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ABSTRACT

Nowadays, environmental issue is a common topic as most of the country’s government
and also the society has started to be more aware about this issue. As a result, most
businesses are turning to Green Marketing strategies as one of their strategies for
making a profit while also protecting the environment. Because of the increase in global
warming and climate changing, the public concern for environmental problem has risen
steadily over the past decades. Most consumers and businesses have begun to challenge
eco-friendly products as they become more concerned on the environment, health and

wealth in order to preserve the earth’s resources and the environment.

The purpose of this study is to evaluate the impact of green marketing strategies on
customers’ green purchase intention in Sri Lanka. This study shows three strategies’
(Eco Labeling, Environmental Advertisements and Eco branding & Packaging) impact
on customers’ Green purchase intention. Structured questionnaire was used as the
method of data collection and selected 380 supermarket customers of Cargills Food
City and Lanka Sathosa supermarket in Polonnaruwa district as the sample of this study.
Convenience sampling method was used to make the sampling frame and quantitative
research approach used for this study. Descriptive statistics, correlation, and regression,

as well as simple analyses were used to analyse the data.

The findings indicate that there is a good reliability and Green Marketing strategies and
Customers’ Green purchase Intention are in high level in both Cargills Food City and
Lanka Sathosa supermarkets in Polonnaruwa district. The results also showed that there
is a strong positive relaﬁonship between Green Marketing strategies and Customers"
Green purchase Intention. Moreover, there is a positive impact of Green Marketing
strategies on Customers’ Green purchase Intention in both supermarkets. Furthermore,
Green Marketing dimensions have a significant positive impact on Green Purchase

Intention in both sectors.

This study supposed that the suitable usage of Green Marketing Strategies will

increases the Customers’ Green purchase Intention.

Key words: Green Marketing Strategies, Eco Labeling, Environmental
Advertisements, Eco Branding & Packaging, Green Purchase Intention, Cargills

Food City, Lanka Sathosa supermarket.



TABLE OF CONTENTS

Page No

ACKNOWLEDGEMENT .....cccccrnicsnmssasscssssasssssessasssnsssnsssasssassssasssssssssssssssasssasssasssassass i
LN 210 I . TS —— ii
TABLE OF CONTENTS ....coscerscessunssisissssissasssasssnsnsisssessssassmsasssessssnsussssssapassmessaass iii
LIST OF TABLES .....ococrienierncnnsssssssssssssssssssssssessssssssessssssassssassssessasssssssasssanesasssas . Vil
LIST OF FIGURES ssouussusmsnsssununonsss s smisscnessostsm aosssas onssoassssnsxsssessssseassnssussarssrrss ix
ABBREVIATIONS ...ccoccisessnesessssecsossassassessssssossssisssssssasssssssassnsssassansassssssonsans R X
Chapter -1 INTRODUCTION ...ccuummssusessessssmssanssosrusansssssssossarrasssssnsarsassssanssassasassens 1
1.1 Background of the BUHEAY ... s s sosssmmrmmorssmnm e smmsyme s 1
1.2 Research Problem / Research Gap .......cccccccevveervveiniienniennnen, R 3
1.3 ReSEArch QUESTIONS ...ecuveiueieiieiieniieniiesiieeie ittt sttt 4
1.4 ResBateli, CTBIAGTITOR ..o o a5 6608050 81 K538 55N 0555 455 85 A AR O ERBEEAS 5
1.5 Significance of the Study ..........ccevevrvvrereereennns E e e oo tneeinis )
LY =it O 6
1,7 The Orpanization: ok the CHATTET . .. ... o comsusmmmmosmons o onssosivs o s s 55545 5565 5 5 650 6
1.8 Chapter SUMIMATY .....ccccecveiriiineiniiiniieniinie ittt s 7
Chapter - 2 LITERATURE REVIEW wusssssomsssssssossssassosssammssssumsssssersvessssnesasassss 8
2.1 TIEEOQUCHON o veeveeo e eeeeeeee e eeeee e eeees e seeeeseeeess e eeee s e seeeseoeeeeeeseee 8'
2.2 Green Marketing ......cccveevuieiiieiiiieeiteeiiee et 8
2.2, 0k L AIBITRUE s s cuson s ossimiss cxwsnsr s 6 s B M 68 S S SRV S35V R 10
2.2.2 Environmental AdvertiSEments ..........cccoeueeeeriiieiriiiieeeniiieeiiiee e 12
2.2.3 Eco Branding & Packaging ..........cccceeveemiiniiriiinieniieniiiiieiieiicciccicn, 13

2.3 Gitcei PUBCHASE TIGHTIONL .. ... ooemmonniosoisoios niod o 58 5t 5875 55 25 5. 05550 5555845 545550 650450 5% 14
2.4 Supporting Theories for Study .......cccevveviiniiniiniiinii 16
2.4.1 The Theory of Planned Behavior............ccoceeviiiiiiiiniiiniiiiiiiic, 16

242 Theery of Beasoneil Ao .« e e e ssnsvs s s 17



2.5 The Impact of Green Marketing Strategies on Customers’ Green Purchase

THEETIHIONL « iovus sswws smiws s ssmumsrnss ssnns oo vy ssassss oy am piwen mswmsdmen iwes oo senss ot e wans s s s s 65355 5445755 17
2.6 The Impact of Eco labeling on Customers’ Green Purchase Intention............... 18

2.7 The Impact of Environmental Advertisements on Customers’ Green Purchase

| D3L1< 015 o) o NUUUURURURRUUUUUUT U U U UU RO UUP U RPUPOTPPRRTI 19

2.8 The Impact of Eco Branding & Packaging on Customers’ Green Purchase

TAEEINETOTL oo om0 5585 58 S K68 S 4 S5 A S R A2 RS SN 20
2.9 Chaptar SUITITALY s s soosvsssvwssnnsmmmson oxorensmsssanscassnn soansasssons 54445 085 46 55555833 558555 4553 22
Chapter — 3 CONCEPTUALIZATION AND OPERATIONALIZATION.......... 23
B ] TrUETOTIIOTIONL 1. v om0 505856430 RS S 8 A SR A S DRSSP RS2 23
3.2 Conceptualization Framework ...........cccccoviviiiiiiiiiniiii 23
3.3 Variables Relevant to the Conceptual Model...........ccccceneene freeeneeeireeniaeeieen 24
3.3, Ol WIATKEHIIIE, ... conenomarms e amomammene s e o s 55555655 55 56508 S A A K KA 24
3.3.2 Customers’ Green Purchase Intention ..........ccecceevveeiniiiniiiiiiinniininicene. 27
3.4 Operationalization...............................................’.: ............................................. 28
3.5 EIYPOLIGEEE . ... cow e mmanememmcsmm ks o s 3.5 5505 55009 P S5 TS S8 R A3835 30
3.6 Chapter SUMMATY ....ccc.ceeriiirieeniieeiieeite ettt 31
Chapter —4 RESEARCH METHODOLOGY .....cocevinenuenuennesuesunsnnesessessesnssessessens 32
v/ B 018 (e Yo 18 o1 (o) « WU OO PP OO PTRRRPR 32
4.2 Research Philosobhy .......................................................................................... 33,
el T T I U ) 6] (61 1] o e ST 34
4.4 ReSCArCh SITAt@EY ....evuveeverieeieeieeieenieeeir ettt sttt s ena e 35
4.5 Methodological ChOICE ......cccueeriieiiiiieiiieiiieeeniee e 35
4.6 Time Horizon .........cccccevuevunnne. e 36
4.7 Research Site/ Area SeleCtion ........cocueeuieiieiniienienniienieniceiteeeie e 36
4.8 Population af the SN0V . cwwssessanmmmame s a s smnessssumse v 37
4.9 Sampling Technique F MEHOW........cooceenceransmmsnsanmnennsnssiss s snsnisssn in s s i s s 37
4,10 SAMPIE SIZE ....veeueieniieiieiieieeieerit ettt ettt s 38



4.11 Method of Data Collection and SOUICES .....cviiiiriieereiriiieeeeeeiiineeeeeeeiiieeeeriinnnes 39

4, 12 Re9earch, INSIITITIEIIE. ... v vovurmocnmeos comes s mmsssmssi b 6555446550 56 50008 380856 35 AR A5 85 805 887 39
4.13 Sources Of MEaSUIEMENT ......cc.eevueerieerieeienieeniie et ebe e 41
4.13.1 Method of Measurement on Personal Information...........c.cccoevinininninins 41
4.13.2 Method of Measurement on Research Information..........c.ccoviiiniinninns 42

4 18 “Thie sl SV s s s o pepem——————————— 42
4,15 Reliability Of FGTEUIIAGTND oo awonowoninonsisiiiiossdicn o sk omosis s s 6s3sasess ses vess ssamsg sosssesss 43
4.16 Unit of Data ANalYSIS.....eeverierieriiiieriiieiiiiiiiiieitie et 44
4.17 Methsad. of Dials: AalTES sossssmmsnanmemmsams o g nswesoemmomosesmon oo el
4.17.1 Methods of Data Analysis for First Objective........ccccovvviveiririenieininnnnene. 44
4.17.2 Methods of Data Analysis for Second Objective ........... A — 45
4.17.3 Methods of Data Analysis for Third Objective .........c.ccceeeiviiiiiiiiiiininnnnn 45
4.18 Method of Data Evaluation ............ccsesceasmasennssssmisss s snssi s o ssesssssanssass 46
4.18.1 Univariate Analysis R Wi 46
4182 Cortelation ABRLYEIE s s s s s ssomme v e soms 46
4.18.3 RegresSion ANALYSIS . oo ewimommoosvmsosasnusnnsmans ssnasss oo £ 5050 55555 4530545 s 4345 47
4.18.4 Testing HYPOthESiS ....vevveeieiiiiieeieeieciieiiecienicsie s 48

A 10 Tt Pre SO BEION .. cumwnommmnsosmsmcsoinsion 65555560 55500 05 i 4 65865 S5 5795 TR SRS OB K 49
4.19.1 Data Presentation for Personal Information ...............ccoceoooreeee.. S— 50
4.19.2 Data Presentation for Research Information .......c..ccccceeeeiiiiiiiniiininnnnne. 51
4.0 Ethical CoOnSIORTAENII ... v..nemmwmswssnnosossss s s o o o s a s 51
4,21 Chapter SUMMATY ........coooueirieeriieniieiiie ittt e ssae e e 51
Chapter - 5 DATA PRESENTATION AND ANALYSIS ..coviininininenennceesnenns 53
] I CEITIUGEIBNN oo e w5 5355585, S AR TR SN S AR 53
5.2 Analysis of Reliability.......cccccevveerieniiiiiiniiiniiiiiiiiiiii e 53
B YO PrO ST ATTON .. oo v o s s ot s s o5 RS U0 S5 A S VA SR 54

5.3.1 Data Presentation for Personal Information ..........ccceeeeeviiiiiiiiiiiiimiiiiiiienieeenn. 55



5.3.2 Data Presentation and Analysis of Rescarch Information..............cccooei. 58

5.3.3 T oIty Tl YD OTNEEEE. . vuosovennonsos onmsommsnm s s 5155416585355 AR SR R AR AR SH SR DR T 67

5.4 Chapter SUMMATY ........coceevieiiiiiiiiiiiie it 71
Chapter - 6 FINDINGS AND DISCUSSION ......ccceivininisisissiscssscsnsssscscssiscsssnssnanns 73
o], T TUCTIOIL ; gosmr e vorevesevmnsm smmanomusmseamnscmsmnsasmsmema am 5 855 56 5550 FRABACRAAN TS AR AR SIS 73
6.2 Discussion of Personal Information .........ccccceeveeviviiniiiiniiiiiiiiiiiiiies 73
6.3 Discussion of Research INormation .....oswwsmsmsmmeon rusmmomevomassasssweses 74
6.3.1 Discussion 1or OBJectiVe OfG......curcsssssmssnmssrmosissiniissnss s isisessensinmnesainse 75
6.3.2 Discussion for Objective TWO .....cc.ceceevieviiriiiiiiiiiiiiiniice e 76
6.3.3 Discussion for Objective ThISE s ssmmsssmmsssmsmsmmmmmpisssvesmsonsasas s 77
6.3.4 Discussion of Hypotheses Testing.........ccoceecieriiiiiiiiiiiiiiiiiinniciicciciiens 78

6.4 CHapter SUMIETY - cmes amusesnsmssmommmysoses s s e 81
Chapter — 7 CONCLUSIONS AND RECOMMENDATIONS .....ccccceceeenecnesnssenes 82
7.1 Introduction .....c...cceevueiiiiiiiiiniiniiiiei e e B o o 5 I 82
T2, CCOTUBTTISEOTY. .. . 0 s i 0550 S R 90 B R P PS4 EE BT GRS DN 82
7.2.1 First Objective of the StudY..... ..o uemmnmssosssses snssini sasas sicssss ssss sssns snsassnensais 82
7.2.2 Second Objective of the Study .....coocvervieiieriiiiiniiiiiiiiii 83
7.2.53 Thitd Objective of tThe StHAY s.cwmmasuummmssssomannamsmamar s 83

7.3 Contribution. OF thier BTN .. ... mmewoswmoncnsmmnmesnnms smins buiiio s 55 85 65555 SR8 s waE 0B RTINS 83
7.4 ReCOMMENAATIONS ...vveeiireiiieniiieeiteeniieeniie e ee s sie et e s sar e s br e e eabeeeanaeas 84
7.5 Limitations of the: Stdy . cumenssmsmmmnemennsamanmismamss wasmssa s 86
7.6 Future Research DIreCtion.........coceerueerieenienieniieinieniccieeniesiccie e 86
LIST OF REFERENCES ......ccccntiniecnmssnmsssissssesssnssssssnssssesssssssssssassssessassssnssassssssssans 88
APPENDIX 01: The Questionnaires Used for the Study ......ccccceevureeeiiuiniarirnrannans 99

APPENDIX 02: The Output of the Data Analyses ........cccccerveeerunivninseinsercsanccneenne 107



