine causative features and reasons undermining the adoption of
green products.

In attempting to address the research objective and to achieve the above-mentioned
aims, different methods were employed. Firstly, an in-depth literature review was
conducted (see Chapter 2) to define and describe the concepts as well as documented
issues related to green marketing. This was followed by an empirical survey to
address the listed research objectives and aims. The methodological section
discussed the necessary data-collection techniques and appropriate statistical
procedures to carry out a value-added analysis (see Chapter 3). The data collected
for the study included responses from consumers and retail managers of selected Pick
n Pay retail stores.

The analysis strategy was executed using the statistical software packages, SPSS
version 24 (Statistical Software Package for Social Sciences) and a content analysis.
Chi-square analyses were carried out to measure the scoring patterns of the
respondents. Negative statements were collapsed to represent a level of
disagreement, whereas positive statements were used to represent the level of
agreement. A second chi-square test was performed to determine whether there was
a statistically significant relationship between the variable (rows and columns).
Bivariate correlation was also performed on the ordinal data to determine the direction
of relationship between the variables. Furthermore, factor analyses were carried out
to verify the underlying structure of the data. In addition, to determine the implications
of retail managers’ perceptions regarding green marketing and green products
awareness among consumers in South Africa, the following questions guided the

investigation:

e What strategies do you use to make consumers aware of the green
products you stock?

¢ What challenges does the store experience in getting the green products to
sell?

¢ Do you think green products are selling as well as they should?

e Are there any problems that the store experiences regarding the lack of

awareness of consumers on green products?
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e Does your store utilize the relevant advertising platforms to market the
green Products?

To answer the research questions posed and to achieve the above-mentioned aims,
thematic analysis was used to gauge the perceptions of green marketing of retail

managers in the selected Pick n Pay stores.
5.2.1 Discussion of the results

Based on the results presented, the hypothesis as outlined in Chapter 1 Section 1.7,
was accepted as there were significant differences in the level of awareness of green
products among consumers in South Africa. This section will therefore link the findings
of this study to the existing literature to demonstrate how each of the study objectives
contributed to the current knowledge on the perceptions of green product by

consumers in South Africa.
5.2.1.1 The level of green product awareness

As reviewed in Chapter 2, Mohanasundaram (2012) indicated that green consumers
are more educated and wealthier than the average consumer. Importantly, it can be
gathered from the quantitative phase that the awareness of green products varies with
the location and ethnic group of the consumers in South Africa. Given the economic
disparity between white and black South African, it is worth mentioning that the level
of awareness of green products was higher amongst white South African consumers
when compared with the black consumers. Equally significantly, considering that over
70% of South African population are black Africans, the findings of this study were
consistent with Ottman et al. (2013) that South Africans spend an insignificant amount
on green products due to the low level of awareness of green products in South Africa.
To give credence to the above assertion, the retail managers interviewed had pointed
out that a lack of knowledge and understanding from the consumer on green products
as well as some of the management policies limited the rapid selling of green products

in their stores.
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5.2.1.2 The perception of quality

As stated in in Chapter 2, the quality of a product is a vital factor in creating faithful
customers who are satisfied with the product. Product quality is the outcome of a good
performance i.e. the extent to which it can meet a customer’s requirements without
defects. In terms of South African consumers’ perceived quality of green product, the
product quality was evaluated by five items, namely green product are healthy
products, the packaging of green product is recyclable, green products are normally
easy to use/make/prepare, green products are normally of a high quality, and green
products are of a better quality compared to products in the same category that are
not green (see Addendum 7). The findings from Chi-Square analyses showed a
statistically significant relationship (p<0.05) by location and ethnic groups with regards
to two statements, namely, “green products are healthy products” and “green products
are normally of high quality”. Moreover, and contrary to reports by Morel and Kwakye
(2012) that consumers think that conventional products have a better quality, the
findings from this study revealed that consumers in South Africa perceived that green
products are of better quality, particularly when compared against products in the
same category that are not green. Arguably, the perceived high quality of green
product by consumers in South Africa could be attributed to their perception of the
health benefits of green products. As indicated by the correlation analysis, there was
a positive relationship (r = 0.486) between “green products are of a better quality
compared to products in the same category that are not considered green” and “ am
aware of the benefits of using green products”. In support of the correlation results,
the interviewed conducted with the retail managers at Pick n Pay stores had thrown
their weight in favour of quality of green products. In their express views “green product

should be number one selling products in all retail stores”.
5.2.1.3 The perception of price

According to Morel and Kwakye (2012: 47), the price of green products is one of the
most important factors during the consumers’ decision-making. Although most
consumers of green products are willing to pay more for green products, the study
revealed that most black consumers are of the view that the price of green products
makes it unaffordable to the low-income earners. This supports the argument of Chang

(2011: 20) that people think that green products are expensive when compared
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against conventional products. Additionally, the consumers’ perception of price of
green products reported in this study correlates with Finistera do Paco et al. (2009),
which confirms that the high cost of green products led to resistance among
consumers that are reluctant to buy green products. Regardless of this, the study
reveals that most South African consumers will adopt the use of green products
because of the conscious need to protect the environment for future generation. This
is consistent with Machiba’s view (2009) that the rise in consumers’ ecological
consciousness in recent years has increased consumers’ willingness to pay for green
products. A similar sentiment was shared by the interviewed retail managers. When
asked to recount any challenges their stores experiences selling green products. It
was revealed that the eco-friendly consciousness of their customers, particularly with

those residing the suburban location, makes it easier to sell the green product.
5.2.14 The perception of lack of information

According to do Pago, Raposo and Leal Filho (2009), the wrong perception or lack of
sufficient information on green products has an adverse effect on some of the
products. The empirical findings from this study, however, showed that advertisement
helps to provide information with regards to green products to the consumers. These
findings further support the work of Keller (2009) who reported that advertisement can
increase salience and awareness of a brand. Despite this, it is noted that green
products will penetrate the market more when information is provided in indigenous
languages. As such, to attract green product costumers, retail shopping centre
managements should convey their advertisement in South African indigenous

languages.

Furthermore, the findings of the interviews revealed that most South African
consumers do not understand what green products are. Therefore, retail shopping
centres are now utilising two main strategies namely: sales promotion and
personalisation of green products such as recycle reuse etc. to increase awareness
and understanding of green products among consumers. This agrees with Hashem
and Al-Rifai (2011) who noted that the influence of the green consumer will grow as
environmental awareness among consumer’s spreads and improvements are made
to the environmental information available through eco-labelling schemes, consumer

groups and consumer guides.
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Overall, one of the significant results emerging from this study is that communication
is a key strategy in any promotional, customer care or marketing activity of green
products. Such communication should be effective, persuasive and managed in a
formal and structured way which will fits into overall benefits of the consumers. Retail
shopping centres may use a number of communication tools such advertising (both
print and internet), sales promotion, personal selling and sponsorship. These
marketing strategies have shown to be effective in creating awareness of consumer
products. This in turn, can play a positive role in generating revenue to promote the

overall success of marketing green products among South African consumers.

5.3 Conclusions

The main purpose of this study was to gauge the perceptions of consumers and retail
managers in selected Pink n Pay outlets within Durban, South Africa. This study found
that the understanding of what green products are varies among green product
consumers. As a result, increased attention has been focused on green marketing,
particularly the strategies that are used to convey green information to consumers.
The following section therefore presents the conclusions to the study based on the
research objectives outlined in Chapter 1, Section 1.5.

5.3.1 The level of awareness of green products among consumers and retail

managers of selected Pick n Pay retailers

The Chi-square analysis conducted in this study explicitly revealed that the level of
green product awareness varies among consumers in South Africa. The study
showed that the location and ethnic group of the shoppers has a significant
relationship with their perceived awareness of green products. The study conclusively
showed that the awareness of green products was higher among white shoppers when
compared with black shoppers. Similarly, the study also reveals that consumers living
mostly in sub-urban and urban areas within Durban are more aware of green as

against those living in rural areas.

Significantly, the semi-structured interviews conducted with retail managers,
reinforced the variability in the level of awareness of green product among shoppers.
More so, the study found that shoppers within the Musgrave sub-urban area are likely
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more conscious and aware of green product when compared against those shopping
at the Berea centre Pink n Pay outlets. Overall, the retail managers who participated
in the study called for more stocking and marketing of green products in their stores.
More importantly, this study found that conveying green information in indigenous
languages will help promote the adoption of green products.
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5.3.2 The perceptions of the quality among consumers and retail managers of

selected Pick n Pay retailers affecting adoption of green products

The Chi-square analyses conducted in this study indicate that the perceptions of
quality among green product consumers were generally positive. More so, the
correlation analysis revealed that accesses to information on the green features of
green products provided by the media were directly related to the perceived quality of
green products. Consequently, green product consumers were certain that when they
buy green products, it will be of good quality because of their adequate knowledge of
green product. Overall, a noteworthy attribute from perceptions of the quality of green
products by shoppers was that the location of the respondents significantly impacted
on their perceptions of the quality of green products. The study revealed that shoppers
living in rural areas were generally unsure of the quality of green products. This also
reiterated the call for the use of indigenous language in conveying of green product

information.

5.3.3 Determine the perceptions of the price among consumers and retail
managers of selected Pick n Pay retailers affecting the adoption of green

products

One of the most prominent aspects of this study is that the price of green products did
not change the perceptions of green products among the consumers. The study
revealed that the prices of green products were commensurate with the quality
promised. This was expressed in the form of their perceived contribution to the

development of an eco-friendly environment.

5.3.4 The perceptions of the lack of information on green marketing/products
among consumers and retail managers of selected Pick n Pay retail stores
in Durban affecting the adoption of green products

This study further revealed that information with regards to the green features of green
products is adequately provided by the manufacturer as well as the retailer stocking
the green products.

Significantly, the semi-structured interview with retail managers at selected Pink n Pay

outlets revealed that management policies limited the rapid selling of green products.
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In particular, and in terms of achieving the objective to determine causative features
and reasons undermining the adoption of green products, this study found that limited
stocking of green contributed to a lack of awareness among consumers. It is very
important that creating awareness of the stocked products to consumers is critical in

the overall acceptance of green products by South African society.

54 Limitations

By focusing on awareness of green products, this study contributes to the literature on
the perceptions of green products among South African consumers. This study
selected only one city (Durban) in South Africa. Hence, the sample size the study
adopted may not be a perfect representation of the entire South African population.

Consequently, the generalisability of this study is limited.
5.5 Recommendations

This study investigated perceptions of consumers and retail managers in selected Pink
n Pay outlets within Durban, South Africa. Arising from this study, it is interesting to
note that awareness of green products varies among consumers in South Africa.
Equally significantly, and emerging from this study, is that environmental concerns as
well as the price of green products were key influential factors in determining
consumers’ purchase decisions. It is therefore recommended that attractive green
product message contents should be aggressively developed that would stimulate

interest in green products, particularly among most black consumers in South Africa.

More so, and regarding promotion of environmental consciousness among
consumers, corporate companies should endeavour to build a positive image in the
minds of their customers. This could be implemented by incorporating strategic
advertisements of green products that would target those customers with different
attitudes and attributes towards green products. As such, marketers of green products
should insist on providing clear information about green products such as the use of
eco-friendly labels to promote customer familiarisation with products. This will help

enhance their knowledge and awareness of green products.

Furthermore, it was observed that green products are priced in a way that makes them

unaffordable to majority of the consumers. Consequently, some of the consumers
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particularly the blacks who make up majority in South Africa ignore to buy green
products because of its perceived high price. It is therefore recommended that
marketers should price green product to make it affordable to everyone in respective
of their income to encourage purchase. This could be done by pricing green products
with the price as non-green products.

Additionally, government and non-government companies are always strong
predictors that play an important role in encouraging consumers to go green and
embrace green purchasing behaviour. For example, the French government has
recently posed a ban on the use of plastic cups and spoons that are not green. The
South African government could follow similar legislative processes to the French by
taking initiatives to expand consumer awareness of green products. This could be in
the form of: (1) creating effective marketing campaigns or environmental-related
activities, (2) developing a policy that will issue grants to companies implementing
green marketing, which will encourage companies to utilise their resources to provide
environment friendly products. In the light of the aforementioned recommendations,
future investigation into awareness of green products will focus on the role of
government in public awareness of green products. Additionally, future research work
will develop a green marketing model that will aid in assessing the marketing strategies
currently utilised by corporate companies in South Africa and their potential impact on

the green market.
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Addendum 1: GATEKEEPER LETTER

768 Dube Village
Inanda
4309

August 2015
Musgrave Centre, Musgrave Rd,
Durban, 4001
Dear Sir/Madam

| am studying towards the attainment of a Master’'s Degree in Marketing and Retail at
the Durban University of Technology. | will appreciate if your store authorizes me to
conduct research on the Perceptions of retail managers and consumers of green
products at select pick n pay stores in Durban. The overall objective of this study is to
investigate the perception of green marketing of consumers and retail managers
amongst the top-five retail stores of South Africa.

Some among the customers and retail managers of these (retail) stores will be
requested to fill a questionnaire. No personal or sensitive questions will be asked as
only questions relating to green marketing will be posed to the respondents of the
study. These questions will be self-administered by the researcher at the premises of
these retail stores. Please be assured that details regarding the participants’
responses will be kept anonymous and confidential. Should you desire, the final report
will be made available to you. If you have any queries about this research project
please contact me on 073 294 6065 or email me at slungilemncwabe@yahoo.com. If
you require further clarification or would you like to share concerns regarding the
research do not hesitate to contact my supervisor, Dr Meintjes on 0313735385 or by
email at cornem@dut.ac.za

Thank you for your time and co-operation.

Yours sincerely,

Silungile Mncwabe

Department of Marketing and Retail, Durban University of Technology
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Addendum 2: Questionnaire

Perceptions of retail managers and consumers of green products at select pick n pay
stores in Durban.
Please place an X in the selected space/box to indicate your answer

Section A: Demographic information

What is your gender?

Male female

Which age group do you belong to?

26-35 36 to 45 46 — 55 56 and above

Educational level?

Matric Post-school qualification Other (specify)
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Table 1: Location (please tick only one below)

Rural Urban

Sub-Urban

Section B: Questionnaire items

Table 2: Awareness of green products

Strongly

disagree

Disagree

Neither
agree not
disagree

3

Agree

Strongly

agree

| am aware of what a green product

is.

| am aware of where | can buy green

products.

| am aware of the benefits of using

green products.

Manufacturers of green products
make consumers aware of the green
features of their products.

Retailers stocking green products
make consumers aware of the green

features of the products they stock.

Table 3: Perception of the quality of green products

Strongly
disagree

1

Disagree

Neither
agree not
disagree

3

Agree

Strongly
agree
5

Green products are healthy
products.

The packaging of green products is
recyclable.

Green products are normally easy to
use/make/prepare.

Green products are normally of a
high quality.

Green products are of a better
quality compared to products in the
same category that are not
considered green.
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Table 4: To determine the perceptions of the price of green products among

consumers and retail managers of selected stores of the top 5 SA retailers affecting

adoption of green products.

Strongly Disagree Neither Agree Strongly
disagree agree not agree
disagree
1 2 3 4 5
The price of the product is relative to
the quality promised.
When compared with other similar
products, the prices of green
products are fair
Green products are priced in a way
that makes them unaffordable to low
income earners.
The price difference between green
products and non-green products
indicates value for money
| feel | am contributing to the
development of an eco-friendly
environment when | buy green
products
Table 5: Lack of information on green products
Strongly Disagree Neither Agree Strongly
disagree agree not agree
disagree
1 2 3 4 5

There is sufficient information about
green features in green products.

The media provides sufficient
information about green products.

Consumers purchase green products
because they have adequate
knowledge about it.

The information provided on the
green product packaging is easy to
understand.

The product will penetrate the
market more if information is
provided in indigenous languages.
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Table 6: Doubt of place of green products in society

Strongly

disagree

Disagree

Neither
agree not
disagree

3

Agree Strongly
agree
4 5

Consumers purchase green products
as they are certain of the benefits of
green products.

| am certain that when | buy a green

product it will be of a good quality.

| am sure that green products will
make a difference to the

environment.

| am certain that the majority of the
population will adopt the usage of

green products in future

Using green products will provide a

better future for generations to come.

Thank you for your participation.
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Addendum 3: INTERVIEW GUIDE

Title: Perceptions of retail managers and consumers of green products at select pick

n pay stores in Durban.

This guide is intended to collect data from the management/supervisor of the chosen
Pick ‘n Pay i.e. Berea Pick ‘n Pay and Musgrave Pick ‘n Pay. The purpose of this study
is to determine the nature of green marketing in Pick n Pay retail stores including
product modification and processing to packaging and green advertising. This study
will investigate this from a management/supervisors’ perspective.

Participants’ personal details and data collected in this study will remain anonymous

ensuring confidentiality of the participants.

What strategies do you use to make consumers aware of the green products you
stock? Probe about the effectiveness of these strategies if applicable

What challenges does the store experience in getting the green products to sell?

Do you think green products are selling as much as they should? Probe participant if
the answer is no.

Are there any problems that the stores experience regarding the lack of awareness of
consumers of green products?

Does your store utilize the relevant advertising platforms to market the green
products?

Thank you!

128 |Page



A INSTITUTIONAL

S| W ReseARcH MRS
TN ETHICS sy @y
A COMMITTEE ‘; 4

Addendum 4: Pick n Pay (Berea Centre) Questionnaire Gatekeeper Consent form

Gatekeeper Consent Form

I agree thai selected customers of this store | ‘i- Lle ™ } be asked to
participate in this study.. | have had the project explained to me, and | have read the
statement abwowe, which | keep for my records,

I understand that atora customer panticipation is voluntary, that they can choose not 1o paticipate
in part or alf of the project, and that they can withdraw a1 any staga of the project without baimg
penalisad or dissdvantaged in any way. )
And

| understand that any informatien provided is confidentlal, and that no information that
could lead to the identification of any individual will be disclosed in any repnr‘ts an the
project. of to any other party,

and

| understand that data from the intervies will be kept in a secure storage and accessible to tha

regearch leam. | also understand that the data will be destroyed after a 5 year period unless |
congenl to it being used in fudure ressarch

ﬂ
Gatekeopers’ name ﬂl‘tf

Signature

.l'.'-. : :
Date & tg"' -’lfg‘-"'-"
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Interview Consent Form

| agree to take part in the project specifled above. | have had the project explained to me,
and | hawve read the statement above, which | keep for my records. | understand that
agreeing to take part means that: '

| agree to be interdewed by tha researcher L] Yes Ll No

| @gree to allow the interview o be audioc-taped [ vas 71 Mo
And —

| understand that my participation is vodunlary, that | can choose not to participate In part or 28 of
the project, and that | can withdraw al any stage of the project without baeing penalised or
disadvaniaged in amy way.

And

T'uriderstand that | will be given a transcript of data conceming me for my aporoval belore i s
incluwded in the write up of the rasaarch. '

And

| understand that any information | provide is confidential, and that no Information that
could lead to the identification of any individual will be disclosed in any reports on the
praject, or to any other party.

andiar
INunderstand that data from the interview will be kapt in a secure storage and accessibla to the

rasearch team. | also enderstand that the data will be destroved aftar’a 5§ year period unless |
consent to it being used in future reseanch,

Gatekeapers' name

Signature

Date
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Gatekeeper Consent Form

I agree that selected customers of this store | -"r-".‘-'---'.xi. S S sy be asked to
participate in this study.. | have had the project explained to me, and | have read the
statement above, which | keep for my records.

I understand that store customer participation is voluntary, that they can chooss not to participata
in part or all of the project, and that they can withdraw at any stage of the project withoul being
penallsed or disadvantaged in amy way,

Amnd )

I understand that any information provided is confidential, and that no information that
could lead to the identification of any individual will be disclosed in any reports on the
project, or to any other party.

and

INanderstand thal data from the inlarviesw will ba kept in 3 secure siorage and accossible 1o the
resaarch team. | also understand thal the data will be dastroyad after a § vear perlod unless |
consent to i being used in future resaarch.

Fr

Gatekeepers” name anded
Signature
Date o H e S
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Addendum 6: Pick n Pay Interview Gatekeeper Consent for

interview Consent Form

| agrea to take part in the project specified above. | have had the project explainad to me,
and | have read the statement abowve, which | keep for my records, | understand that
agreeing to take part means that:

| agree to be interviewed by the researcher E"‘I"r"cs ] He
| agree 1o allow the intarview o be sudio-taped FYes ] Mo
And

I understand that my participation is voluntary, that | can choose not to participate in part or all of
the project, and that | can withdrew at any stagse of the project withoul being penalised or
disadvantaged in any way. o

Al

I Uriderstand that | will ba given a ranscripl of dala concerning me for my approval before i (s
inludiad n the write wup of the resaanch,

And
[ understand that any information | provide I confldential, and that no information that
could lead to the identification of any individual will be disclesed in any reports on the

project, or to any other party.

and!or

INinderstand that data frorm the interview will ba kapt in a secure storage and accessible o the
research team. | also understand that the data will be destroved aller a 5 year period unless |
comsant to it being used in future reeearch

Gatekeepers' name

Signature

— _|

Date O ot ,-"1?;-1 I

Addendum 7: Ethical Clearance letter
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MANAGEMENT SCIENCES: FACULTY RESEARCH ETHICS COMMITTEE (FREC)
13-Mar -18

Student No: 21240970
FREC No: 154/15FREC

Dear Ms SB Mncwabe

MASTER OF MANAGEMENT SCIENCES: MARKETING

TITLE: PERCEPTIONS OF RETAIL MANAGERS AND CONSUMERS OF GREEN PRODUCTS AT
SELECT PICK & PAY STORES IN DURBAN

Please be advised that the FREC Committee has reviewed your proposal and the following

decision was made: Ethical Level 2
Date of FRC Approval: 27 November 2015

Approval has been granted for a period of two years from the date above, after which you are
required to apply for safety monitoring and annual recertification. Please use the form located
at the Faculty. This form must be submitted to the FREC at least 3 months before the ethics
approval for the study expires.

Any adverse events [serious or minor] which occur in connection with this study and/or which
may alter its ethical consideration must be reported to the FREC according to the FREC SOP’s.
Please note that ANY amendments in the approved proposal require the approval of the FREC
as outlined in the FREC SOP’s.

Yours Sincerely

Prof JP Govender
Deputy Chairperson: FREC

Addendum 8: Hypothesis testing
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Table 7: Pearson Chi-Square Tests showing relationship between variables
It is worth mentioning that the highlighted values indicates significant difference

Pearson Chi-Square Tests

Gender e Selieziae] Location
Group Level
Chi- 2.061 16.851 14.934 15.82 25.194
square
| am aware of what a
green product is. df 4 16 8 8 12
Sig. 0.724 0.395 0.06 .045* .014*
Chi- 5.886 15.552 15.356 19.869 | 20.678
| am aware of where | square
can buy green df 4 16 8 8 12
products.
Sig. 0.208 0.485 0.053 .011* 0.055
Chi- | 14823 | 21428 11.242 19.359 | 24.464
| am aware of the square
benefits of using df 4 16 8 8 12
green products.
Sig. .005* 0.163 0.188 .013* .018*d
Manufacturers of Chi- 6.493 15.901 10.963 33.238 15.577
green products make | Square
consumers aware of
the green features of df 4 16 8 8 12
their products. Sig. 0.165 0.46 0.204 .000* 0.211
Retailers stocking Chi-
green products make square 7.156 14.52 23.985 7.75 23.483
consumers aware of
the green features of
the products they df 4 16 8 8 12
stock. Sig. 0.128 0.56 .002* 0.458 .024*
Chi- 1.199 16.879 14.328 37.758 27.868
square
Green products are
healthy products. df 4 16 8 8 12
Sig. 0.878 0.393 0.074 .000* .006*
, Chi- 1,559 12.418 6.701 17.086 | 18.828
The packaging of square
green products is df 4 16 8 8 12
recyclable.
Sig. 0.816 0.715 0.569 .029* 0.093
Chi- 3448 | 20512 4.437 21942 | 17.314
Green products are square
normally easy to df 4 16 8 8 12
use/make/prepare.
Sig. 0.486 0.198 0.816 .005* 0.138
Chi- 5.179 16.247 10.342 33537 | 22828
Green products are square
normally of a high df 4 16 8 8 12
quality.
Sig. 0.269 0.436 0.242 .000* .029*
Green products are Chi-
of a better quality square 1.577 12.007 10.986 21.339 19.33
compared to products
in the same category
that are not df 4 16 8 8 12
considered green. Sig. 0.813 0.744 0.202 .006* 0.081
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Chi-

The price of the square 7.133 16.393 7.42 24.391 22.161
product is
commensurate with df 4 16 8 8 12
th lit ised.
© quallly promise Sig. 0.129 0.426 0.492 .002* 036*
When compared with |~ Chi- 0.468 23.282 10.761 21.394 19.4
other similar square
oo topteed [ o |4 | % | s o« | n
fair Sig. 0.977 0.106 0.216 .006* 0.079
Green products are | Chi- 2473 11.07 3.377 14.55 18.154
priced in a way that square
makes them
unaffordable to low df 4 16 8 8 12
income earners. Sig. 0.649 0.805 0.909 0.069 0.111
The price difference Chi-
between green square 6.252 9.892 8.735 24.078 7.068
products and non-
green products
indicates value for df 4 16 8 8 12
money Sig. 0.181 0.872 0.365 .002* 0.853
| feel | am Chi-
contributing to the square 1.036 8.944 11.767 35.656 45.24
development of an
eco-friendly df 4 16 8 8 12
environment when |
buy green products Slg 0.904 0.916 0.162 .000* .000*
There is sufficient S;:uh;'re 252 18.842 5.341 12576 | 11.534
information about
green features in df 4 16 8 8 12
ducts.
green procucts Sig. 0.641 0.277 0.721 0.127 0.484
sufficient information
about green df 4 16 8 8 12
products. Sig. 0.317 0.282 0.098 0.076 0.681
Consumers purchase | Chi- 4.092 9 7.501 38.066 | 15.966
green products square
because they have
adequate knowledge df 4 16 8 8 12
about it. Sig. 0.394 0.913 0.484 .000* 0.193
The information P
provided on the Sguh;re 2.25 7.708 3.157 21.226 | 10.201
green product
packaging is easy to df 4 16 8 8 12
understand and
apply. Sig. 0.69 0.957 0.924 .007* 0.598
The product will Chi-
penetrate the market Square 0.903 13.951 17.484 26.44 17.779
more if information is
provided in df 4 16 8 8 12
indigenous
languages Sig. 0.924 0.602 .025* .001* 0.123
Consumers purchase | Chi- 1.502 10.851 11.881 17.734 20.275
green products as square
they are certain of the
benefits of green df 3 12 6 6 9
products. Sig. 0.682 0.542 0.065 .007* .016*
| am certain that Sguh;'re 2.481 18.641 5.397 19583 | 19.374
when | buy a green
product will be of a df 4 16 8 8 12
d lity.
good qually Sig. 0.648 0.288 0.714 012+ 0.08

135|Page



| am sure that green ch;uhal;e 2.749 15.567 8.829 18.992 20.217
products will make a
difference to the df 4 16 8 8 12
i t.
environmen Sig. 0.601 0.484 0.357 015* 0.063
| am certain that Chi- 6.228 13.177 6.976 14.066 | 12.665
majority of the square
population will adopt
the usage of green df 4 16 8 8 12
products in the future | gjg, 0.183 0.66 0.539 0.08 0.394
Chi- 0.779 9.621 17.795 18.388 30.995
Using green products square : : : : :
will provide a better
future for generations df 4 16 8 8 12
to come.
Sig. 0.941 0.886 .023* .018* .002*

Addendum 8: Correlations

Note: For Table 8, variables are colour-coded to highlight correlation. Only significant

linear correlations above r=0.4 at the significant level of 0.01 were considered.

Table 8: Spearman correlations test showing linear relationship between variables

Spearman
Awareness of green product -variables corrella.tlon
coefficient
(r)
1 | am aware of where | can buy green products. | am aware of what a 0.764
green product is. '
> | am aware of the benefits of using green products. | am aware of what 0.721
a green product is. '
3 | am aware of the benefits of using green products. | am aware of where 0.753
| can buy green products. )
4 Manufacturers of green products make consumers aware of the green 0525
features of their products. | am aware of what a green product is. '
p am aware of what a green pro
Manufacturers of green products make consumers aware of the green
5 ; : 0.570
eatures of their products. | am aware of where | can buy green products.
Manufacturers of green products make consumers aware of the green
6 | features of their products. | am aware of the benefits of using green 0.656
products.
Retailers stocking green products make consumers aware of the green
7 | features of the products they stock. | am aware of what a green product 0.445
is.
Retailers stocking green products make consumers aware of the green
8 | features of the products they stock. | am aware of where | can buy green 0.508
products.
Retailers stocking green products make consumers aware of the green
9 | features of the products they stock. | am aware of the benefits of using 0.528
green products.
Retailers stocking green products make consumers aware of the green
10 | features of the products they stock. Manufacturers of green products 0.585
make consumers aware of the green features of their products.
1 Qreen products are healthy products. | am aware of what a green product 0.487
is.
12 Green products are healthy products. | am aware of where | can buy 0.510
green products. '
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Green products are healthy products. | am aware of the benefits of using

13 0.532
green products.

Green products are healthy products. Manufacturers of green products

14 . 0.497
make consumers aware of the green features of their products.

Green products are healthy products. Retailers stocking green products

15 0.401
make consumers aware of the green features of the products they stock.
The packaging of green products is recyclable. | am aware of what a

21 . 0.494
green product is.

The packaging of green products is recyclable. | am aware of where |

22 0.562
can buy green products.

The packaging of green products is recyclable. | am aware of the benefits

23 . 0.506
of using green products.

The packaging of green products is recyclable. Manufacturers of green

24 , 0.473
products make consumers aware of the green features of their products.
The packaging of green products is recyclable. Green products are

25 0.517
healthy products.

Green products are normally easy to use/make/prepare. | am aware of

26 0.498
where | can buy green products.

Green products are normally easy to use/make/prepare. | am aware of

27 . . 0.424
the benefits of using green products.

Green products are normally easy to use/make/prepare. Manufacturers

28 | of green products make consumers aware of the green features of their 0.488
products.

Green products are normally easy to use/make/prepare. Retailers

29 | stocking green products make consumers aware of the green features 0.402
of the products they stock.

Green products are normally easy to use/make/prepare. Green products

30 0.477
are healthy products.

31 Green products are normally easy to use/make/prepare. The packaging 0570
of green products is recyclable. :
Green products are normally of a high quality. | am aware of what a green

32 . 0.492
product is.

33 Green products are normally of a high quality. | am aware of where | can 0.487
buy green products. :
Green products are normally of a high quality. | am aware of the benefits

34 . 0.493
of using green products.

35 Green products are normally of a high quality. Manufacturers of green 0.442
products make consumers aware of the green features of their products. :
Green products are normally of a high quality. Retailers stocking green

36 | products make consumers aware of the green features of the products 0.432
they stock.

Green products are normally of a high quality. Green products are

37 0.539
healthy products.

Green products are normally of a high quality. The packaging of green

38 : 0.515
products is recyclable.

Green products are normally of a high quality. Green products are

39 0.578
normally easy to use/make/prepare.

Green products are of a better quality compared to products in the same

40 | category that are not considered green. | am aware of what a green 0.417
product is.

Green products are of a better quality compared to products in the same
41 | category that are not considered green. | am aware of where | can buy 0.452

green products.
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42

Green products are of a better quality compared to products in the same
category that are not considered green. | am aware of the benefits of
using green products.

0.486

43

Green products are of a better quality compared to products in the same
category that are not considered green. Manufacturers of green products
make consumers aware of the green features of their products.

0.412

44

Green products are of a better quality compared to products in the same
category that are not considered green. Retailers stocking green
products make consumers aware of the green features of the products
they stock.

0.439

45

Green products are of a better quality compared to products in the same
category that are not considered green. Green products are healthy
products.

0.507

46

Green products are of a better quality compared to products in the same
category that are not considered green. The packaging of green products
is recyclable.

0.505

47

Green products are of a better quality compared to products in the same
category that are not considered green. Green products are normally
easy to use/make/prepare.

0.456

48

Green products are of a better quality compared to products in the same
category that are not considered green. Green products are normally of
a high quality.

0.678

49

The price of the product is commensurate with the quality promised.
Manufacturers of green products make consumers aware of the green
features of their products.

0.422

50

The price of the product is commensurate with the quality promised.
Retailers stocking green products make consumers aware of the green
features of the products they stock.

0.461

51

The price of the product is commensurate with the quality promised.
Green products are normally of a high quality.

0.434

52

The price of the product is commensurate with the quality promised.
Green products are of a better quality compared to products in the same
category that are not considered green.

0.509

53

When compared with other similar products, the price of green products
are fair. Green products are normally easy to use/make/prepare.

0.448

54

When compared with other similar products, the price of green products
are fair. Green products are normally of a high quality.

0.519

55

When compared with other similar products, the price of green products
are fair. Green products are of a better quality compared to products in
the same category that are not considered green.

0.526

56

When compared with other similar products, the price of green products
are fair. The price of the product is commensurate with the quality
promised.

0.409

57

Green products are priced in a way that makes them unaffordable to low
income earners. Green products are normally of a high quality.

0.409

58

The price difference between green products and non-green products
indicates value for money. | am aware of where | can buy green products.

0.440

59

The price difference between green products and non-green products
indicates value for money. | am aware of the benefits of using green
products.

0.406

60

The price difference between green products and non-green products
indicates value for money. Retailers stocking green products make
consumers aware of the green features of the products they stock.

0.449
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61

The price difference between green products and non-green products
indicates value for money. The packaging of green products is
recyclable.

0.404

62

The price difference between green products and non-green products
indicates value for money. The price of the product is commensurate with
the quality promised.

0.443

63

The price difference between green products and non-green products
indicates value for money. Green products are priced in a way that
makes them unaffordable to low income earners.

0.672

64

| feel | am contributing to the development of an eco-friendly environment
when | buy green products. | am aware of what a green product is.

0.409

65

| feel | am contributing to the development of an eco-friendly environment
when | buy green products. | am aware of the benefits of using green
products.

0.467

66

| feel | am contributing to the development of an eco-friendly environment
when | buy green products. The packaging of green products is
recyclable.

0.452

67

There is sufficient information about green features in green products. |
am aware of where | can buy green products.

0.407

68

There is sufficient information about green features in green products. |
am aware of the benefits of using green products.

0.443

69

There is sufficient information about green features in green products.
The packaging of green products is recyclable.

0.442

70

There is sufficient information about green features in green products.
Green products are normally easy to use/make/prepare.

0.429

71

There is sufficient information about green features in green products.
The price of the product is commensurate with the quality promised.

0.450

72

There is sufficient information about green features in green products.
When compared with other similar products, the price of green products
are fair.

0.418

73

There is sufficient information about green features in green products.
The price difference between green products and non-green products
indicates value for money.

0.403

74

The media provides sufficient information about green products. | am
aware of where | can buy green products.

0.420

75

The media provides sufficient information about green products. Green
products are normally easy to use/make/prepare.

0.466

76

The media provides sufficient information about green products. The
price of the product is commensurate with the quality promised.

0.406

77

The media provides sufficient information about green products. There
is sufficient information about green features in green products.

0.595

78

Consumers purchase green products because they have adequate
knowledge about it. Green products are normally of a high quality.

0.449

79

Consumers purchase green products because they have adequate
knowledge about it. When compared with other similar products, the
price of green products are fair.

0.416

80

Consumers purchase green products because they have adequate
knowledge about it. The media provides sufficient information about
green products.

0.515

81

The information provided on the green product packaging is easy to
understand and apply. | am aware of the benefits of using green
products.

0.404

139 | Page




82

The information provided on the green product packaging is easy to
understand and apply. Green products are normally easy to
use/make/prepare.

0.412

83

The information provided on the green product packaging is easy to
understand and apply. Green products are normally of a high quality.

0.462

84

The information provided on the green product packaging is easy to
understand and apply. Green products are priced in a way that makes
them unaffordable to low income earners.

0.410

85

The information provided on the green product packaging is easy to
understand and apply. The price difference between green products and
non-green products indicates value for money.

0.499

86

The information provided on the green product packaging is easy to
understand and apply. The media provides sufficient information about
green products.

0.422

87

The information provided on the green product packaging is easy to
understand and apply. Consumers purchase green products because
they have adequate knowledge about it.

0.585

88

The product will penetrate the market more if information is provided in
indigenous languages. Green products are healthy products

0.402

89

The product will penetrate the market more if information is provided in
indigenous languages. The information provided on the green product
packaging is easy to understand and apply.

0.483

90

I am certain that when | buy a green product will be of a good quality. |
am aware of where | can buy green products.

0.427

91

I am certain that when | buy a green product will be of a good quality.
Green products are normally easy to use/make/prepare.

0.454

92

I am certain that when | buy a green product will be of a good quality.
Green products are normally of a high quality.

0.485

93

I am certain that when | buy a green product will be of a good quality.
Green products are of a better quality compared to products in the same
category that are not considered green.

0.440

94

I am certain that when | buy a green product will be of a good quality.
When compared with other similar products, the price of green products
are fair.

0.516

95

| am certain that when | buy a green product will be of a good quality.
There is sufficient information about green features in green products.

0.429

96

| am certain that when | buy a green product will be of a good quality.
Consumers purchase green products because they have adequate
knowledge about it.

0.456

97

I am certain that when | buy a green product will be of a good quality.
The information provided on the green product packaging is easy to
understand and apply.

0.404

98

| am certain that when | buy a green product will be of a good quality.
Consumers purchase green products as they are certain of the benefits
of green products.

0.509

99

| am sure that green products will make a difference to the environment.
| am aware of what a green product is.

0.463

100

| am sure that green products will make a difference to the environment.
| am aware of where | can buy green products.

0.408

101

| am sure that green products will make a difference to the environment.
| am aware of the benefits of using green products.

0.464

102

| am sure that green products will make a difference to the environment.
Green products are healthy products.

0.505
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103

| am sure that green products will make a difference to the environment.
The packaging of green products is recyclable.

0.479

104

| am sure that green products will make a difference to the environment.
Green products are normally of a high quality.

0.463

105

| am sure that green products will make a difference to the environment.
Green products are of a better quality compared to products in the same
category that are not considered green.

0.452

106

| am sure that green products will make a difference to the environment.
When compared with other similar products, the price of green products
are fair.

0.412

107

I am sure that green products will make a difference to the environment.
| feel | am contributing to the development of an eco-friendly environment
when | buy green products.

0.432

108

| am sure that green products will make a difference to the environment.
The product will penetrate the market more if information is provided in
indigenous languages.

0.437

109

| am sure that green products will make a difference to the environment.
Consumers purchase green products as they are certain of the benefits
of green products.

0.461

110

| am sure that green products will make a difference to the environment.
| am certain that when | buy a green product will be of a good quality.

0.483

111

| am certain that majority of the population will adopt the usage of green
products in the future. Green products are healthy products.

0.435

112

| am certain that majority of the population will adopt the usage of green
products in the future. The packaging of green products is recyclable.

0.514

113

| am certain that majority of the population will adopt the usage of green
products in the future. Green products are normally easy to
use/make/prepare.

0.456

114

I am certain that majority of the population will adopt the usage of green
products in the future. Green products are normally of a high quality.

0.462

115

I am certain that majority of the population will adopt the usage of green
products in the future. Green products are of a better quality compared
to products in the same category that are not considered green.

0.439

116

| am certain that majority of the population will adopt the usage of green
products in the future. Consumers purchase green products because
they have adequate knowledge about it.

0.516

117

| am certain that majority of the population will adopt the usage of green
products in the future. The information provided on the green product
packaging is easy to understand and apply.

0.449

118

I am certain that majority of the population will adopt the usage of green
products in the future. The product will penetrate the market more if
information is provided in indigenous languages.

0.427

119

| am certain that majority of the population will adopt the usage of green
products in the future. Consumers purchase green products as they are
certain of the benefits of green products.

0.493

120

| am certain that majority of the population will adopt the usage of green
products in the future. | am certain that when | buy a green product will
be of a good quality.

0.416

121

I am certain that majority of the population will adopt the usage of green
products in the future. | am sure that green products will make a
difference to the environment.

0.547

122

Using green products will provide a better future for generations to come.
| am aware of the benefits of using green products.

0.433
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123

Using green products will provide a better future for generations to come.
Green products are healthy products.

0.475

124

Using green products will provide a better future for generations to come.
The packaging of green products is recyclable.

0.449

125

Using green products will provide a better future for generations to come.
| feel | am contributing to the development of an eco-friendly environment
when | buy green products.

0.520

126

Using green products will provide a better future for generations to come.
The information provided on the green product packaging is easy to
understand and apply.

0.430

127

Using green products will provide a better future for generations to come.
The product will penetrate the market more if information is provided in
indigenous languages.

0.525

128

Using green products will provide a better future for generations to come.
Consumers purchase green products as they are certain of the benefits
of green products.

0.487

129

Using green products will provide a better future for generations to come.
| am sure that green products will make a difference to the environment.

0.613

130

Using green products will provide a better future for generations to come.
| am certain that majority of the population will adopt the usage of green
products in the future.

0.654
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