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Assessing the Impact of Green Marketing Practices on Organizational 

Sustainable Performance in Palestinian Food Industries 

By  

Ala’ Altaf Braik 

Supervisor 

Dr. Yahya Saleh 

Abstract 

Although literatures tackling GM and its impacts on the firm‟s performance 

are voluminous and diverse, there is a scarcity of research exploring the 

effects of Greening marketing components the 4P‟s on the three pillars of 

sustainable performance, particularly in the developing countries context. 

The contribution of this study is threefold, first, assessing the level of 

implementing GM practices in the emerging developing countries, 

evidence from Palestinian food industrial, Second, modeling and 

empirically testing the impact of greening each marketing mix elements 

“4P‟s” (Green Product, Green Price, Green Promotion and Green Place) on 

the Triple Bottom Line (TBL) of sustainable performance (Economic 

Performance “Ecp”, Environmental Performance “EP” and Social 

Performance “SP”), third, another relevant contribution emerged from this 

study is assessing the impact of wielding Green Marketing Strategy (GMS) 

on the firm‟s three pillars of sustainable performance. 

To this end, a quantitative research approach was employed, a survey 

strategy was deployed, and the needed data were collected through a 

questionnaire sent to the targeted firms. The Palestinian manufacturing 

sectors are considered the main contributor to environmental pollution; 
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therefore, the Food industry sector which is considered one of the largest 

manufacturing sectors in Palestine was the selected population for this 

study. Questionnaires were sent via email or personally administered to the 

53 targeted population, and 47 respondents were received, the collected 

quantitative data were analyzed using the partial least squares structural 

equation modeling (SEM-PLS). 

The analysis results imply that the Palestinian food firm‟s implementation 

of GMS is modest, unstructured and most firms taking quasi-marketing 

strategies by wielding lean or defensive approaches in their marketing 

strategies. 

Furthermore, the findings indicated that even with the significant positive 

impact of GMS on three pillars of sustainability (EcP, EP, and SP), 

greening each marketing mix elements have a different outcome on the 

(3BL) of sustainability performance. Whereas both Green Product and 

Green Place contribute to enhancing the firm‟s environmental performance, 

Only Green Promotion fostering the firm‟s economic performance, 

meanwhile, the firm‟s social performance is significantly and positively 

correlated with the green place element. In the same vein, Green Price 

exerted no significant effect on the firm‟s sustainability dimensions, 

confirming the unfamiliarity of the concept within the Palestinian 

manufacturing firms. 
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Chapter One 

Introduction 

1.1 Overview 

This chapter presents a general overview of the research where the 

background of the research is demonstrated in the first section. In addition, 

the research problem, the aim, and objectives, the significance of the 

research, and the proposed hypotheses are displayed in the following 

sections. Finally, the thesis structure is presented.  

1.2 Background 

Climate change, depletion of the ozone layer, scarcity of natural resources, 

and desertification; are among several environmental challenges that make 

sustainability and green practices the main features that define the 21st 

century,  (Gordon, Carrigan and Hastings, 2011; R. M. Dangelico and 

Vocalelli, 2017; Simão and Lisboa, 2017; Chen and Yang, 2019) 

The emerged challenges of environmental problems have compelled firms, 

customers, and even governments to recognize the consequences of their 

behaviors and practices on the environment (Bhatia, Mayank Jain, 2013; 

Groening, Sarkis and Zhu, 2018). 

Consumers now are more concerned about environmental deterioration, 

many of today‟s consumers are considering the environment in their 

purchasing attitudes and many of them have added “company social 

responsibilities” to their brands-choosing criteria. The power of consumers 
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has stimulated firms as well as governments to put effort to keep in -step 

with the environmental movement. Thus, many governments have boosted 

their environmental regulations cluster (Kotler et al., 2011; Simão and 

Lisboa, 2017; Groening, Sarkis and Zhu, 2018).  

Simultaneously, the pressures pursued by firm‟s stakeholders, who are 

demanding for more socially and environmentally responsible firms, have 

forced firms to involve the environment in all their cross-functional areas 

including research and development, design, manufacturing, human 

resource management, and marketing (Kotler et al., 2011; R. M. Dangelico 

and Vocalelli, 2017; Simão and Lisboa, 2017). In a broader term, since it 

has been verified that environmental deterioration is attributable to 

industrial organizations, industrial firms are obligated to exert sustainable 

practices to balance their environmental, economic, and social 

performance, in another term their sustainable performance (Jiang et al., 

2018; Zaid et al., 2019). 

Marketing is one of the vital functional areas that have a crucial role in the 

firms, it is bridging the firm with it is customers (Jari Karna,Eric Hansen, 

2001). More specifically, it is encompassing a broad set of activities 

ranging from strategic to tactical, whereby it has a significant influence on 

the product portfolio and the product development process from incipience 

to the end. Thus, considering the environment in all marketing activities so-

called “Green Marketing” (GM) is vital for firms pursuing to attain 

sustainable business (Rex and Baumann, 2007; Kotler et al., 2011).  
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As consumers are more willing to purchase products that are not harmful to 

the environment, firms must seize this opportunity and embrace the best 

green marketing strategy (GMS) to fulfill consumers‟ needs and wants and 

consequently sustain market competitive advantage,  (Jari Karna,Eric 

Hansen, 2001; Chen and Chai, 2010; Hasan and Ali, 2017; Oliveira et al., 

2017). GM is not about promoting green products and services, GM is 

rather emanating as a philosophy and practices that contribute significantly 

to enhancing the firm‟s reputation and market performance (Jari Karna,Eric 

Hansen, 2001; Kumar, 2016; Simão and Lisboa, 2017). 

In the early 1970s, the term GM was first defined by Henion and Kinnear 

(1976).  In one of the first books of green marketing entitled "Ecological 

Marketing", Henion and Kinnear (1976) define ecological marketing as 

“concerned with all marketing activities that have served to help cause 

environmental problems and that may serve to provide a remedy for 

environmental problems”. 

A more holistic definition of sustainable marketing introduced by Fuller 

(1999), who defined sustainable marketing as “the process of planning, 

implementing and controlling the development, pricing, promotion, and 

distribution of products in a manner that satisfies the following three 

criteria: (1) customer needs are met, (2) organizational goals are attained, 

and (3) the process is compatible with eco-systems”.  

The concept of GM has been evolved gradually, from being a merely 

traditional tool of marketing to a functional strategy creating a sustainable 
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economy, from mainly segmenting the green consumers (Peattie, 2001; 

Simão and Lisboa, 2017) to be a process contributing significantly in 

enhancing “social normalization” of green practices (Rettie, Burchell and 

Barnham, 2014). 

The interrelationship between GM and corporate sustainable performance 

was emphasized in substantial literature, where researchers pointed out the 

key role GM  plays in acquiring sustainable development (Gordon, 

Carrigan and Hastings, 2011; Yazdanifard and Mercy, 2014; R. M. 

Dangelico and Vocalelli, 2017). Nevertheless, there is less research 

integrating the impact of greening each of the marketing functions (namely, 

green product, green promotion, green place, and green price) on the firm‟s 

triple bottom line (TBL) “environment, economic and social “pillars of 

sustainable performance. 

Although there is a bulk of literature handling GM in the developed 

countries (Kumar, 2016), there is still an ambiguity in GM status in 

developing countries (Garg, 2015). In this regard, it is vital to explore the 

initiatives, perceptions, and obstacles the firms in the various industries 

manage with respect to GM. Within the Palestinian context, according to 

the GIZ report 2014, the manufacturing sector in Palestine is considered to 

be the main contributor to environmental pollution (GIZ, 2014; Zaid et al., 

2019).  Given the impact of the manufacturing firms on the environment as 

one of the sustainable trilogy pillars, and in order to minimize 

environmental degradation, which in turn contribute to sustainable 
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development, manufacturers are demanded to be part of the 

environmentalist movement, by adopting a sustainable method of 

manufacturing, marketing, and consuming (Simão and Lisboa, 2017). This 

study is expected to explore the GM practices and their effect on the firm‟s 

sustainability in one of the largest sectors in Palestine, namely, the 

Palestinian food industries. 

1.3 The Research Problem 

The emergence of environmental challenges stimulates the firm's 

stakeholders to impose pressures on firms to adopt environmental 

management practices (Rivera-Camino, 2007) and to integrate the 

environmental dimension in all their actions. The seriousness of various 

environmental challenges is increased in industries that have the highest 

footprint on the environment. 

The manufacturing industry is asserted to be one of the most polluting 

industries in both developed and developing countries (Masri and Jaaron, 

2017).  Although research in GM is voluminous and diverse in developed 

countries (Kumar, 2016; R. M. Dangelico and Vocalelli, 2017) the forgoing 

review of research reveals that there is a scarcity of studies investigating 

the status of GM  practices and their impact on the firm's sustainable 

performance in developing countries. In the context of Palestine, the food 

industry is one of the largest sectors in the manufacturing industry and is 

revealed to have the highest pollution impact on the environment (GIZ, 

2014).  
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Undoubtedly, the main challenge of this century is to invent a more 

sustainable way of production, consumption, and life. Thus, food industries 

in Palestine are demanded to deeply understand the GMS that could foster 

cleaner production and sustainable consumption of their products (R. M. 

Dangelico and Vocalelli, 2017). To this end, this study is an endeavor to 

explore this uncharted territory, by investigating the GM practices 

performed by manufacturers in the Palestinian food industry and to 

examine their influence on the firm‟s (TBL) of sustainable performance. 

1.4 Aim and Objective of the Research 

This study is intended to propose a conceptual model that integrates the 

firms' GM practices performed by food industry firms in Palestine and their 

contribution to enhancing the firm‟s TBL of sustainable performance. This 

will be achieved by disclosing the following main objectives: 

 Exploring the GM practices implemented by food industry firms in 

Palestine. 

 Assessing the impact of greening marketing mix elements, the 4‟Ps 

(product, promotion, pricing, and placement) on the TBL of 

sustainability. 

 Providing a guideline for firms to choose a suitable GMS for their 

businesses. 



7 

1.5 Significant of Research 

The aim of this study is to explore the GM practices implemented by 

Palestinian food industry firms. Based on literature reviews and the 

analysis of the data a conceptual model will be developed, which is 

expected to disclose the linkage between greening the 4P‟s and firm TBL 

performance using the stakeholder theory and the resource-based view as 

underpinned theories. 

In the absence of dependable empirical evidence on the financial and 

strategic benefits of GM activities in developing countries, the empirical 

analysis of the proposed conceptual model is expected to boost the 

marketers' understanding of GMS and motivate them to develop and 

execute a greener marketing strategy. 

1.6 Research Questions and Hypotheses 

In the process of fulfilling the research objectives, a cluster of research 

questions and hypotheses are developed. The employed research questions 

are as follows: 

 What are the GM Practices performed by food industry firms in 

Palestine? 

 How the implementation of GMS affects the firms‟ three bottom lines 

(TBL) of sustainability? 
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 What is the apt GM strategy that could enhance the financial and 

strategic performance of the food industry firms in Palestine? 

To determine the impact of GMS on the firm's sustainable performance, the 

green 4P‟s of marketing (Green product, Green Promotion, Green Price and 

Green Place) are integrated with the TBL of sustainable performance 

(Environmental performance (EP), Economic Performance (EcP) and 

Social Performance (SP)). Therefore, the outcome of this research is 

expected to examine the following sets of deposited hypotheses: 

 H1a: Green Products positively affect the firm‟s EcP in the Palestinian 

food Industry. 

 H1b: Green Products positively affects the firm‟s EP in the Palestinian 

food Industry. 

 H1c: Green Products positively affect the firm‟s SP in the Palestinian 

food Industry. 

 H2a: Green Price positively affects the firm‟s EcP in the Palestinian 

food Industry. 

 H2b: Green Price positively affects the firm‟s EP in the Palestinian food 

industry. 

 H2c: Green Price positively affects the firm‟s SP in the Palestinian food 

industry. 
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 H3a: Green Promotion positively affects the firm‟s EcP in the 

Palestinian food industry. 

 H3b: Green Promotion positively affects the firm‟s EP in the Palestinian 

food industry. 

 H3c: Green Promotion positively affects the firm‟s SP in the Palestinian 

food industry. 

 H4a: Green Place and distribution positively affect the firm‟s SP in the 

Palestinian food industry. 

 H4b: Green Place and distribution positively affect the firm‟s SP in the 

Palestinian food industry. 

 H4c: Green Place and distribution positively affect the firm‟s SP in the 

Palestinian food industry. 

And Finally: 

 H5a: GMS positively affects the firm‟s EcP in the Palestinian food 

industry. 

 H5b: GMS positively affects the firm‟s EP in the Palestinian food 

industry. 

 H5c: GMS positively affects the firm‟s SP in the Palestinian food 

industry. 
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1.7 Thesis Structure 

This research includes six chapters. Chapter One presents a general 

overview of the research, the background of the study is demonstrated in 

the first section, the research problem, the aim, and objectives, the 

significance of the research, and the proposed hypotheses are displayed in 

the following sections. 

Chapter Two demonstrates the theoretical and empirical data found from 

scrutinizing previous related researches, GM and GMS concepts, 

definitions, and evolution were introduced in the first sections, whereas the 

interrelationship between GM and the firm's sustainable performance is 

explicated in the next sections. Finally, the theoretical background and the 

developed hypotheses are represented in the last section. 

Chapter three outlines the used methodology in this thesis, the different 

research philosophies, and research approaches were addressed in the first 

sections, the methodological choice of quantitative, qualitative, or multiple 

methods is considered in the following section and the research strategies 

design is also explored, data collection methods, sampling techniques are 

were part of this chapter, The final section is presenting the data analysis 

techniques (PLS-Path modeling) utilized in this thesis to explore 

relationships between construct. 
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Chapter Four presented an analysis of the collected data and the results, the 

descriptive statistic‟s findings are displayed in the first section, using the 

partial least squares structural equation modeling (PLS-SEM) the 

quantitative data collected via a questionnaire were analyzed, to test the 

proposed hypotheses and to explore the effect of GMS on the Palestinian 

food manufacturing firm‟s sustainable performance, the analysis results and 

findings are presented in the next sections. 

Lastly, Chapter Five discussed the results of analyzing the conceptual 

model and the hypotheses testing results, afterward, the theoretical 

implications of the research study limitations and the expected future 

researches are presented in the following sections, set of recommendations 

depending on the study outcomes are presented, while the research 

outcomes are finally epitomized in the conclusion section. 
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Chapter Two 

Literature Review 

2.1 Overview 

This chapter demonstrates the theoretical and empirical data found from 

scrutinizing previous related researches, GM and GMS concepts, 

definitions, and evolution were introduced in the first sections, whereas the 

interrelationship between GM and the firm's sustainable performance is 

explicated in the next sections. Finally, the theoretical background and the 

developed hypotheses are represented in the last section. 

2.2 Background 

The concept of marketing has undergone tremendous changes throughout 

the years, from marketing 0.1 to the fourth evolution of the concept 

“marketing 0.4” elucidated in 2017 by Philip Kotler, the definition of 

marketing has shifted from the old idea of the concept “telling and selling “ 

to the new sense of “meeting consumers‟ needs profitably” (Fuciu and 

Dumitrescu, 2018). The American Marketing Association (AMA) in 2013 

proposed the formal definition of marketing as “the activity, set of 

institutions, and processes for creating, communicating, delivering, and 

exchanging offerings that have value for customers, clients, partners, and 

society at large”. Indeed, marketing is not limited to advertising or 

promotion of products and services, marketing is a managerial orientation, 

philosophy, and business function that contribute to enhancing firms‟ 

capabilities to prosper financially and to survive in the challenging 
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economic environment. Broadly, successful marketing plays a key role in 

allowing firms to fully engage in socially responsible activities (Baker and 

Hart, 2008; Kotler and Keller, 2011). 

The significant reposition in marketing conceptualization from considering 

marketing as a process to creating value for the organization and its 

stakeholders to the AMA‟s new aggregate view of marketing. Such a view 

echoes the need to create environmental and societal value for the society 

at large including helping in ameliorating the impact of the environmental 

challenges, retrofitting how marketing discipline operationalized to achieve 

sustainability (Pomering, 2017). 

The marketing field evolved through five concepts, which all the marketing 

activities turn around, the five concepts are the production concept, product 

concept, selling concept, marketing concept, and societal marketing 

concept The production concept focused on meeting unsatisfied demands 

by producing more at a lesser cost, meanwhile product concept based on 

the consumer's preference for high-quality products with good performance 

and innovative features, Selling concept depend on aggressive selling and 

promotion, meanwhile marketing concept appear in the mid of twentieth 

century, the concept focusing on consumer-centric approach which implies 

that marketing activities should be focusing on creating communication and 

delivering superior value to targeted customers, Lastly, the societal 

marketing concept raised which is based on bringing social and ethical 

consideration into marketing activities. According to (Kotler and Keller, 
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2011) integrating the environmental concern in the marketing practices and 

theory might be viewed as an extension of the societal marketing concept. 

GM concept has developed as a response to today's green movement, the 

concept has been shaped as a view that integrates and expands upon the 

ideas embedded in the ecological and societal marketing concepts. GM 

concept is a more holistic and interdependent view of the relationship 

between the economy, society, and the environment (Kumar et al., 2012). 

The global challenge of the new millennium is to produce, consume and 

live more sustainably, hence the world‟s governments and corporations are 

compelled to assimilate sustainability to their strategic goals and operations 

(Baker and Hart, 2008). In marketing, to capture consumer satisfaction in a 

sustainable profitable manner, the challenge is twofold. Specifically, in the 

short-term, firms need to react to the new government‟s regulations and 

changing consumer‟s and society's needs. In the longer term, pursuing 

sustainability will demand a more profound shift in the firm‟s management 

paradigm which underpins all business functions including marketing 

(Baker and Hart, 2008; Lim, 2016). Since the marketing mix element 

(product, price, promotions, and place) are the controllable variables in 

marketing that are responsible for creating demand and achieving 

individuals and societal values as proposed by the AMA definition which 

pronounced the marketing mix as the “mix of controllable marketing 

variables that the firm uses to pursue the desired level of sales in the target 

market” (AMA, 2016).  Greening the marketing mix is considered simply 
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as another way to accomplish marketing sustainability targets 

(Arseculeratne and Yazdanifard, 2014; Pomering, 2017). 

2.3 Green Marketing Concept 

The term GM was first presented in 1970 (Yazdanifard and Mercy, 2014). 

Since then, the literature on GM concepts, strategies, functions, and GM 

mix elements have been established (R. M. Dangelico and Vocalelli, 2017). 

More specifically, in their review of literature, Dangelico and Vocalelli 

(2017 ) found that there is a rapid growth in studies scrutinizing GM since 

2008, concluding that GM is not merely a passing trend, but is a core issue 

in the process of designing, developing and marketing new products. 

Due to the development of the interaction between the economy and the 

socio-environment issues over time, the GM concept has been changed 

gradually throughout three ages of evolution. The first age was termed 

“Ecological” GM, it was defined by Henion and Kinnear (1976) as 

“concerned with all marketing activities that have served to help cause 

environmental problems and that may serve to provide a remedy for 

environmental problems.”. GM‟s definition at this age was limited to be 

considered as a promotional tool of conventional marketing focusing solely 

on specific environmental issues (such as air pollution or natural resource 

depletion) and narrowed to specific “front line” industries. It was focusing 

on “end of pipe” improvement with a few consumers and companies 

changing their behaviors.  (Peattie, 2001; R. M. Dangelico and Vocalelli, 

2017). 
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The vast dissemination and promotion of the sustainability concept at the 

end of the 1980s, and the growing global awareness of the interdependence 

among environment, society, and economy broadened the concept of GM 

and channeled its efforts not only in terms of the mitigation of the 

environmental hazards but also in terms of adopting sustainability (Peattie, 

2001). Thus, the second age of GM has emerged entitled “Environmental” 

GM, defined by Peattie (1995) as “the holistic management process 

responsible for identifying, anticipating and satisfying the needs of 

customers and society, in a profitable and sustainable way”. The main 

features that imprinted this age were the moving toward (clean technology) 

rather than (end-of-pipe) solutions (Peattie, 2001; R. M. Dangelico and 

Vocalelli, 2017). The second age witnessed the rising of green markets for 

products and services (Peattie, 2001; Kotler et al., 2011; R. M. Dangelico 

and Vocalelli, 2017), and the recognition of the role of socio-environmental 

performance in attaining competitive advantage (Peattie, 2001). The 

emerging of new ideas such as clean technology, green consumers, eco-

performance, environmental quality, and competitive advantage, enlarging 

the “front line” of industries concerned about environmental issues and 

expanding the product and services subsumed in the concept of 

environmental marketing (Peattie, 2001). 

In the mid of 1990s, the environmental marketing concept hit the “Green 

wall” the “win-win” vision of making products that are cost-saving as well 

as environmentally and technically superior (or equal) to the competing 

products was tricky to actualize. More specifically, the dominant 
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difficulties in this age were as follows: first, the definition of what 

constitutes the “greenest” product was complex and controversial in many 

markets, second, when more environmental changes demand radical 

deviations in companies strategies and culture the greening process hitting 

the “green wall “of the company, lastly, the “green consumers mystery”, 

studies found that there is a discrepancy or “gap” between environmental 

concerns voiced by green consumers and their purchasing behaviors 

(Peattie, 2001) 

At last, “Sustainable marketing” was the third age of GM. At this age, a 

more holistic approach of GM was represented. It was defined by Peattie 

(2001) as “a radical approach to markets and marketing which seeks to 

meet the full environmental costs of production and consumption to create 

a sustainable economy”. This age endorsed that sustainable economy is 

reached by moving from product ownership to product use, from the use of 

products to the use of services, from linear to closed-loop supply chains by 

moving away from global distribution to re-localization of supply systems 

(Peattie, 2001; R. M. Dangelico and Vocalelli, 2017). Furthermore, the 

third age of GM emphasized the role of GM in reaching  “social 

normalization “ of green products and services, which entails considering 

sustainable marketing practices and activities are normal behavior without 

the need to underlie their greenness, (Rettie, Burchell and Barnham, 2014; 

R. M. Dangelico and Vocalelli, 2017). Table (2-1) summarizes the main 

definitions of GM. 
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Table (2-1): The Main Definitions of GM. 

Author Definition 

Fuller in (Peattie, 2001) Sustainable Marketing is “the process of planning, 

implementing and controlling the development, 

pricing, promotion, and distribution of products in a 

manner that satisfies the following three criteria: (1) 

customer needs are met, (2) organizational goals are 

attained, and (3) the process is compatible with eco-

systems” 

(Peattie, 2001) “Green Marketing has been used to describe marketing 

activities which attempt to reduce the negative social 

and environmental impacts of existing products and 

production systems, and which promote fewer 

damaging products and services.” 

(Jain and Kaur, 2004) “Green Marketing can be viewed both as a type of 

marketing and a marketing philosophy [...]. As a type 

of marketing, it is like industrial or services marketing 

and is concerned with marketing of a specialized kind 

of product i.e., green products […]. As a philosophy, 

Green Marketing runs parallel to the societal marketing 

concept and espouses the view that satisfying 

customers is not enough, and marketers should take 

into account ecological interests of the society as a 

whole” 

(Mishra and Sharma, 

2014) 

“Green Marketing” refers to holistic marketing concept 

wherein the production, marketing consumption and 

disposal of products and services happen in a manner 

that is less detrimental to the environment with 

growing awareness about the implications of global 

warming, nonbiodegradable solid waste, the harmful 

impact of pollutants, etc.” 

American Marketing 

Association (AMA) 

Green Marketing is the “marketing of products that are 

presumed to be environmentally safe” 
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For marketing to have a viable role in sustainable development, 

sustainability should be positioned at the core of marketing strategies, 

theories, and practices. According to  (Wymer and Polonsky, 2015), green 

marketing will not be adequate in mitigating the environmental problems 

alone, citizens and government should have a role in the process. 

Likewise, the framework coined by (Gordon, Carrigan and Hastings, 2011) 

proposed that sustainability could be achieved through three 

complementary and overlapping sub-disciplines; green marketing, social 

marketing, and critical marketing. While GM is responsible for applying 

sustainable thinking in the whole process of marketing from production to 

post purchasing services, social marketing, and critical marketing reinforce 

the GM efforts by encouraging sustainable behaviors and a greener agenda 

amongst individuals and businesses. Meanwhile, critical marketing could 

help in reforming and reshaping more sustainable thinking through 

analyzing the marketing principles, techniques and theories using the 

critical theory-based approach (Gordon, Carrigan and Hastings, 2011) 

In general terms, GM is gradually emanating as a philosophy and practices 

(Jari Karna,Eric Hansen, 2001)  that contribute significantly to enhancing 

the firm‟s reputation and market performance (Kumar, 2016; Simão and 

Lisboa, 2017). It is evolved from responding to the market, regulation, and 

consumer pressure to ideology enable firms to adapt to changing marketing 

environment in order to ensure their success, stability, and survival in the 

market (Kumar, 2016). 
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GM consequences were also investigated in a stream of literature (Kumar, 

2016), bridging the impact of GM practices with firms' sustainable 

performance (Kumar, 2016; R. M. Dangelico and Vocalelli, 2017). 

Researchers advocate that GM is an effective tool for the firm‟s sustainable 

development (Jari Karna,Eric Hansen, 2001). Furthermore, Hansen (2001) 

suggests that “environmental or “green” marketing has been seen as a tool 

towards sustainable development and satisfaction of different 

stakeholders”. Simultaneously, the definition presented by Fuller (1999), 

highlighted the extent to which GM is central to cleaner production and 

corporate sustainability (R. M. Dangelico and Vocalelli, 2017). 

2.4 Green Marketing Strategy  

Clearly,  marketing strategy is part and parcel of the overall organization 

strategy, which is in charge of achieving competitive advantage (Kumar et 

al., 2012). Marketing strategy definition has changed with the passage of 

time. (Greenley, 1989) describes marketing strategy as a broad plan of 

actions dealing with the achievement of objectives. According to (Slater 

and Olson, 2001) “marketing strategy deals with decisions related to 

market segmentation and targeting, and the designing of positioning 

strategy based on marketing mix”. (Varadarajan, 2010) explained 

marketing strategy in terms of product offering, according to him, 

“marketing strategy refers to an organization‟s integrated pattern of 

decisions that specifies its crucial choices concerning products, markets, 

marketing activities and marketing resources in the creation, 
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communication and/or delivery of products that offer value to customers in 

exchanges with the organization and thereby enables the organization to 

achieve specific objectives.”. But, all the presented definitions of marketing 

strategy linked with the segmentation, targeting, and positioning, branding, 

and marketing mix of the firm (Kumar et al., 2012). 

In conclusion, marketing strategy is a unique set of decisions, procedures, 

and policies articulated by the organization, to achieve its marketing 

objectives and decisions, wherein practices correlated to all marketing steps 

(segmentation, targeting, positioning, and differentiation) are based on the 

product, price, promotion and distribution strategic choices (Slater and 

Olson, 2001). 

The degree to which environmental concerns are melted in the marketing 

strategic design process is titled environmental marketing strategy (Baker 

and Sinkula, 2005). Thereby GMS could be defined as a continuous cycle 

of processes and activities that perused by firms to develop products that 

satisfy consumer‟s needs with a minimum negative impact on the 

environment, throughout the whole process of the products or services 

development, implementation, pricing, placing and promotion (Davari and 

Strutton, 2014; Hasan and Ali, 2017). A successful GMS is demanded to be 

long-term and steady to construct and maintain long-lasting relationships 

with green consumers through emphasizing the product quality and the 

firm's commitment to the environment in the consumers‟ minds 

(Arseculeratne and Yazdanifard, 2014; Davari and Strutton, 2014). 
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Generally, GMS needs to be more proactive, long-term oriented, and value-

based than traditional marketing strategies (Hasan and Ali, 2017). 

(Papadas, Avlonitis and Carrigan, 2017) coined the term green marketing 

orientation (GMO) which addresses the firm‟s holistic orientation to the 

environment. The proposed construct compromises three dimensions 

concluded from GM literature: strategic green marketing orientation (long-

term), tactical green marketing orientation (short-term), and internal green 

marketing orientation activities.  Strategic green marketing orientation 

(SGMO) refers to the top management's long-term actions and policies on 

the corporate environmental strategy, while Tactical Green Marketing 

Orientation (TGMO) encompasses short-term activities that alter the 

traditional marketing mix into a greener one. 

GMS types, approaches of management, and evaluation procedures were 

explored in a stream of studies (Kumar, 2016). Precisely, referring to GM 

types (Jose, 1996) and (Hu, 1996) proposed frameworks for strategy 

selection and design by integrating the environmental policy with the 

corporate strategy. Later, (Menon and Menon, 1997) suggested three levels 

of GM strategy: strategic (corporate-level), quasi-strategic (business-level), 

and tactical (functional). A more aggregate exclusive framework was 

formulated by (Ginsberg and Bloom, 2004) “The GM strategy matrix” 

through integrating the marketing mix elements 4P‟s (Product, Promotion, 

Place and Price) with firms marketing strategy, four strategies were 

emerged depending on the number of 4P‟s adopted by the firm (Ginsberg 
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and Bloom, 2004; R. M. Dangelico and Vocalelli, 2017). Those strategies 

range from passive and silent to aggressive and visible, marketers ability to 

choose the appropriate GMS among those strategies is conditional to the 

size of the green market in the industry, the competitive conditions, and the 

capability to differentiate the green products from the traditional competing 

products (Davari and Strutton, 2014), Figure (2-1) outlines these four 

strategies  

 

Figure (2-1): Green Marketing Strategies (Ginsberg and Bloom, 2004). 

The four strategies are defined as follows (Ginsberg and Bloom, 2004):  

 Lean green strategy: which is also entitled defensive. This type of 

strategy attempts to reduce cost and improve supply chain and 

manufacturing efficiencies by utilizing pro-environmental activities, but 

they rarely promote their green efforts, their greenness initiatives are 

mostly manifested in product development design and manufacturing. 

Thus a firm embraces a lean strategy when it is adopting a green product 

strategy in its marketing programs (Ginsberg and Bloom, 2004; Davari 

and Strutton, 2014).  



24 

 Defensive green strategies: as by name they wielded as a precautionary 

action to avoid public crises or as a response to competitors threaten. 

They generally have constrained resources and capabilities to 

differentiate themselves from green competitors on a greenness basis. 

Therefore, their efforts to publicize their green initiatives are typically 

temporary; they employ green practices to mitigate damages and to 

enhance their brand image (Davari and Strutton, 2014). Additionally, in 

order to green their product design, development, and manufacturing, 

they tend to exhibit the green promotion aspect by utilizing quiet public 

relations promotions not advertising (Ginsberg and Bloom, 2004; 

Davari and Strutton, 2014). 

 Shaded green strategy: firms opt for this strategy to develop a 

competitive advantage based on their ability to introduce products and 

technologies distinctive from their green values. This strategy requires 

long-term financial and environmental commitment. Firms applying 

shaded strategy primarily promote the tangible benefits of their products 

to their consumers while their pro-environmental values are promoted as 

a secondary benefit. Shaded strategy greens promotion functions 

concurrently with product design, development, and manufacturing 

greenness, however, they green the pricing program if cost efficiencies 

can be obtained through greenness. (Ginsberg and Bloom, 2004; Davari 

and Strutton, 2014) 
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 Extreme green strategies are the most aggressive and declared 

strategies, they represent holistic environmental philosophy and values 

shaping overall firm marketing strategy. Environmental concerns are a 

fundamental part of this firm's vision and mission, and they are 

integrated into the firm's business and practices such as life-cycle 

pricing approaches, total-quality environmental management, and 

manufacturing for the environment. The extreme strategy emphasizes 

the greenness of all the marketing mix elements, along with greenness 

product, promotion, and the price. They include place elements and 

selecting distribution systems and retailers based on their greenness 

(Ginsberg and Bloom, 2004; Awan and Wamiq, 2016). Table (2-2) 

summarizes the four strategies along with the 4P‟s mix coverage. 

Table (2-2): Marketing Mix Tool in Green Marketing Strategy  

Strategy Product Price Place Promotion 

Lean strategy  √    

Defensive strategy √   √ 

Shaded strategy √ √  √ 

Extreme strategy √ √ √ √ 

Adopting GMS as a business strategy compelled firms to restructure their 

internal business process and aligning other functional divisions to obtain a 

competitive advantage and differentiate their products (Arseculeratne and 

Yazdanifard, 2014). This means that implementing a green strategy 

requires firms to choose a holistic environmental approach that goes 

beyond the selling and the promotion of the green product to involve other 
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functional areas such as production, distribution channels, and 

administrative department (Fraj, Martínez and Matute, 2011). 

One of the main benefits of implementing GMS is boosting firms 

operational performance including indicators such as product quality, the 

firm‟s innovation capacity and processes‟ time, and flexibility 

(Venkatraman and Ramanujam, 1986), which can enhance their economic 

and financial performance (Fraj-Andrés, Martinez-Salinas and Matute-

Vallejo, 2009). Likewise utilizing cleaner and cheaper resources, 

minimizing the consumption of natural resources such as water and energy 

by optimizing the productivity of resources and the redesign of some 

production processes can minimize the environmental damages stem from 

firms activities (Hart, 1995; Peattie, 1995; González-Benito and González-

Benito, 2005). On the other hand, GMS can foster the firm's reputation and 

image (Arseculeratne and Yazdanifard, 2014).  Greening marketing aspects 

can help firms in gaining stakeholders' satisfaction and acceptance 

including consumers and regulators, which can, in turn, improve consumers 

and brand loyalty (Chang and Fong, 2010; Arseculeratne and Yazdanifard, 

2014). 

2.5 Green Marketing Mix Elements  

The marketing mix concept dominant marketing program since the 1964s, 

the marketing mix is a set of controllable marketing tools that symbolize 

the primary ingredients of the marketing strategy. Marketing mix elements 

are responsible for translating marketing strategic objectives into a 
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combination of tactical practices (Kotler and Keller, 2011). In 1964, 

McCarthy was the first to refine and develop the marketing mix idea to one 

of the most fundamental concepts in marketing which is known as the 4p‟s, 

which consisting of the four marketing elements, product (including 

variety, packaging, services, ...), price (list price, discounts, payment 

period, credit terms, ...), promotion (advertising, personal selling, sales 

promotion, public relations, ...) and place of distribution (channels, 

coverage, assortments, transportation, logistics, ...) (McCarthy and 

Perreault Jr, 1964; Kotler and Keller, 2011),. Later, researchers added more 

three elements to the mix element designated as the 7P‟s i.e. product, price, 

place, promotion, personnel, process, and physical evidence. (Goi, 2009; 

Khan, 2014). Arguably, to embrace GM as a strategic orientation, firms 

need to develop and design green products and technologies. The success 

of the process requires a high level of communication and integration, 

senior management support, and good information management (Abzari, 

Safari Shad, Sharbiyani, et al., 2013) this entails greening all marketing 

practices, policies, and functions, along with altering the four traditional 

marketing mix element, the 4Ps (Product, Price, Place, and Promotion) in a 

more environmentally-sustainable manner (Kotler et al., 2011; Leonidou, 

Katsikeas and Morgan, 2013; R. M. Dangelico and Vocalelli, 2017; Simão 

and Lisboa, 2017). The mean by which each of the traditional marketing 

mix elements is converted into greenness (green product, green price, green 

place, and green promotion) is dissected in the next sections  
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2.5.1 Green Products  

Many authors have tried to define environmentally-friendly products. 

Nevertheless, there is still a debate about what constitutes a green product 

(Dangelico and Pontrandolfo, 2010). Green products are also referred to as 

ecological products or environmentally-friendly products, (Chen and Chai, 

2010). As
 

defined by Peattie (1995) “a product is „green‟ when its 

environmental and societal performance, in production, use, and disposal, 

is significantly-improved and is improving in comparison to conventional 

or competitive products offerings”, Likewise, The Commission of the 

European Communities (2001) defines green products as products that “use 

fewer resources, have lower impacts and risks to the environment and 

prevent waste generation already at the conception stage”. In this sense, 

green products are initiated with the “green design”, where the 

environmentally-friendly features are demonstrated through the whole life 

cycle of the product: before usage, during usage, and after usage, (Maria 

and Pontrandolfo, 2010; Yazdanifard and Mercy, 2014; R. M. Dangelico 

and Vocalelli, 2017). Meanwhile, (Reinhardt, 1998) argues that 

environmental products are differentiated when they have a less 

environmental impact or creating higher environmental benefits compared 

to similar conventional products. That means green products are 

differentiated when the product or service production process has the 

lowest burdensome on the environment compared to the competing 

products (Reinhardt, 1998). On the other hand, (Ottman, Stafford and 

Hartman, 2006)‟s definition states that the term green product or 
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environmental product is used to describe products that focus through the 

process of development on protecting the environment by emphasizing 

environmental issues including energy, resources, pollution, and waste. 

Several taxonomy dimensions are proposed in researches to distinguish the 

green product. These classifications encompass product merits, level of 

environmental impacts, or types of environmental improvement strategies 

(Dangelico and Pontrandolfo, 2010). A considerable review of the above-

mentioned green product characteristics is exemplified in Table (2-3). 

Table (2-3): The Main Characteristic of Green Products 

Authors Characteristics associated with the ‘green’ product 

(Elkington and 

Hailes, 1989) 

- Not endangering the health of the consumer or of 

others 

- Causing no significant damage to the environment 

during 

- manufacture use or disposal 

- Not consuming a disproportionate amount of 

energy during manufacture, use, and disposal 

- Not causing unnecessary waste, either because of 

overpackaging or because of an unduly short useful 

life 

- No use of materials derived from threatened species 

or threatened environments 

- Not involving unnecessary use or cruelty to animals 

- Not adversely affecting other countries, particularly 

the third world 

(Peattie, 1995) - Recyclability 

- Resource efficiency 

- Emissions 

- Impact on ecosystems 

- Social impact 

- Sustainability of resource use 

- Waste and disposal 

- Eco-efficiency of production and organization 

(Shrivastava and 

Hart, 1995) 

- Low environmental impact during usage 

- Easily composted, reused, or recycled at the end of 

their useful life 
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(Smith, Roy and 

Potter, 1996) 

- Capable of lessening global environmental 

problems Energy efficient 

- Easily repairable 

- Designed to last, or to be reused, reconditioned, or 

recycled 

- Generates minimum pollution and waste 

- Can be disposed of safely 

- Minimal use of materials, including packaging 

- Manufactured from renewable or abundant 

resources, or recycled materials 

- Manufactured, if possible, locally and from locally 

obtainable materials to reduce transport 

- requirements 

- Environmental information on the product available 

to the purchaser 

- Not harmful to human health 

- Satisfies a genuine human need 

(Ljungberg, 2007) - Reduce the materials and the use of energy for a 

product 

- Reduce emissions, dispersion, and creation of 

toxics 

- Increase the number of recyclable materials 

- Maximize the sustainable use of renewable 

resources 

- Minimize the service intensity for products and 

services 

- Extend the useful life for a product 

- Assess and minimize the environmental impact 

- Having a “functional economy” 

- Use “reverse logistics” 

- Increase the efficiency in the usage phase 

More specifically, (Peattie, 1995) distinguished green product on the basis 

of their eco-performance (from deep green to black), and the types of 

products (absolute green or relative green) where absolute green products 

participate in ameliorating environmental and social impacts and relative 

green product contribute in minimizing the harmful impact on the 

environment or society. According to (Kaebernick and Soriano, 2000) 

green products are classified according to their environmental 

characteristic. Considering the life cycle phases of the products (materials, 
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process, usage, and disposal) they divide the product into two groups: 

energy-based and material-based. 

In 1996 (Dewberry and Goggin, 1996) developed an eco-design matrix 

which was refined later by (Dangelico and Pontrandolfo, 2010), who 

integrated the third dimension into the existing matrix, and structure a 

coherent tridimensional matrix so-called The Green Option Matrix (GOM). 

The three dimensions represent the life cycle of the product in which the 

green features are demonstrated (production, use, and disposal), while the 

main environmental focus of the matrix is on (energy, materials/resources, 

pollution/toxic waste) and the kind of their impact on the environment. 

(Dangelico and Pontrandolfo, 2010) 

Using the environmentalism 3R‟s: Reduce, Reuse and Recycle as a 

guideline to conclude the production strategies for the green products, the 

following are the most common: recycling or reusing the product or part of 

it, reducing packaging, and using recycled or reused packaging as well as 

promoting the after-consumption environmental performance by applying 

some of the 5R‟s concept aspects which include repair, reconditioning, 

reuse, recycling and remanufacture (Abzari, Safari Shad, Abedi Sharbiyani, 

et al., 2013; Mishra and Sharma, 2014).In other words, green products need 

to be less toxic, more durable and their qualities need to be more valuable 

and perceivable (Davari and Strutton, 2014; R. Dangelico and Vocalelli, 

2017). It is noteworthy that green product quality is a key contributor that 
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significantly affects customer satisfaction and green customer loyalty 

(Chang and Fong, 2010). 

In the process of developing green products both tactical and strategic 

approaches are involved. Tactically by focusing on packaging and 

ingredients, recyclable or reusable content, developing products that are 

more compostable, reparable, durable, or disposable, and stresses on 

labeling the products in more environmentally-friendly manners. 

Strategically, the approach involves the modification of the manufacturing 

process and techniques in a greener way from the inception rather than 

“end of pipe” solutions, (Leonidou, Katsikeas and Morgan, 2013; Davari 

and Strutton, 2014; Papadas, Avlonitis and Carrigan, 2017). Notably, some 

studies emphasize the role of green branding, packaging, labeling, and 

advertising in creating an upsurge of demand, and in achieving effective 

GMS, (Devi Juwaheer, Pudaruth and Monique Emmanuelle Noyaux, 2012; 

Hasan and Ali, 2017). Coherently, (Lee and Lam, 2012) pointed out that 

the recovery of products using remanufacturing, repair, reconfiguration, 

and recycling can create a competitive advantage for the firms. 

2.5.1.1 Green Packaging and Ecolabelling 

Packaging and labeling have been a starting point for firms‟ responding to 

the pressure of performing in a more sustainable manner (Baker and Hart, 

2008) since firms could reduce the waste and contamination from the 

packaging without affecting the core of the product or residing the 

manufacturing process (Baker and Hart, 2008). The Sustainable Packaging 



33 

Alliance (SPA) (2010) defines sustainable packaging as being effective 

“meeting functional requirements of containing and protecting products 

with minimal packaging, efficient (doing more with less material and 

energy resources), cyclic (minimal resource use and recycling and reuse) 

and safe (use of safe materials that cause no harm)”.The key functional role 

the packaging strategy has in differentiating and communicating the green 

product makes the packaging design process challenging and costly (Scott 

and Vigar‐Ellis, 2014). According to (Peattie, 2001), green packaging is 

seen by marketers as a “win-win” solution, recycled packaging material, or 

reducing overpackaging can contribute to reducing waste and cost 

concurrently.  

The second feature is ecolabeling which is a dominant means to 

demonstrate the green product credentials, informs the consumers of the 

environmental impact of their purchasing decisions, and a tool for firms to 

acquire competitive advantage and improve market share (Rashid, 2009). 

Therefore, labeling evolved from being a mere means to display the 

technical information of the products to become a technique to differentiate 

the products, an assurance for consumers, and simultaneously a tool to 

illustrate the firm's green philosophy (R. Dangelico and Vocalelli, 2017). A 

bulk of researches were conducted to conclude the aspects affecting the 

efficiency of ecolabelling, researchers averting that vague and misleading 

assertion, credibility and clear massage were the most dominant (Rex and 

Baumann, 2007; R. Dangelico and Vocalelli, 2017). Meanwhile (Cho, 

2015) concluded that effective ecolabelling must highlight the individual‟s 
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impact on the environment. The consumer's response to ecolabel is 

investigated by many scholars, results showed that consumers' response is 

constrained with other exogenous factors such as credibility, the strength of 

environmental concerns and the availability of the green product on the 

retails (Rashid, 2009).  

There are two forms of ecolabels, mandatory such as the EU energy label 

which is assessing the energy consumption, and the voluntary labels that 

are classified according to the ISO into three categories: ISO Type I, ISO 

type II, and ISO type III (Lavallée and Plouffe, 2004; Rex and Baumann, 

2007). ISO Type I labels are developed by third parties that certificate the 

products that meet a specific environmental standard (Lavallée and Plouffe, 

2004; Hoek, Roling and Holdsworth, 2013; R. Dangelico and Vocalelli, 

2017), ISO Type II labels are described as the self-declaration of the firm's 

environmental claims that generated by the firms themselves to declare the 

superiority of their products. (Lavallée and Plouffe, 2004; Hoek, Roling 

and Holdsworth, 2013), while ISO Type III labels are characterized by their 

evaluation methodology which produces independent scientific information 

that can be either positive or negative such as products' carbon or water 

footprint. Since ISO Type I and ISO Type III labels are accredited by a 

third party unlike ISO Type II labels which made by firms and have no 

third party authentication, they were found to have a positive influence on 

the consumers‟ willingness to purchase the green product notwithstanding 

that the cost of accreditation type I and type III ecolabel will increase the 
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costs of their product (Lavallée and Plouffe, 2004; Hoek, Roling and 

Holdsworth, 2013; R. Dangelico and Vocalelli, 2017). 

In summary, ecolabel is reflecting the firm's sustainable philosophy, 

differentiates the green products, and shows their superiority in 

environmental performance from other products, meanwhile, the packaging 

is contributing significantly to reducing the impact of products and logistics 

on the environment through using environmentally-friendly material 

(recycled, compostable and recyclable). Furthermore, they jointly have a 

key role in enhancing the firm product image and sales (R. M. Dangelico 

and Vocalelli, 2017). 

2.5.2 Green Pricing  

Green pricing might be considered as the crux of GM challenges (Baker 

and Hart, 2008). Greening firm's strategies are pronounced to be costly, 

activities such as complying with more restrictive legislation, expenditures 

related to installing new clean technologies, and adopting new sustainable 

materials sources are costly activities. Overheads accompanying greening 

the firms and increased environmental taxation resulted in increasing the 

expenses imposed on the products. Transferring such socio-environmental 

expenses to the consumers may encourage firms to operate in more 

sustainable manners. however, firms which passing such expenses are 

vulnerable to both misusing the consumer's interests in green pricing and 

the increase of their products' prices compared to their competitors (Baker 

and Hart, 2008; Abzari, Safari Shad, Sharbiyani, et al., 2013). Therefore, 
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green pricing programs can be defined as setting green product prices in a 

manner that makes the offerings affordable for the consumers and upsurges 

their willingness to pay more for environmentally-friendly products 

(Yazdanifard and Mercy, 2014; R. M. Dangelico and Vocalelli, 2017). The 

willingness of consumers to pay more for “premium price” which can be 

defined as” additional cost that the consumer will have to pay compared to 

the traditional alternative in order to get a product with higher 

environmental performance” has been investigated in much of the 

literature. Previous studies have clearly shown that even though the 

willingness of consumers to purchase green products is increasing in the 

developed countries (R. M. Dangelico and Vocalelli, 2017), higher prices 

could be a significant barrier in hindering the intention of purchasing 

environmentally- sustainable products (Joshi and Rahman, 2015), In 

general, most consumers‟ willingness to pay for a premium price is 

constrained with the product category and their knowledge of the value-

added of the perceived products (Essoussi and Linton, 2010; Abzari, Safari 

Shad, Sharbiyani, et al., 2013; Davari and Strutton, 2014). Therefore, 

differentiation is suggested to be the key to promote the green product. The 

values added to the products may include improved functional 

performance, superior design, efficiency aesthetic appeals, environmental 

affinity, or other characteristics (Tiwari et al., 2011; Abzari, Safari Shad, 

Sharbiyani, et al., 2013; Davari and Strutton, 2014). 

Wielding green pricing program includes strategic and tactical practices, 

strategically firms can use approaches such as life-cycle costing which 
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helps in explicating the environmental cost of products from research to 

disposal (Menon et al., 1999; Leonidou, Katsikeas and Morgan, 2013), 

meanwhile, tactical practices can involve using promotional tools that 

engage the end-users in the environment initiatives (Papadas, Avlonitis and 

Carrigan, 2017). Charging higher prices for unfriendly-substitutional 

products (Polonsky and Rosenberger III, 2001; Leonidou, Katsikeas and 

Morgan, 2013) and offering discounts for returning recycled products and 

packaging (Menon et al., 1999; Papadas, Avlonitis and Carrigan, 2017) are 

examples of green pricing practices. 

2.5.3 Green Distribution  

More attention has been paid to the environmental dimensions in the 

literatures scrutinizing logistics, supply chain, and operation management 

(Lee and Lam, 2012). Studies focused on remanufacturing, recycling, 

repair and refurbish, reknitting, and repackaging as part of greening firms' 

chain strategies. (Guide Jr and Van Wassenhove, 2001) asserted that 

remanufacturing is an effective approach to reduce the environmental 

impact and cost of the manufacturing process by upholding the product in a 

closed supply-loop. (Andel, 1997) affirms that repair and refurbishment, 

reknitting and repackaging as well as parts retrieval and replacement are 

part of return strategies in reverse logistics that can maximize the return on 

investment (ROI) with efficient data management. Furthermore, the 

recovery of the product employing the aforementioned strategies can 

develop firms' competitive advantage and improve their economic 
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performance, (Lee and Lam, 2012). Indeed, effective reverse logistics can 

positively and significantly affect the firm's TBL by reducing inventory and 

distribution expenses, improve consumer satisfaction, and recapturing the 

remaining values in the return products (Andel, 1997; Lee and Lam, 2012). 

(Sharma et al., 2010) devised a broad framework to explain the role of B2B 

marketing in the supply chain to achieve sustainable objectives, three major 

strategies were proposed reduction of surplus supply of products, reduction 

of reverse supply, and internal marketing. 

Green distribution is a delicate activity that involves tactical and strategic 

efforts that aim to improve and monitor the environmental performance of 

the firm's supply chain (Leonidou, Katsikeas and Morgan, 2013; 

Arseculeratne and Yazdanifard, 2014).   

Strategic actions embrace creating policies demanding supply chain 

partners (suppliers and distributors) to enhance their environmental 

standards in fulfilling their marketing roles (Leonidou, Katsikeas and 

Morgan, 2013). Firms can form “eco-alliances” with their supply chain 

partners to enhance their environmental performance, whilst tactical actions 

are related to managing the distribution from production to consumption 

and reverse logistics (Leonidou, Katsikeas and Morgan, 2013; R. M. 

Dangelico and Vocalelli, 2017). Undeniably, effective reverse logistics can 

save cost and time, reduce inventory and distribution costs, reduce stock-

out events improve the after-sale market, and consumer satisfaction. 

Accordingly, reverse logistics can have a significant positive effect on the 
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firm's triple bottom line of sustainability (Lee and Lam, 2012). In the same 

line, the internet, information sharing, technologies, and computational 

intelligence are reinforcing reverse logistic performance (Lee and Lam, 

2012; R. M. Dangelico and Vocalelli, 2017). 

2.5.4 Green Promotion  

Good communication is considered a demand to achieve a successful green 

strategy (R. M. Dangelico and Vocalelli, 2017) wherein green promotion is 

an effective tool to inform the firms' stockholders about the firms' efforts, 

commitment, and accomplishments toward sustainability (Peattie, 2001; 

Leonidou, Katsikeas and Morgan, 2013; Yazdanifard and Mercy, 2014). 

Green advertising involves „the promotional messages that may appeal to 

the needs and desires of environmentally-concerned consumers’ (Zinkhan 

and Carlson, 1995). When firms communicate their environmentally-

friendly image through advertisement, promotions, and corporate social 

responsibility, they can gain more loyal satisfied consumers (Yazdanifard 

and Mercy, 2014). A body of research asserted the positive effect of green 

advertising on consumers' consumption patterns and attitudes (R. M. 

Dangelico and Vocalelli, 2017). Research conducted by (Purohit, 2012) 

confirmed the positive effect of green advertising on the consumers buying 

intentions, coherent with these results, (Testa et al., 2011) suggested that 

green information in Italian advertising has increased qualitatively and 

quantitatively and consumers are responding positively to these green 

advertisements. (R. M. Dangelico and Vocalelli, 2017) have summarized 
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the main traits of environmental claims massages through analyzing 

previous literatures, researchers found that green claims need to be 

transparent, honest, and credible to attain long-lasting relations with 

consumers (Papadas and Avlonitis, 2014). It is also demanded to be clear, 

understandable, customized to the target consumers and create emotional 

commitment, (Davis, 1993). Meanwhile, Smith, (2010) investigated the 

technique that firms can use to communicate their environmentally-friendly 

products with Millennials (which also named Generation Y). Findings 

illustrate that there are some environmental words that consumers look for 

to identify the environmentally-friendly products such as eco-friendly, 

recycled, and green, whereas the recycling symbol is the main feature that 

denotes the green packaging. In fact, to reap the advantage good 

advertising should portray the green image of the brands, the environmental 

benefits of the product, promoting a sustainable life cycle, and should avoid 

the typical information asymmetry of green products. There are three types 

of advertising; campaigns that show the relationship between the 

product/service and the environment, campaigns that promulgate green 

lifestyle and campaigns that depict the environmentally-friendly image of 

the firm (Tiwari et al., 2011; Abzari, et al., 2013). 

In order to implement a green promotions strategy, tactical and strategic 

practices must be conducted, strategically firms must communicate the 

environmental benefits of their green products and services. Such an 

approach may include advertising firms‟ environmental claims, publicizing 

their environmental endeavors, and embrace green packaging (Leonidou, 
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Katsikeas and Morgan, 2013). Tactical actions involve minimizing the 

negative environmental effect of the firm's communication efforts. This 

may include shifting the firm's communication effort from print to online 

such as using social media, websites, and blogs, which can, in turn, 

participate in exploiting the advantage of a new audience (Leonidou, 

Katsikeas and Morgan, 2013; Papadas, Avlonitis and Carrigan, 2017). 

2.6 Green Marketing and Sustainable Development 

Though the principles of marketing and sustainability may have a 

contradictory meaning in definition, wherein the concept of marketing 

encourages the growth of the global consumption with minimum 

conservation of natural resources, vice versa the concept of sustainability 

fosters minimum consumption with maximum resources conservation 

(Kumar, Rahman and Kazmi, 2013). Recently there is a growing synergy 

between the two disciplines (Lim, 2016). 

The increasing interests in sustainable issues nowadays make Sustainability 

a mainstream issue, sustainability is about using limited resources in the 

best way where the main challenge is to tackle environmental problems 

while sustaining economic performance. (Gordon, Carrigan and Hastings, 

2011). 

The concept of sustainable development was introduced first in 1987 by the 

World Commission on Environmental and Development report entitled 

“Our Common Future”. Sustainable development was defined as “meeting 
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the needs of the present without compromising the ability of the future 

generations to meet their own needs”. The definition has characterized 

sustainability through three pillars, the environment, the economy, and 

society which is known as the triple bottom line approach (Simão and 

Lisboa, 2017). Herein lies the crux of GM in relevant to sustainability, 

balancing the consumers‟ needs, demands, and satisfaction with the firm's 

economic and ecological considerations, Thus GM is considered a pivotal 

point to achieve sustainable development (Gordon, Carrigan and Hastings, 

2011; Yazdanifard and Mercy, 2014; Dangelico and Vocalelli, 2017). 

The sustainable development process obligates marketing departments to 

adopt sustainable thinking in all marketing practices and strategies from 

production to post purchasing services (Gordon, Carrigan and Hastings, 

2011; Garg, 2015) as well as having a role in promoting sustainable 

thinking to the consumers (Gordon, Carrigan and Hastings, 2011). 

Marketing has a pivotal role in influencing behavior that might change the 

governments and the different sectors' actions. 

An all-inclusive view on what sustainability could offer marketing and 

what marketing could offer sustainability in return, sustainability offers 

marketing a win-win situation. Engaging in sustainable practices helps 

firms to increase productivity, decrease cost, provide an opportunity for 

firms to enter new markets, built a reputation, enhance human resources 

management, and lower staff turnover (Lim, 2016). On the other hand, 

facilitating sustainable production and consumption strategies is an integral 
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part of the marketing department. The immediate interaction between 

marketers and firms‟ stakeholders' unable marketers to alter the 

organization's sustainable behavior through internal marketing, marketing 

strategies, and marketing campaigns. Additionally, merging marketing with 

sustainability promotes global initiatives for sustainability (Lim, 2016). 

Arguably, consolidating sustainability and marketing offers opportunities 

for the marketing department and not restricting them. Simultaneously, 

sustainable marketing participates in the improvement and preservation of 

sustainable dimensions (Lim, 2016). 

2.6.1 The Triple Bottom Line (3BL) 

The mid-1990s saw the notion “Triple Bottom Line” (3BL); the concept is 

increasingly employed by management, investors, consultants, and NGOs.  

The triple bottom line (3BL) is a management tool utilized for screening 

the corporation's economic, environmental, and societal performance, 

hence TBL concept is a core and dominant idea today that orients 

sustainability reporting and the incorporation of the TBL key performance 

indicators (KPIs) into manufacturing systems (Norman and MacDonald, 

2004). There is a strong association between the TBL and business 

sustainability efforts. The TBL highlights the efforts of business to ensure 

that they manage, oversee and incorporate social fairness and 

environmental elements into their business activities besides pursuing 

profitability (economic success), Therefore, the TBL emphasizes the 

significance of harmonizing the three pillars of the firm's sustainable effort 
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economic, social, and environmental. (Svensson et al., 2018). (Smith and 

Sharicz, 2011) defined TBL as “... the result of the activities of an 

organization, voluntary or governed by law, that demonstrates the ability of 

the organization to maintain viable its business operations (including 

financial viability as appropriate) whilst not negatively impacting any 

social or ecological systems ...”. Several tools have been established over 

time to measure, oversee and compare the management efforts regarding 

the TBL and business sustainability efforts. These measures differ 

concerning how they were developed. Several measures are focusing on 

outlining and measuring the extent to which cultures and nations adopt 

business technologies as part of their eco-systems. Other measures were 

developed for management generally, mostly all these measures address a 

range of issues related to sustainability. 

 The social dimension is commonly seen to be the weakest pillar of 

sustainability (Lehtonen, 2004), social performance SP is referred to the 

social effects of the firm's green practices related to corporate reputation 

and image, alignment between firms offers and stakeholder 

expectations, customers loyalty and satisfaction (Menon et al., 1999; 

Fraj-Andrés, Martinez-Salinas and Matute-Vallejo, 2009; Hasan and 

Ali, 2017).  

 The economic performance EcP refers to the influence of the firm's 

green efforts on financial and marketing performance such as the ability 

to reduce costs (Hasan and Ali, 2017), Return On Assets (ROA) 
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(Leonidou, Katsikeas and Morgan, 2013), Firm‟s profitability, Sales 

growth, Profit before tax,and Market share (Fraj, Martínez and Matute, 

2011; Abzari, Safari Shad, Sharbiyani, et al., 2013).  

 Meanwhile, environmental performance EP refers to the firm 

responsibility toward nature and the integration of the environmental 

values within the firm's culture (Fraj, Martínez and Matute, 2011). EP 

includes practices such as the ability to reduce air emission, disposable 

waste, and the ability to decrease consumption of hazardous and toxic 

materials (Hasan and Ali, 2017). 

2.7 Studies on GM  

The table (2-4) below summarizes the main studies that address the GM and 

the related finding of them. 

Table (2-4): Studies on GM. 

Author Country Sector Summary 

(Hasan and 

Ali, 2017)  

Malaysia Manufacturing 

and services 

sectors 

The results showed that GMS (refer to 

as green product, green price, green 

promotion, and green distribution) are 

associated with firms' environmental, 

economic, and marketing performance, 

and significantly positively affect 

organizational performance.  

(Leonidou, 

Katsikeas and 

Morgan, 

2013) 

U. K Manufacturing 

industry 

The results indicated that greening 

marketing programs specifically green 

products and green distribution programs 

have a positive effect on firms‟ product 

market performance, meanwhile, green 

pricing and promotion practices are 

directly positively related to firms‟ return 

on assets (ROA) performance. The study 
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also has shown that slack resources and 

top management risk aversion are 

important antecedents of green 

marketing  

(Hasan and 

Azman, 2015)  

Malaysia manufacturing 

and services 

sectors 

The conceptual paper concluded that 

both green innovation and green 

promotion have a positive effect on the 

firms‟ performance. 

(Abzari, Safari 

Shad, Abedi 

Sharbiyani, et 

al., 2013) 

Iran Manufacturing 

industry 

The paper confirmed the positive 

relationship between the green marketing 

mix and market share increase. 

(Garg, 2015) India  Manufacturing 

industry 

The researcher investigates the 

perception, obstacles, and initiatives 

regarding GM practices perceived by 

manufacturing firms in India 

(Rivera-

Camino, 

2007)  

Spain - The study pointed out the impact of 

stockholders on the GMS adopted by the 

firm and the moderated role of firm‟s 

economic sector and organizational 

characteristics. 

(Arseculeratne 

and 

Yazdanifard, 

2014) 

Malaysia - The thesis paper discussed how green 

marketing strategy is being relied upon 

by business firms to derive a competitive 

advantage.  

(Fraj, 

Martínez and 

Matute, 2011) 

Spain Industry The result indicated that Environmental 

marketing strategy is contributing to 

achieving competitive advantages in both 

costs and product differentiation, 

moreover, environmental marketing 

positively affects firms‟ operational and 

commercial performance and as a result, 

positively influences their economic 

results.  

(Miles and 

Covin, 2000) 

USA - The researchers stated that 

environmental marketing performance 

helps create a reputational advantage that 

enhances marketing and financial 

performance. 
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(Baker and 

Sinkula, 2005) 

USA Manufacturing 

and service 

organizations 

The findings of the paper suggested that 

environmental marketing (EM) has a 

positive impact on the corporate image 

which could lead to increasing firms' 

market share and profitability. 

(Chang and 

Fong, 2010)  

Taiwan - The empirical result of the research 

indicated that green product quality and 

green corporate image are positively 

associated with green customer 

satisfaction and green customer loyalty. 

(Tseng and 

Hung, 2013) 

Taiwan. - Addressed that there is a gap between 

consumers expectations and the 

perceived quality of the green product 

(tangibility, warranty, and reliability  

(Davari and 

Strutton, 

2014) 

USA - Results indicated that all four elements 

of GMS were related to brand loyalty. 

Meanwhile, the green product was 

significantly related to brand association. 

Furthermore, Green products and green 

places each had a positive relationship 

with perceived brand quality additionally 

green products and green prices were the 

only two elements affecting brand trust. 

the results also showed that green price is 

negatively associated with both brand 

loyalty and brand trust. 

(D‟Souza, 

Taghian and 

Lamb, 2006) 

Australia - The empirical analysis suggested that an 

ecological label is an important way to 

communicate environmental 

justifications of green products to the 

consumer. 

(Moravcikova 

et al., 2017) 

Slovakia Automotive 

Industry 

The result of the statistical analysis 

confirmed that there is a significant 

relationship between the application of 

green market principles and the 

competitiveness of enterprises.  
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2.8 Food Industry in Palestine 

The manufacturing industry has a key role in the Palestinian economy. The 

industrial sector's contribution to GDP is approximately 16% and it 

employs 13% of the total workforce (USAID, 2009). The main industrial 

sectors in Palestine according to The Palestinian Federation of Industries 

(PFI) are food and beverages, construction, stone and marble, 

pharmaceuticals, chemicals, metal and engineering, textiles, garments and 

leather, paper, printing and packaging, handicrafts, plastic and rubber, and 

furniture. 

The food sector is considered the fastest growing sector in the Palestinian 

economy both vertically and horizontally (USAID, 2009). According to the 

Palestinian Investment Promotion Agency, the share of food and beverages 

in the Palestinian market was (65% -70%) in 2016 and is contributing 

approximately 4.6% to GDP. 

According to the Palestinian Central Bureau of Statistics (PCBS), the 

Palestinian families spend 36% of their expenditures on food, which allows 

this sector to grow significantly considering the growing demand. The food 

sector‟s importance lays in its role in maintaining food security in Palestine 

and for economic growth. Moreover, the food industry is heavily related to 

other industrial sectors, sectors like chemical and plastic industries, paper 

industries, and metal industries are fulfilling the food sector needs for 

filling containers, brochures, printing materials labels, and other packaging 

machinery. 
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According to the Palestinian Food Industries Union (PFIU), the food sector 

involves 235 working firms in Palestine a large percentage of them are 

ISO-certified, and most of them are small and medium family-owned 

businesses. Table (2-5) underneath shows the distribution of these firms per 

industry subsector. On the other hand, Table (2-6) below indicates the 

importance of the food sector in the Palestinian manufacturing industry. 

Table (2-5): Number of Enterprises and Employed Persons and Main 

Economic Indicators for Food and Beverages Sector Activities in 

Palestine, 2018 (Source: Palestinian Central Bureau of Statistics) 

(Value in USD 1000). 

Economic 

Activity 

Number of 

Enterprises 

Number 

of 

Employed 

Persons 

Output  
Intermediate 

Consumption 

Gross 

Value 

Added 

 Gross 

Fixed 

Capital 

Formation 

Manufactu

re of food 

products 

3,377 18,297 897,608.2 579,481.8 318,126.4 9,831.9 

Manufactu

re of 

beverages 

192 1,852 225,437.4 176,772.5 48,664.9 3,847.9 

Table (2-6): Indicator of the Importance of the Food Industry in 

Palestine (2016) (Source: Palestinian Food Industries Union).  

Type of 

Industry 

No. of 

Factories 

No. of 

Workers 

Investment 

Amount 

(in Millions) $ 

The local 

market 

share 

Value of 

exports (in 

Millions) $ 

Meat 

products 

industry 

18 722 27,3    90% 6 

Processing 

and canning 

fruits and 

vegetables 

20 557 36,6 20% 21 

Industry, 

vegetable 

oils and fats 

13  302 18.7 20% 31 

Milk & 

Dairy 

Product 

46 2324 67 55% 5 
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Industry 

wheat flour 

& cereal 

products 

12 302 
48 

  
40% - 

Feed 

industry 
26 427 28.9 15% - 

Bread and 

bakery 

products 

1500 5900 100 90%  - 

Sugars and 

sweets 
33 1075 22 25% 8 

Pasta and 

noodles 
4 62 23,7 30% - 

Soft drinks 

and non-

carbonated 

24 1414 33.5 30%   

Other food 

products 
39 920 10,7 35% - 

2.9 Marketing in Palestine 

The marketing status in Palestine is ambiguous as there is a lack of studies 

addressing the marketing activities and strategies adopted by Palestinian 

marketers. Three possible geographic areas where the Palestinian industries 

are marketing their products, these areas are the governorates of the West 

Bank including East Jerusalem, the Gaza Strip, and outside the West Bank. 

According to the Palestinian Investment Promotion Agency (PIPA), 85% 

of exported food products are exported to the Israeli market, while the rest 

is exported to the Middle East and Europe.  

A study conducted by (Sabri, 2005) concluded that the main distribution 

channel for the industry products in Palestine is the factory outlet, two-

thirds of the industry firms are selling their products directly without any 

marketing efforts and one-half of them are using generic brand instead of 

their brands. The study also pointed out that many manufacturing factory 
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managers stated that they lack the required marketing and production 

experience (Sabri, 2005). In terms of marketing strategies, (Smirata and 

Shariff, 2016) indicated that there is a misfit between the marketing system 

and the firms' procedures and policies. The finding also suggested that 

there is a shortage of strategies, inventions, and implementations of the 

marketing strategy by micro and small food manufacturing firms in 

Palestine. 

2.10 Development of Research Hypotheses 

Most studies handling GM drawn their theorizing from the stakeholder 

theory (Banerjee, Iyer and Kashyap, 2003; Leonidou, Katsikeas and 

Morgan, 2013). Based on stakeholder theory, the involvement of the firm's 

environmental stakeholders can impose significant power on the 

organizations and their strategies (Banerjee, Iyer and Kashyap, 2003; 

Hasan and Ali, 2017). An environmental stakeholder is defined as 

“individuals or groups that can affect or be affected by the achievement of 

a firm‟s environmental goals” (Freeman, 2010), which includes 

organizational members and top management, regulators, community 

members, and the media. (Michael Jay Polonsky, 1995) professed that 

using a stakeholder approach in greening marketing strategies will 

contribute to achieving the firms' objectives. Likewise, (Leonidou, 

Katsikeas and Morgan, 2013) advocated that greening the marketing mix 

elements can align the environmental interests of firms stakeholders 

including top management (top management risk aversion and  ROA), 
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customers (product-market performance), and shareholders (ROA). Thus, 

this theory is fitting this current research. 

This research also follows the natural resources-based view developed by 

(Hart, 1995)  which considers the environment as a source of competitive 

advantage. (Hart, 1995) affirmed that ecological constraints force firms to 

integrate environmental obligations in their strategies which allow them to 

innovate distinctive resources and capabilities that in turn will be 

transformed to a sustainable competitive advantage (Fraj-Andrés, 

Martinez-Salinas and Matute-Vallejo, 2009; Fraj, Martínez and Matute, 

2011). Hart's (1995)‟s theory was adopted in a stream of empirical 

researches exploring environmental performance. According to (Russo and 

Fouts, 1997; Klassen and Whybark, 1999), adopting environmental 

management behavior enhances firms manufacturing and environmental 

performance and leads to building distinctive resources. Furthermore, (Fraj, 

Martínez and Matute, 2011) declared that greening marketing strategy 

improves the firm's profitability and enhances their operational and 

marketing performance. Accordingly, embracing GMS can be viewed as a 

competitive advantage that differentiates firms from their competitors. 

The main aim of this research is to empirically evaluate the effects of 

greening each of the marketing mix elements on the TBL of sustainability. 

Drawings on the above-mentioned conceptualization and using the 

stakeholder theory and resource-based view (RBV) as underpinning 



53 

theories, the next section represents the conceptual framework and the 

proposed hypotheses. 

When examining the extant literature, researchers had investigated the 

influence of greening marketing mix aspects on the firm's operational, 

financial, and environmental performance. Constructing on the researcher‟s 

findings and to fulfill the aim of this research, the effect of GMS on TBL 

pillars of sustainability environmental performance EP, Economic 

Performance ECP, and Social Performance SP are assessed using the food 

industry in Palestine as evidence. 

Much of the previous research that investigated the influence of GMS on 

economic and financial performance employed firms' operational 

performance and marketing performance as mediating variables (Fraj-

Andrés, Martinez-Salinas and Matute-Vallejo, 2009). In their researches, 

(Fraj-Andrés, Martinez-Salinas and Matute-Vallejo, 2009) concluded that 

greening marketing elements positively affect firms' operational and 

commercial performance, which in return upsurges the firm‟s  EcP and 

competitiveness. Coherent with this result, (Fraj, Martínez and Matute, 

2011) indicated that GMS improves firms' profitability and marketing 

performance by optimizing operating performance and reducing the cost by 

minimizing the waste of material (Slater and Olson, 2001). A well-

executed GMS allows firms to access new market opportunities and 

increase their sales volumes (Banerjee, Iyer and Kashyap, 2003), which 

results in an increased overall market share (Baker and Sinkula, 2005). 
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GMS can also enhance the firm's relationships with regulators and 

government (Menon et al., 1999) which allows the firms to reduce or avoid 

environmental fines and penalties (Chen, 2008). Additionally, embracing 

environmental practices within marketing strategy can lift employees' 

morale and productivity (Menon et al., 1999). According to (Leonidou, 

Katsikeas and Morgan, 2013), green products and green distribution 

positively affect the firms‟ market performance, meanwhile, green pricing 

and green promotion practices are positively related to firms‟ return on 

assets. In summary, firms that are adopting environmentally-friendly 

practices within their marketing elements enjoying higher ROI, higher 

profit and market share, and getting a competitive advantage in the market, 

(Ameer, Ansari and Tabbassum, 2019). Accordingly, the following 

hypotheses are developed: 

 H1a: Green products positively affect the firm‟s EcP in the Palestinian 

food industry. 

 H2a: Green price positively affects the firm‟s EcP in the Palestinian 

food industry. 

 H3a: Green promotion positively affects the firm‟s EcP in the 

Palestinian food industry. 

 H4a: Green promotion positively affects the firm‟s EcP in the 

Palestinian food industry. 
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 H5a: GMS positively affects the firm‟s EcP in the Palestinian food 

industry. 

Undoubtedly, deploying environmental practices in the development of 

products and packaging can optimize the productivity of resources and in 

sequence minimize the harmful impact on the environment, (Hart, 1995). 

The transformation in the marketing strategy that demanded alteration in 

the managerial, production and commercial programs as eco-design, using 

fewer, cheaper and cleaner raw materials, contribute to reducing the 

generated pollution and waste (Hart, 1995; González-Benito and González-

Benito, 2005; Fraj, Martínez and Matute, 2011). According to (Zhu and 

Sarkis, 2004), a greener supply chain can contribute to reducing the firm's 

distribution system's malignant impact on the environment. Besides, using 

cleaner distribution systems, local or regional distribution reduce fuel 

consumption (Michael J Polonsky, 1995). In the same vein, reverse logistic 

has a key role in minimizing the use of raw materials by reincorporating the 

recovered products and packaging into the firms' process (Florida, 1996). 

Based on that, greening marketing mix elements (green product, green 

price, green promotion, and green distribution) can positively improve the 

firm's EP. Accordingly, the following hypotheses are proposed: 

 H1b: Green Products positively affect the firm‟s EP in the Palestinian 

food Industry. 

 H2b: Green Price positively affects the firm‟s EP in the Palestinian food 

Industry. 
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 H3b: Green Promotion positively affects the firm‟s EP in the Palestinian 

food Industry. 

 H4b: Green distribution positively affects the firm‟s EP in the 

Palestinian food Industry. 

 H5b: GMS positively affects the firm‟s EP in the Palestinian food 

Industry. 

Alongside economic and environmental benefits adopting an 

environmentally-friendly marketing strategy may improve firms' image and 

reputation among consumers as well as stakeholders (Miles and Covin, 

2000; Fraj-Andrés, Martinez-Salinas and Matute-Vallejo, 2009), which in 

turn can help firms to avoid negative publicity. GMS enhances consumers‟ 

perception of the product‟s quality, which can lead to enhancing current 

consumers' satisfaction and loyalty, (Shrivastava, 1995). Therefore, the 

following hypotheses are deposited: 

 H1c: Green Products positively affect the firm‟s SP in the Palestinian 

food industry. 

 H2c: Green Price positively affects the firm‟s SP in the Palestinian food 

industry. 

 H3c: Green Promotion positively affects the firm‟s SP in the Palestinian 

food industry. 



57 

 H4c: Green Distribution positively affects the firm‟s SP in the 

Palestinian food industry. 

 H5c: GMS positively affects the firm‟s SP in the Palestinian food 

industry. 

Collectively, Figure (2-2) depicts the proposed conceptual model in this 

study. More specifically, the model includes the above-mentioned 

hypotheses for testing the effect of green marketing mix elements and on 

the TBL of sustainability. 

 

 

Figure (2-2): Research Conceptual Model.  
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Chapter Three 

Methodology 

3.1 Overview 

This chapter outlines the used methodology in this thesis, the different 

research philosophies and research approaches were addressed in the first 

sections, the methodological choice of quantitative, qualitative, or multiple 

methods is considered in the following section and the research strategies 

design is also explored. 

As a part of this chapter data collection methods, sampling techniques are 

explained, while particular attention is given to ensuring that the data 

collected are both reliable and valid. The final section is presenting the data 

analysis techniques (PLS-Path modeling) utilized in this thesis to explore 

relationships between constructs. 

3.2 Approach of Research Design 

Research is the art of scientific and systematic investigation for searching 

solution for a problem or a new fact. The research methodology comprises 

defining and redefining of problem, formulating hypotheses, collecting, 

evaluating, and analyzing data and facts, and finally reaching a confident 

conclusion to decide whether they harmonious with the formulated 

hypotheses (Kothari, 2017). 

Researches types are differentiated based on several bases, such as the 

purpose of the research, the method employed, the environment in which 
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the research is accomplished, the time frame, or based on other factors. 

Regarding the research objective, research can be classified into three 

broad categories exploratory, descriptive, explanatory, or a combination of 

these (Thornhill, Saunders and Lewis, 2009; Gordon, Carrigan and 

Hastings, 2011; Kothari, 2017)  

The exploratory study is a valuable means to formulate hypotheses rather 

than testing them, the main aim of such studies is to reveal what is 

happening to gain insights about a topic of interest or discover a certain 

nature of a problem. Thus, the design of such research must be flexible and 

adaptable to change so that many different facets of a problem may be 

considered when they arise through the research progress. There are several 

methods to conduct exploratory studies including a search of the literature; 

conducting in-depth “expert “or individual interviews, focus group 

interviews or conducting a survey (Thornhill, Saunders and Lewis, 2009; 

Kothari, 2017). 

Descriptive study: is designed to gain data that describe the characteristics 

of the topic of the research. This may be an extension of, or a forerunner to, 

a piece of exploratory research or, more often, a piece of explanatory 

research. 

Descriptive research designs are usually structured and specifically 

designed to measure the characteristics described in the research questions. 

In descriptive studies, data collection usually involves some type of 

structured process, either observation of data or interviews with structured 
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questions. Unlike exploratory studies, descriptive studies are often 

confirmatory. In other words, they are used to test hypotheses (Thornhill, 

Saunders and Lewis, 2009; Hair Jr, Page and Brunsveld, 2019). 

Explanatory study: is concerned with establishing causal (cause and 

effect) relationships between variables, the prominence is to study a 

situation or a problem to explain the relationships between variables, the 

collected data is subjected to statistical test such as correlation in order to 

understand how the outcome affects the results (Thornhill, Saunders and 

Lewis, 2009). 

The purpose of this study is to assess the impact of greening marketing mix 

elements the 4‟Ps on the firms‟ TBL of sustainability, the correlation 

between the GMS and the TBL of firms is empirically tested depending on 

the surveyed data from the food industry firms, the effect of GMS on TBL 

was never examined in the Palestinian context, therefore, an explanatory 

research approach was used in this study. The findings of this research will 

help firms to enhance their environmental performance through greening 

their marketing mix elements. 

3.3 Research Approach 

According to (Creswell and Creswell, 2017)  research approaches “are 

plans and the procedures for research that span the decisions from broad 

assumptions to detailed methods of data collection and analysis. It involves 

the intersection of philosophical assumptions, designs, and specific 
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methods”. Research from a theoretical perspective is initiated either from a 

deductive or an inductive approach, when an existing theory is used to 

formulate the research objectives and hypotheses and to devise a 

framework to direct the data collection, then a deductive approach is 

employed, in other words, the deductive approach could be considered as a 

"top-down" approach to falsification or verification a theory (Thornhill, 

Saunders and Lewis, 2009; Creswell and Creswell, 2017). 

Meanwhile, the inductive approach commences with data collection and 

analysis to develop a conceptual framework that guides the subsequent 

work. The inductive approach is referred to as a grounded approach 

because of the nature of the theory. The inductive process compromises 

working back and forth between the themes and the database where a 

comprehensive set of themes is established, then deductively, evaluates the 

collected data (Thornhill, Saunders and Lewis, 2009; Creswell and 

Creswell, 2017). 

There are two basic approaches to qualitative research approach, 

quantitative approach, or mixed methods, the selection of the appropriate 

research approach is based on the nature of the research problem being 

addressed, the researchers‟ personal experiences, and the audience for 

whom the research will be written.  

The qualitative approach: much of qualitative research commences with 

an inductive approach, to develop a richer theoretical perspective of the 

discussed issue, though some qualitative research starts with a deductive 
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approach and much of them use an abductive approach. The qualitative 

approach is an approach to explore and assess a phenomenon related to a 

social or human problem, non-standardized techniques for data collection is 

used such as interviews and focus group interviews, afterward the collected 

data is analyzed using procedure (such as categorizing data) that generate 

or uses non-numerical data. 

The quantitative approach is generally associated with a deductive 

approach, in this approach, the collected data is used to test a theory, 

however, the inductive approach may be included when the data is 

employed to develop the theory. In other terms, a quantitative approach is 

an approach for testing theory by examining the relationship between 

measured variables to generate numerical data that can be analyzed using 

statistical techniques. The main two strategies associated with the 

quantitative approach are experimental and survey strategies. In this 

approach, the main tools used to collect data are questionnaires or 

structured interviews or, possibly, structured observation (Thornhill, 

Saunders and Lewis, 2009; Creswell and Creswell, 2017). 

Integrating between both abovementioned research approach is termed a 

mixed-method where both quantitative data (i.e., quantifiable data) and 

qualitative data (i.e., text or images) are collected and analyzed, the 

combination of both forms of data provides a better insight of the research 

question and problem (Creswell and Creswell, 2017; Creswell and 

Guetterman, 2018). 
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In this research, a deductive quantitative method has been used, the 

required data is collected via a questionnaire. 

3.3.1 Quantitative Method  

Quantitative research philosophy is mostly correlated with positivism, 

particularly when used with predetermined and highly-structured data 

collection techniques (Thornhill, Saunders and Lewis, 2009). 

The major characteristics of quantitative research are describing a research 

problem through a description of trends or a need and explaining the 

relationship among variables, the literature review has a major role in the 

research process, through which the research questions to be asked are 

suggested. Afterward, the research problem is justified, statement and 

research questions or hypotheses that are specific, narrow, measurable, and 

observable are proposed. Then, numeric data using tools with preset 

questions and responses are collected; trends are analyzed, the involving 

variables are analyzed using statistical analysis and concluding results, and 

finally writing a structured research report (Creswell and Guetterman, 

2018). It is noteworthy that quantitative researches processes are 

conducting using experimental, correlational, or survey research design 

strategy. 

A survey research strategy is a procedure in quantitative research in 

which the researcher administers a survey to a sample or the entire 

population to describe attitudes, trends, opinions, or characteristics of the 
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targeted population. It embraces cross-sectional and longitudinal studies 

using questionnaires, structured observation, or structured interview 

techniques for data collection (Creswell and Creswell, 2017). The survey 

strategy is generally associated with an exploratory deductive research 

approach. It is a common strategy in business and management research 

(Thornhill, Saunders and Lewis, 2009).In survey strategy quantitative, 

numbered data are collected which you can analyze quantitatively using 

descriptive and inferential statistics (Thornhill, Saunders and Lewis, 2009). 

Correlational design strategy:  is a process where the correlational 

statistic is used to describe and measure the degree of association (or 

relationship) between two or more variables or sets of scores (Creswell and 

Creswell, 2017). 

Experimental design strategy: is an approach to conduct quantitative 

research, In experimental research, the researcher seeks to determine 

whether a specific treatment influences an outcome or dependent variable 

by applying the experience to one group and withholding it from another, 

and then determining how both groups scored on an outcome (Creswell and 

Creswell, 2017; Creswell and Guetterman, 2018). 

This research is considered quantitative research; therefore, a survey 

research strategy was used employing the questionnaire technique. 
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3.4 Research Methodology 

The research strategy is a distinct set of steps that must be followed to 

meet the research objectives, usually including formulating and identifying 

the research problem, reviewing the literature, specifying the purpose of the 

research, designing the research, collecting data, analyzing and interpreting 

data and at last reporting and evaluating research. Accordingly, selecting a 

particular research strategy is depending on the objectives of the research, 

the research question type, and other practical factors such as access to data 

sources, study setting, and time horizon (Thornhill, Saunders and Lewis, 

2009; Creswell and Guetterman, 2018). According to (Sekaran and Bougie, 

2016) the common research strategies are the experiment, survey research, 

observation, case studies, grounded theory, action research and mixed 

methods. 

This research is deductive quantitative research utilizing a survey research 

strategy, hence, the steps depicted in the research methodology flow chart 

Figure (3-1) are pursued to achieve the objectives of this research. 

The research problem was defined at the first phase of the study, at this 

phase the scope of the study, justification, and the importance of the 

research was also specified. An in-depth review of the literature was 

carried out to explore the concept of GMS and to specify the research gap 

and the purpose of the research, at this phase the research objectives were 

narrowed to specific research questions and hypotheses. Lastly, the 
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research methodology and strategy were structured to answer the research 

questions and hypotheses.  

In phase two, the needed data required to answer the proposed hypotheses 

were gathered, data collection phase consists of determining the study 

population, choosing the representative study sample, and designing the 

data collection tool (Questionnaire). The questionnaire was distributed to 

the selected sample either online or personally. 

To finalize the research, the collected data were explained, analyzed and 

the relationship between variables in the proposed model was tested 

statistically using the Smart-PLS application, the result of the analysis were 

used afterward to determine whether to accept or reject the proposed 

hypotheses. 

Building on the analysis results, the research conclusions and 

recommendations were drawn in the last phase of the process. 
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Figure (3-1): Research Diagram Flow Chart. 
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3.5 Data Collection- Questionnaire Design 

 In quantitative data collection, an instrument is required to measure the 

research variables. An instrument is a tool for measuring, observing, or 

documenting quantitative data it encompasses a set of prepared questions 

and response possibilities that are established in advance. Commonly used 

instruments are survey questionnaires, standardized tests, and checklists 

(Creswell and Guetterman, 2018). 

Indeed, the questionnaire is the most used data collection tool within the 

survey strategy, particularly in management and business research, the 

questionnaire is a set of preformulated questions that are administrated to 

the respondents to record their answers, usually within closely defined 

alternatives (Sekaran and Bougie, 2016). Therefore, questionnaires tend to 

be used for descriptive or explanatory research such as organizational 

practices (Thornhill, Saunders and Lewis, 2009). 

The main advantages of using a questionnaire are that the researcher can 

administrate the questionnaire to a large population at the same time which 

is less time, cost, and effort consuming comparing to other tools like 

interviews and observation, additionally administrating a questionnaire 

does not require as much skill as it does to conduct interviews (Bell, 

Bryman and Harley, 2018). 

The self-administrated questionnaire's design is differing according to how 

it is delivered, returned, and the amount of contact with the respondents, 
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personally administered questionnaires are usually administrated to the 

respondents by hand, mail questionnaires are sent via email to the 

respondents, meanwhile, Electronic and online questionnaires are created 

as “web forms” with a database to store the nameworthy generally 

developed using survey development software packages or online survey 

service and sent the respondents (Thornhill, Saunders and Lewis, 2009; 

Sekaran and Bougie, 2016). 

In this research, personally administered questionnaires and online 

questionnaires are both utilized, the questions were phrases in a closed 

format. According to (Bell, Bryman and Harley, 2018) the closed questions 

offer many advantages to the researcher including enhancing the 

comparability of answers, which make it much easier to evaluate the 

relationship between variables, easier to process and coding the answers, 

reducing the possibility of variability, additionally, they are easier and 

quicker to complete. Five-point Likert scales were used to measures the 

firm‟s economic, environmental and social performance as well as the 

environmental marketing practices performed by the targeted firms, the 

adopted scale was selected by adapting some tools used in the previous 

studies measuring the GMS and the firm‟s sustainable performance. 

The research questionnaire was formulated after an in-depth review of the 

GM literature and analyzing papers that concentrated on topics such as 

environmental marketing mix, GMS, and firm‟s sustainable performance, 

the questionnaire was refined afterward based on the local experts‟ 
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feedback, the final version of the Questionnaire comprises four main 

sections: 

A cover letter was attached with the questionnaire, which compromises a 

summary of the research objectives, an appreciation letter for cooperation, 

an outline of the questionnaire sections, and the researcher's full contact 

details for any further inquiries. 

The first section of the questionnaire focused on the participated firm‟s 

general information, such as subsector, number of employees, geographical 

location, and years of working in the field. 

The second section encompassing three subsections aiming to measure the 

GM practices pursued by the Palestinian food industry firms, which 

consisted of green product, green pricing, green promotion, and green 

distribution practices, the participants were asked to indicate the level their 

organization is engaged in the GM practices using a five-point Likert scale 

anchored by “strongly disagree” and “strongly agree”. 

The third section consisted of three subsections formulated to assess the 

impact of GM practices on the organizational sustainable performance, 

respondents were asked to score the extend their organization economic, 

environmental and social performance has developed after commitment to 

GM practices, a five-point Likert scale ranging from “Very Badly” to 

“Excellent” was used. 
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The last section embraced an open-ended question to allow the respondents 

to comment on any aspect they choose not covered in the questionnaire. 

Both English and Arabic edition of the questionnaire was formulated and 

evaluated by local experts in the area to ensure the validity of the 

questionnaire and to evaluate the extent to which each scale item was 

representative of its designated constructs, all the comments and feedback 

from the experts regarding the wording, the content and purpose of the 

question, the coherence and the clarity of the questions were revised and 

modified in the last distributed version. Both English and Arabic finalized, 

and approved versions of the questionnaire are available in Appendix A 

and Appendix B, respectively.  

An electronic (online) questionnaire was created using Google Drive 

templet, the online survey was designed in Arabic and sent by email to all 

the 57 targeted firms, the firms were also contacted by telephones, and 

many of them were reached personally to motivate them to cooperate and 

to clarify any ambiguity in the questionnaire items. Four months were 

needed to compile the designated responses, all the collected data were 

stored anonymously on the google drive database to analyze. 

3.6 Sampling Techniques 

According to (Sekaran and Bougie, 2016) “Sampling is the process of 

selecting a sufficient number of the right elements from the population so 

that a study of the sample and an understanding of its properties or 
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characteristics make it possible for us to generalize such properties or 

characteristics to the population elements”, Thus the sampling process 

includes defining the population, selecting the sample frame, determining 

the sampling design and appropriate sample size. 

This research is exploring the effect of implementing GMS on the 

sustainable performance of the Palestinian food industry firms, hence, the 

firms from the Palestinian food sector are the targeted population in this 

study. 

The food sector is a major contributor to the Palestinian economy, whereas 

the main subsectors are Processing Meat products, Processing, and canning 

fruits and vegetables, vegetable oils and fats, Milk & Dairy Product wheat 

flour & cereal products Feed industry, Bread and bakery products, Sugars 

and sweets, Pasta and noodles and soft drinks and non-carbonated. 

According to PFIU official figures, there are 1600 working firms in this 

sector including bakeries, and 150 working firms excluding bakeries. 

Recognizing the need for representativeness within the selected sample, a 

set of criteria was devised to design an adequate sample frame and to draw 

valid generalizations of the conclusions. 

All the 150 firms were investigated by contacting the food industry union 

and the firms themselves, as a result, 53 firms were met the predetermined 

conditions: firms shall be legally registered and licensed to working in 

Palestine and having a well-established structure with pronounced 
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marketing practices. Given the aim of conducting a deductive statistical test 

and generalized the findings from the study confidentially to the 

population, probability sampling is used in this study, the sample size was 

calculated using Sample size formulas which provide a means for 

calculating the size of the sample based on several parameters. Herbert 

Arken formula is used to calculate the sample size: 

 

  
      

       [        ]
 

Where: 

n= the sample size 

N=Population  

P=Proportion of property offers and neutral  

SE=Error margin  

t= is the upper α/2 of the normal distribution (for 95% confidence level 

1.96) 

Using the Herbert Arken formula (Boer, 1973), and the following 

parameters were used N= 53, P= 0.5, 

SE= 0.05 and t=1.96 for 95% confidence level 95%, the accurate sample 

size is approximately n= 47, therefore electronic questionnaire was 
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distributed to the 53 firms and a hard copy of the questionnaire was handed 

to most of them, to collect the needed primary data. 

3.7 Data Analysis Techniques  

The collected quantitative data from a representative sample of the 

population are raw, therefore these data need to be processed and analyzed 

to turn them into information and make them useful. Quantitative analysis 

techniques facilitate the process of analyzing and interpreting the data and 

consequently answering the research questions, these techniques are 

ranging from simple charts and graphs to using complex statistical 

modeling that testing the relationships between variables. Diverse Analysis 

software is used in quantitative analysis, they are ranging from 

spreadsheets such as Excel to more advanced statistical analysis software 

packages such as Minitab, SPSS, and SMART-PLS. 

In this research, the data gathered are statically analyzed using PLS-SEM 

(Partial least squares structural equation modeling) to test the generated 

hypotheses. PLS-SEM (also called PLS path modeling) is evolving as a 

statistical modeling technique and is primarily used to develop theories in 

exploratory research, by explaining the variance in the dependent variables 

when examining the model using multivariate analysis, PLS path modeling 

has been used by a growing number of researches from various disciplines 

such as strategic management, organizational behavior, and marketing 

(Henseler, Ringle and Sinkovics, 2009).  
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PLS-SEM is considered an appropriate statistical technique for this type of 

research for many reasons, PLS-SEM is suited for exploratory studies 

where the theoretical model is complex and has never been tested before, 

PLS-SEM is a nonparametric statistical method that does not require the 

data to be normally distributed, and PLS-SEM is also can estimate the path 

model when the sample size is small (Henseler, Ringle and Sinkovics, 

2009; Hair Jr et al., 2016). 

3.7.1 SEM -PLS Path model 

The path model is a diagram that visually connects the variables/constructs 

and the hypotheses that are examined when SEM is applied, two types of 

theories are needed to develop the path model: measurement theory and 

structural theory. While the structural model is stated how the constructs 

are related to each other in the structural model, measurement theory 

specifies how each construct is measured (Hair et al., 2016). 

A PLS-SEM path model consists of two parts: firstly, the structural model 

(also called the inner model) that represents the variables/constructs 

(characterized by circles or ovals). The structural model is also displaying 

the relationships (paths) between the constructs. Second, the measurement 

models (also referred to as the outer models) represent the relationships 

between constructs and their corresponding indicator variables 

(characterized by rectangles). There are two types of measurement models 

(also called indicators): one for the exogenous latent variables (i.e., those 

constructs that explain other constructs in the model) and one for the 
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endogenous latent variables (i.e., those constructs that are being explained 

in the model) (Hair et al., 2016). Referring to measurement specification 

there are two broad types of measurement models reflective and formative, 

in the reflective mode, all the indicators for the construct are correlated, 

therefore if the construct changes all the items in the measurement model 

will be changed simultaneously. In contrast, the construct indicators in the 

formative model represent independent sources of the construct's content, 

hence, they do not necessarily need to be correlated. The selection of the 

measurement model mode and the indicators are based on 

theoretical/conceptual perceptive (Hair et al., 2016).  

3.7.2 Assessing PLS-SEM Path Model 

The empirical measurement of the PLS-SEM path model is including the 

empirical measures of the relationships between the indicators and the 

variables (measurement models), as well as between the variables 

(structural model). 

PLS-SEM does not provide a signal goodness-of-fit criterion. As a 

consequence, researchers have put a set of nonparametric evaluation 

criteria and uses procedures such as bootstrapping to assess the outer and 

the inner model. Initially, the model assessment focuses on the 

measurement models, which enables the evaluation of construct measure‟s 

reliability and validity according to certain criteria that are associated with 

the outer model before evaluating the inner path model estimates. 
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The measurement model is evaluated based on internal consistency 

reliability and validity. The measures are including composite reliability (as 

a means to assess the internal consistency reliability), convergent validity, 

and discriminant validity. Later to reliability and validity confirmation, the 

structural model is assessed, this evaluation includes the model's ability to 

predict, the used evaluation criteria are the coefficients of determination 

(R² values), the level and significance of the path coefficients, the 

Predictive relevance (Q²) and the effect sizes (f²). 
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Chapter Four 

Data Analysis and Results 

4.1 Overview 

The analysis of the collected data and the results are presented in this 

chapter, the descriptive statistic‟s findings are displayed in the first section, 

using the partial least squares structural equation modeling (PLS-SEM) the 

quantitative data collected via a questionnaire were analyzed, to test the 

proposed hypotheses and to explore the effect of GMS on the Palestinian 

food manufacturing firm‟s sustainable performance, the analysis results and 

findings are presented in the next sections. 

4.2 Demographic Profile 

Firstly, the questionnaire was analyzed using a frequency test to identify 

the demographic profile of the surveyed firms, the measures and the 

analysis results are demonstrated in the following subsections. 

4.2.1 Demographic Profile for the Targeted Firms' Respondents  

4.2.1.1 Respondents Gender and Ages: The analysis shows that 85% of 

the respondents from the targeted food firms were male, whilst 15% of the 

respondents were female as illustrated in Figure (4-1). 
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Figure (4-1): Respondents‟ Gender.  

Meanwhile, 58% of the respondents' ages were ranging from 35 and 44, 

and 22% of their ages were from 25 and less than 34 years, a summary of 

the respondents' ages frequency percentage is depicted in Figure (4-2). 

 

Figure (4-2): Respondents Ages. 

4.2.1.2 Respondents Educational Level 

The educational level of the respondents is represented in Figure (4-3), 

77% of the respondents have a bachelor's degree,18% of them have a 

master's degree or higher, and 18% of them have a diploma or below. 
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Figure (4-3): Respondents‟ Educational Level. 

4.2.1.3 Respondents Positions in the Targeted Firms 

As displayed in Figure (4-4), 22% of the respondents were general 

managers, and 22% of them were sales managers, whereas 13% and 10% 

of them were quality managers and R&D managers respectively, and 10% 

of the surveyed respondents were marketing managers.  

 

Figure (4-4): Respondents Positions in the Firms. 
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4-2-1-4 Respondents Years of Experience 

Figure (4-5) shows that 58% of the respondents have more than 15 years of 

experience, and 30% of them have from 10-15 years of experience, while 

12% of their experience was ranging from 5-10 years.  

 

Figure (4-5): Respondents Years of Experience. 

4.2.2 Demographic Profile for the Targeted Firms 

4.2.2.1 Firms’ Locations 

Most of the surveyed firms were in Nablus and Hebron with frequency 

percent 31% and 23% for each of them respectively, meanwhile, 21% of 

them were located in Ramallah and 10% were located in Tukaram as 

illustrated in Figure (4-6), the chart also shows that 6%,4%,2%and 2% of 

the firms were located in Jenin, Jerusalem, Tubas and Jericho respectively. 
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Figure (4-6): Firms‟ Location. 

4.2.2.2 Firms Food Subsectors 

According to the Palestinians food industries union (PFIU) classification of 

the food industry subsector, the most representative food subsectors were 

milk and dairy products manufacturing firms with 20% of the sample 

firms,14% of surveyed firms were manufacturing wheat flour and cereal 

products, the meat products, sugar, and sweets products, and vegetable oil 

and fats products sectors, each of them represented 11% of the sample,9% 

of the firms were working in the soft drinks and non-carbonated sector,7% 

of them were processing and cannoning fruits and vegetables and only 5% 

of them were manufacturing pasta and noodles products as shown in   

Figure (4-7). 
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Figure (4-7): Food Subsectors Classification. 

4.2.2.3 Number of Employees 

The analysis found that 18% of the surveyed firms have more than 250 

employees, 40% of them have from 50 to 249 employees,30% of the firms 

have from 49 to 11 employees and 12% of them have from 9 to 1 

employee, as shown in Figure (4-8). Based on the result and according to 

EU/OECD classification of the firm‟s size, most of the representative firms 

were medium-sized firms with 40% of the sample, 42% of them were 

classified as small-sized and only 18% of the targeted firms can be 

classified as large firms, noting that the EU/OECD classify firms with 1-49 

employees as small, firms with from 50 to 249 as a medium, and firms with 

more than 250 employees as large. 
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Figure (4-8): Number of Employees in the Firms. 

4.2.2.4 Firms’ Years of Experience in the Palestinian Market 

Figure (4-9) shows that 48% of the targeted firms have been working in the 

Palestinian markets for more than 20 years, while 25% of them have been 

working in the market for 15 to 10 years, 17% of the firms have experience 

in the food industry from 5 to 10 years and 2% of them have less than 5 

years‟ experience. 

 

Figure (4-9): Firms Working Years in the Palestinian Market. 
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4.2.2.5 Firms Market Share and Current Market 

Referring to the firms‟ market share,38% of the respondents‟ firms have 

more than 25% share in the local market,20% of them have from 1%-10% 

market share,18% and 15% of the firms have 21%- 25% and 16%-20% 

market share respectively, while 10% of them have a market share from 

11% to 1%, Figure (4-10) demonstrating the findings. 

 

Figure (4-10): Firm's Market share in the Local Market. 

More than half of the respondent‟s firms (62% of them) have announced 

that they currently exporting their products to regional and international 

markets, the regional markets were the most targeted markets from the 

surveyed firms, followed by the 48 territory markets which targeted by 

41% of them, and 7% of the firms are targeting the International Markets, 

Figure (4-11). 



86 

 

Figure (4-11): Current Markets for the Surveyed Firms. 

4.2.2.5 Firms Environmental Efforts 

The last finding of the descriptive statistic was the quality initiatives being 

deployed in respondents‟ firms, the results showed that 60% of the targeted 

firms have acquired the necessary certifications of ISO versions, HACCP, 

and the national certificates PS. While many of the surveyed firms are 

holding the ISO 22000, ISO 9001, GMP, and HACCAP certifications, a 

small number of them are ISO14001 certified. Moreover, 60% of the 

respondent firms participated in the environmental projects implemented 

by the PFI.  

4.3 SEM-Partial Least Squares (PLS) Analysis 

4.3.1 Measurement Development 

Drawing on the systematic literature review the scale items for each 

construct have been developed to measure the strength of each dimension, 

as a result, a total of 46 items were generated, the set of items are tabulated 

in Table (4-1). The generated items were evaluated by 4 judges regarding 
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the wording clarity, redundancy, and the extent to which each scale item 

was representative of its designated construct, according to the judges‟ 

suggestions some items were modified and refined. 

To measure the environmental marketing practices, 29 measurement items 

(Green product:8 Items, Green Price:5 Items, Green Promotion:7 Items, 

and Green Place:9 Items) were designed based on the review of related 

studies and by adapting some items empirically tested in previous 

researches (Fraj, Martínez and Matute, 2011; Leonidou, Katsikeas and 

Morgan, 2013; Papadas, Avlonitis and Carrigan, 2017). All items were 

measured using a five-point Likert-type scale, where each respondent was 

asked to score the extent their firms adopted each environmental practice in 

their marketing strategy, each scale ranged from 1 (strongly disagree) to 5 

(strongly agree).  

To evaluate the firm‟s sustainable performance 17 measurement items 

(EcP:5 Items, EP:6 Items, and SP: 6 Items) were developed from previous 

studies (Fraj, Martínez and Matute, 2011; Lin, Tan and Geng, 2013; Hasan 

and Ali, 2017), respondents were asked to score the position of their firms 

regarding different measures of sustainability performance, each scale was 

ranged from 1 (Very Bad) to 5 (Excellent). 

The next step was assessing the research model using partial least squares 

structural equation modeling (PLS-SEM), Smart PLS 3.3.2 package was 

used to validate and test the model. PLS-SEM is a non-parametric 

estimation procedure, which implies that PLS is well suited for a complex 
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structural model with relatively small sample size and non-normal 

distribution (Henseler, Ringle and Sinkovics, 2009), thus PLS-SEM is 

considered an appropriate technique for this study. SEM-PLS involves two 

successive steps: the first step is assessing the measurement model (outer 

model) which includes evaluating the measurement reliability and validity 

according to certain criteria that are associated with the outer model, the 

second step is undertaken when the reliable and valid estimations of 

measurements show evidence of adequacy. Assessing the structural model 

(inner model) is the second step, which includes the estimation of the 

model‟s ability to predict, hence the main evaluation criteria are the 

coefficients of determination (R² values) and the level and significance of 

the path coefficients. 

Table (4-1): Variable Measurements. 

Construct  Construct Items References 

Green Product GMS-PR1 Contents, ingredients, and raw 

materials of products to be 

environmentally friendly 

(Banerjee, Iyer and 

Kashyap, 2003; Fraj, 

Martínez and Matute, 

2011; Leonidou, 

Katsikeas and Morgan, 

2013) 

GMS-PR2 Use of recycled or re-usable 

materials in products 

 

(Fraj, Martínez and 

Matute, 2011; 

Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PR3 Recycling content of packaging  (Fraj, Martínez and 

Matute, 2011; Papadas, 

Avlonitis and Carrigan, 

2017) 

GMS-PR4 Invest in R&D programs to 

create environmentally friendly 

products 

 

(Fraj, Martínez and 

Matute, 2011; 

Leonidou, Katsikeas 

and Morgan, 2013; 

Papadas, Avlonitis and 

Carrigan, 2017) 
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GMS-PR5 Developing products and 

processes that minimize 

environmental impact 

(Banerjee, Iyer and 

Kashyap, 2003; Fraj, 

Martínez and Matute, 

2011) 

GMS-PR6 Use renewable energy sources 

for products. 

 

(Papadas, Avlonitis 

and Carrigan, 2017) 

GMS-PR7 Invest in low-carbon 

technologies for production 

processes 

 

(Leonidou, Katsikeas 

and Morgan, 2013; 

Papadas, Avlonitis and 

Carrigan, 2017) 

GMS-PR8 Modify packaging and labeling 

decisions to emphasize any 

environmental benefits 

(Leonidou, Katsikeas 

and Morgan, 2013) 

*5-point Likert scale 

Green Price GMS-PC1 Consider environmental aspects 

within price policy 

(Fraj, Martínez and 

Matute, 2011) 

GMS-PC2 Build environmental benefits 

and/or costs into the product 

price.  

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PC3 Employ pricing to encourage 

environmental actions. 

 

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PC4 Charge higher prices for 

environmentally friendlier 

versions of our products 

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PC5 Absorb the extra cost of an 

environmental product/service 

(Papadas, Avlonitis 

and Carrigan, 2017) 

*5-point Likert scale  

Green 

Promotion 

GMS-

PROM1 

Employ green arguments in 

advertising and promotions 

(Fraj, Martínez and 

Matute, 2011) 

GMS-

PROM2 

Use eco-labels or 

environmental certification 

(Fraj, Martínez and 

Matute, 2011) 

GMS-

PROM3 

Sponsorship or patronage of 

environmental groups or events 

(Fraj, Martínez and 

Matute, 2011) 

GMS-

PROM4 

Emphasize the environmental 

aspects of our products in our 

advertisements. 

(Banerjee, Iyer and 

Kashyap, 2003; 

Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-

PROM5 

Highlight our commitment to 

environmental preservation in 

our corporate advertisements. 

(Banerjee, Iyer and 

Kashyap, 2003; 

Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-

PROM6 

Use of e-commerce, because it 

is more eco-friendly.  

(Papadas, Avlonitis 

and Carrigan, 2017) 

GMS- Reduce any negative impact of (Leonidou, Katsikeas 
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PROM7 our marketing promotions on 

the natural environment. 

and Morgan, 2013; 

Papadas, Avlonitis and 

Carrigan, 2017) 

*5-point Likert scale 

Green Place GMS-PL1 Team up with channel members 

to develop appropriate products 

and packaging after-use 

arrangements. 

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PL2 Cooperate with channel 

members to make joint 

commitments to environmental 

protection 

(Leonidou, Katsikeas 

and Morgan, 2013; 

Papadas, Avlonitis and 

Carrigan, 2017) 

GMS-PL3 Cooperate with suppliers and 

distributors to develop 

environmentally friendly 

marketing programs 

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PL4 Encourage suppliers and 

distributors to embrace & 

reflect environmental 

responsibility in their activities 

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PL5 Set out clear directives and 

specifications for 

environmental responsibilities 

(Leonidou, Katsikeas 

and Morgan, 2013) 

GMS-PL6 Selection of cleaner 

transportation systems 

(Fraj, Martínez and 

Matute, 2011) 

GMS-PL7 Use of recycled or re-usable 

containers in logistics 

(Fraj, Martínez and 

Matute, 2011) 

GMS-PL8 Use environmental 

considerations in distribution 

and reverse logistics systems 

(Fraj, Martínez and 

Matute, 2011) 

GMS-PL9 We use a specific 

environmental policy for 

selecting our partners. 

(Papadas, Avlonitis 

and Carrigan, 2017) 

*5-point Likert scale 

Economic 

Performance 

(ECP) 

ECP -1 Production efficiency (Hasan and Ali, 2017) 

ECP -2 Enhancing sale volume (Leonidou, Katsikeas 

and Morgan, 2013; 

Lin, Tan and Geng, 

2013; Hasan and Ali, 

2017) 

ECP -3 Enhance the Market share of 

the firm 

(Menon and Menon, 

1997; Leonidou, 

Katsikeas and Morgan, 

2013) 

ECP -4 Enhancing the profit rate due to 

reducing energy and material 

(Fraj, Martínez and 

Matute, 2011; 
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consumption Leonidou, Katsikeas 

and Morgan, 2013) 

ECP -5  Return on Assets (ROA) (Menon and Menon, 

1997; Hasan and Ali, 

2017) 

*5-point scale anchored by “Very badly” and “Excellent”, adapted from (Fraj-Andrés, 

Martinez-Salinas and Matute-Vallejo, 2009; Fraj, Martínez and Matute, 2011) 

Environmental 

Performance 

(EP) 

EP -1 Reduction of air emission  

 

(Lin, Tan and Geng, 

2013; Hasan and Ali, 

2017) 

EP -2 Reduction of hazardous 

material 

(Lin, Tan and Geng, 

2013; Hasan and Ali, 

2017) 

EP -3 Less consumption of energy (Lin, Tan and Geng, 

2013; Hasan and Ali, 

2017) 

EP -4 Partnership with green 

organizations and suppliers 

(Lin, Tan and Geng, 

2013) 

EP -5 Use of environmentally friendly 

material 

(Lin, Tan and Geng, 

2013) 

EP -6 Increasing the use of recycled 

material and reduce the waste 

(Lin, Tan and Geng, 

2013) 

*5-point scale anchored by “Very badly” and “Excellent”, adapted from (Hasan and Ali, 

2017) 

Social 

Performance 

(SP) 

SP-1 Corporate reputation (Fraj, Martínez and 

Matute, 2011; Hasan 

and Ali, 2017) 

SP-2 Alignment between the firm‟s 

offer and market expectations 

(Fraj, Martínez and 

Matute, 2011) 

SP-3 Corporate and brand image (Menon et al., 1999; 

Fraj, Martínez and 

Matute, 2011) 

SP-4 Customer satisfaction and 

loyalty 

(Fraj, Martínez and 

Matute, 2011; Hasan 

and Azman, 2015) 

 SP-5 Negative Publicity (Menon et al., 1999) 

*5-point scale anchored by “Very badly” and “Excellent”, adapted from (Fraj, Martínez 

and Matute, 2011; Hasan and Ali, 2017) 
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4.3.2 Assessment of the Measurement Model 

The assessment of the reflective measurement model focuses on evaluating 

the construct measure‟s reliability and validity, the composite reliability is 

used to evaluate the internal consistency, individual indicator reliability, 

average variance extracted (AVE) to evaluate convergent validity. Besides, 

the Fornell-Larcker criterion and cross-loadings are used to assess 

discriminant validity (Hair, Ringle and Sarstedt, 2011). 

In the first step in the analysis process, the individual indicator reliability 

was estimated, as a rule of thumb item loading should be higher than 0.7 

(Hair, Ringle and Sarstedt, 2011), indicators with outer loadings between 

0.40 and 0.70 should be considered for removal from the scale only if 

deleting them leads to an increase in the composite reliability or the AVE, 

meanwhile, indicators with outer loadings (below 0.40) should always be 

eliminated from the scale (Hair Jr et al., 2016). However, in exploratory 

research a value of 0.4 or higher is accepted as posited by (Hulland, 1999), 

thus, the 0.4 rule of thumb is employed in this research to assess the 

reliability of indicators, six items were discarded from the analysis due to 

their low loading or to improve the constructs CR and AVE values (GMS-

PR2, GMS-PR3, GMS-PC2, GMS-PC, GMS-PL1, and ECP-1), a final set 

of 40 items was retained for the next step of the analysis process, the 

estimated items loading are illustrated in Figure (4-12) and Table (4-2).  

The internal consistency is evaluated by estimating the composite 

reliability, as a rule of thumb composite reliability should be higher than 
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0.70 to consider acceptable (Hair, Ringle and Sarstedt, 2011), the result in 

Table (4-2) shows that the CR values for all indicators were greater than 

threshold 0.7, hence confirming the reliability of the constructs. The 

average variance extracted (AVE) is calculated as well to evaluate the 

convergent validity, AVE should be higher than 0.5 to indicate sufficient 

validity of the constructs (Fornell and Larcker, 1981), the results indicate 

that AVE values are ranging from 0.501 to 0.606, thus the constructs 

validity is confirmed. 

Table (4-2): Reflective Constructs Measurement Properties. 

Reflective 

Variable 

Construct 

Items 

Item 

Loading 

Composite 

Reliability 

(CR) 

Average 

Variance 

Extracted (AVE) 

Green Product GMS-PR1 0.628 0.856 0.501 

GMS-PR4 0.573 

GMS-PR5 0.722 

GMS-PR6 0.729 

GMS-PR7 0.813 

GMS-PR8 0.756 

Green Price GMS-PC1 0.633 0.771 0.533 

GMS-PC3 0.695 

GMS-PC5 0.846 

Green 

Promotion 

GMS-PROM1 0.78 0.882 0.52 

GMS-PROM2 0.795 

GMS-PROM3 0.581 

GMS-PROM4 0.747 

GMS-PROM5 0.677 

GMS-PROM6 0.709 

GMS-PROM7 0.736 

Green Place GMS-PL2 0.594 0.895 0.524 

GMS-PL3 0.543 

GMS-PL4 0.675 

GMS-PL5 0.629 

GMS-PL6 0.823 

GMS-PL7 0.699 

GMS-PL8 0.896 

GMS-PL9 0.849 



94 

Economic 

Performance 

(ECP) 

ECP -2 0.914 0.813 0.545 

ECP -3 0.934 

ECP -4 0.52 

ECP -5 0.448 

Environmental 

Performance 

(EP) 

EP -1 0.783 0.877 0.548 

EP -2 0.828 

EP -3 0.609 

EP -4 0.847 

EP -5 0.767 

EP -6 0.559 

Social 

Performance 

(SP) 

SP-1 0.583 0.900 0.606 

SP-2 0.869 

SP-3 0.86 

SP-4 0.881 

SP-5 0.708 

SP-6 0.722 

 

Figure (4-12): Research Model PLS Path Modeling Estimation.  
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To assess how truly the indictors for a construct are distinctive from other 

indicators of another construct by empirical standards, two measures of 

discriminant validity have been applied, cross-loading, and the Fornell-

Larcker criterion. Cross-loading of the indicators' outer loading was 

verified as represented in Table (4-3); the criteria reference indicates that 

each of the indicator's outer loading on the associated construct should be 

greater than of its loadings on other constructs. The second measure is the 

Fornell-Larcker criterion which is a more conservative approach to 

assessing discriminant validity, it calculates the square root of the AVE 

values of each construct in the model and compares it with the latent 

variable correlations, as a rule of thumb the AVE of each construct should 

be higher than the construct‟s highest squared correlation with any other 

construct, the results are displayed in Table (4-4). The Heterotrait-

Monotrait ratio of correlations (HTMT) criteria was also used to verify the 

discriminant validity, (Henseler, Ringle and Sarstedt, 2015) proposed that 

HTMT‟s values less than 1 denote good reliability, the estimated HTMT‟s 

values in this study were less than 1 as shown in table (4-5), therefore the 

discriminant validity of the research model is good. 

Table (4-3): Discriminant Validity-Cross Loading. 

Items  (ECP)  (EP)  (SP) Green 

Price 

Green 

Place 

Green 

Product 

Green 

Promotion 

ECP -2 0.914 0.185 0.644 0.429 0.477 0.34 0.554 

ECP -3 0.934 0.197 0.711 0.423 0.442 0.3 0.539 

ECP -4 0.52 0.336 0.371 0.21 0.192 0.131 0.154 

ECP -5 0.448 0.11 0.196 0.077 0.162 0.137 0.278 

EP -1 0.186 0.783 0.306 0.037 0.275 0.392 0.156 

EP -2 0.207 0.828 0.358 0.102 0.311 0.477 0.23 
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EP -3 0.071 0.609 0.201 -0.127 0.131 0.047 -0.002 

EP -4 0.318 0.847 0.43 0.48 0.646 0.56 0.376 

EP -5 0.104 0.767 0.223 0.177 0.29 0.33 -0.052 

EP -6 0.062 0.559 0.33 0.051 0.356 0.119 0.055 

SP-1 0.405 0.344 0.583 0.165 0.376 0.248 0.244 

SP-2 0.685 0.366 0.869 0.446 0.461 0.437 0.407 

SP-3 0.513 0.301 0.86 0.485 0.577 0.514 0.473 

SP-4 0.671 0.357 0.881 0.337 0.578 0.441 0.345 

SP-5 0.413 0.5 0.708 0.342 0.492 0.334 0.319 

SP-6 0.592 0.186 0.722 0.324 0.472 0.341 0.346 

GMS-

PC1 

0.263 0.102 0.127 0.633 0.169 0.361 0.253 

GMS-

PC3 

0.298 0.007 0.247 0.695 0.426 0.372 0.373 

GMS-

PC5 

0.372 0.317 0.501 0.846 0.531 0.215 0.38 

GMS-

PL2 

0.113 0.162 0.098 0.161 0.594 0.387 0.526 

GMS-

PL3 

0.103 0.254 0.165 0.347 0.543 0.375 0.511 

GMS-

PL4 

0.231 0.351 0.41 0.271 0.675 0.549 0.381 

GMS-

PL5 

0.249 0.162 0.415 0.303 0.629 0.322 0.391 

GMS-

PL6 

0.545 0.482 0.611 0.488 0.823 0.432 0.496 

GMS-

PL7 

0.444 0.428 0.578 0.338 0.699 0.213 0.22 

GMS-

PL8 

0.372 0.422 0.547 0.553 0.896 0.473 0.511 

GMS-

PL9 

0.353 0.449 0.476 0.592 0.849 0.473 0.622 

GMS-

PR1 

-0.027 0.43 0.184 0.195 0.304 0.628 0.156 

GMS-

PR4 

0.141 0.292 0.347 0.256 0.367 0.573 0.195 

GMS-

PR5 

0.418 0.235 0.465 0.275 0.461 0.722 0.446 

GMS-

PR6 

0.176 0.339 0.259 0.278 0.337 0.729 0.381 

GMS-

PR7 

0.299 0.557 0.492 0.276 0.438 0.813 0.395 

GMS-

PR8 

0.286 0.23 0.274 0.347 0.321 0.756 0.512 

GMS-

PROM1 

0.542 0.224 0.386 0.462 0.498 0.351 0.78 

GMS-

PROM2 

0.39 0.076 0.28 0.382 0.428 0.398 0.795 

GMS-

PROM3 

 

0.185 0.107 0.135 0.224 0.41 0.374 0.581 
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GMS-

PROM4 

0.399 -0.022 0.196 0.394 0.421 0.276 0.747 

GMS-

PROM5 

0.313 0.045 0.221 0.19 0.327 0.335 0.677 

GMS-

PROM6 

0.324 0.264 0.343 0.323 0.445 0.38 0.709 

GMS-

PROM7 

0.52 0.264 0.535 0.29 0.448 0.424 0.736 

Table (4-4): Discriminant Validity (Using Fornell-Larcker criterion) 

 ECP EP Green 

Place 

Green 

Price 

Green 

Product 

Green 

Promotion 

SP 

 ECP 0.738       

 EP 0.246 0.74      

Green Place 0.476 0.508 0.724     

Green Price 0.433 0.246 0.559 0.73    

Green Product 0.335 0.504 0.537 0.381 0.708   

Green 

Promotion 

0.57 0.222 0.595 0.462 0.504 0.721  

 SP 0.706 0.433 0.64 0.464 0.508 0.465 0.778 

Table (4-5): Discriminant Validity- Heterotrait-Monotrait Ratio 

(HTMT) 

 ECP EP Green 

Place 

Green 

Price 

Green 

Product 

Green 

Promotion 

SP 

ECP        

EP 0.355       

Green Place 0.517 0.489      

Green Price 0.561 0.399 0.665     

Green Product 0.429 0.533 0.656 0.607    

Green Promotion 0.647 0.299 0.747 0.615 0.608   

 SP 0.835 0.520 0.661 0.524 0.563 0.479  

4.3.3 Assessment of the Structural Model 

Following the confirmation of the construct‟s measure‟s reliability and 

validity, the structural model is assessed to examine the model ability to 

predict and the relationships between the constructs, the main criteria used 

in PLS-SEM to evaluate the structural model are the Coefficient of 
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Determination (R² Value), the significance of the path coefficients, the 

effect size (f²) and the predictive relevance (Q²). 

The coefficient of determination (R²) values for endogenous constructs 

were estimated as listed in Table (4-6), the classification proposed by (Hair 

Jr et al., 2016) as a rule of thumb in marketing studies considered that R² 

values of 0.75, 0.50, or 0.25 for endogenous variables can be respectively 

described as substantial, moderate, or weak, in this study the R² values 

were (0.37, 0.37 and 0.46).  

The resulted effect size f² values were ranging from (0.00 to 0.172), 

interpreting the results using (Cohen, 1988) effect size classification where 

the f² values above 0.35 are considered large effect size. f² values ranging 

from 0.15 to 0.35 are medium effect size, f² values between 0.02 to 0.15 

small effect size, and f² values less than 0.02 are considering with no effect 

size. The relative effects of Green promotion on the ECP, the Green Place 

and Green Product on the EP, and the effect of Green place on the SP are 

considered medium, meanwhile, the effect of Green Price on the ECP, the 

Green promotion on the EP, and the Green product on the SP are relatively 

small, however, there is no relative effect from the Green place and Green 

product on the ECP, EP, and SP are not affected by Green price, likewise, 

Green promotion has no relative effect on the SP. 

The Stone-Geisser's Q² value is obtained by running the blindfolding 

procedure, Q² values larger than zero for construct indicate that the path 

model's predictive relevance for this particular construct (Hair, Ringle and 
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Sarstedt, 2011), which is harmonized with the analysis findings (Table 4-

7). The Goodness of Fit of the Model (GoF) is the geometric mean of both 

average variances extracted (AVE) and the average of R² of the 

endogenous variables,  the baseline values for GoF to validate the PLS 

model globally was derived by (Wetzels and Odekerken, 2009), when GoF 

value is less than 0.1 there is no fit, GoF between 0.1 and 0.25 there is a 

small fit, for GoF values between 0.25 and 0.36 the fit is medium, and GoF 

values larger than 0.36 there is a large fit, the calculated GoF for this model 

is 0.46 which is considered sufficient global PLS model validity. 

Table (4-6): R² and the Effect Size (f²). 

Construct R 

Square 

R Square 

Adjusted 

f² 

Green 

Place 

Green 

Price 

Green 

Product 

Green 

Promotion 

Economic 

Performance 

(ECP) 

0.372 0.314 0.016 0.029 0.000 0.160 

Environmental 

Performance 

(EP) 

0.368 0.309 0.169 0.004 0.158 0.046 

Social 

Performance (SP) 

0.460 0.410 0.172 0.018 0.051 0.002 

Table (4-7): Construct Cross-validated Redundancy. 

Construct SSO SSE Q² (=1-SSE/SSO) 

Economic Performance (ECP) 192 166.681 0.132 

Environmental Performance (EP) 288 249.259 0.135 

Social Performance (SP) 288 214.307 0.256 

To determine the statistical significance of the path coefficient and to test 

the proposed hypotheses, PLS bootstrapping was applied by re-sampling of 

5000 as recommended by (Hair Jr et al., 2016), where the Critical t-value 

for a two-tailed test is 1.96 (significance level = 5 percent), the t-values 
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resulted from running bootstrapping are tabulated in figure (4-13) and 

Table (4-8). The analysis shows that four out of twelve proposed 

hypotheses were supported, the result highlighted that Green Product has a 

Positive significant effect on the firm‟s Environmental Performance (EP) 

(H1b) where (β=0.39, T-Value=2.347 and P-value=0.019), likewise  Green 

Promotion has a significant and positive effect on firm‟s economic 

performance (H3a), whereas bootstrapping values (β=0.415, T-

Value=2.459 and P-value=0.014), on the other hand, Green Place 

manifested a positive significant relationship with both firm‟s 

Environmental performance and firm‟s social performance (H4b and H4c), 

the estimated bath coefficient values (β) were 0.464 and 0.433, and the P-

values were 0.017 and 0.005 respectively. 

The analysis also confirms that Green Product does not affect the firm‟s 

social and economic performance, therefore (H1a and H1c) are not 

supported, Green promotion has no influence on the firm‟s environmental 

and social performance, hence (H2b and H2c) were not supported as well, 

no significant relationship was found between Green place and the firm‟s 

economic performance, (H3a) is not supported accordingly, moreover, 

Green price manifested no effect on the firm‟s TBL performance, 

consequently the three associated hypotheses (H4a, H4b, and H4c) are not 

supported. 
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Figure (4-13): Model Fit Employing PLS-Bootstrapping Procedure. 

Table (4-8): Model Fit Results. 

Path HYP. (β) Standard 

Deviation 

(STDEV) 

T-

value 

P-

Values 

Result 

Green Product -> ECP H1a -0.014 0.176 0.08 0.936 Not supported 

Green Product -> EP H1b 0.39 0.166 2.347 0.019 Supported 

Green Product -> SP H1c 0.205 0.171 1.197 0.231 Not supported 

Green Price -> ECP H2a 0.166 0.169 0.986 0.324 Not supported 

Green Price -> EP H2b -0.058 0.236 0.247 0.805 Not supported 

Green Price -> SP H2c 0.121 0.139 0.871 0.384 Not supported 

Green Promotion -> ECP H3a 0.415 0.169 2.459 0.014 Supported 

Green Promotion -> EP H3b -0.224 0.202 1.109 0.267 Not supported 

Green Promotion -> SP H3c 0.048 0.18 0.268 0.789 Not supported 

Green Place -> ECP H4a 0.143 0.177 0.807 0.42 Not supported 

Green Place -> EP H4b 0.464 0.194 2.398 0.017 Supported 

Green Place -> SP H4c 0.433 0.154 2.807 0.005 Supported 



102 

In order to explore the effect of greening marketing strategy (GMS) on the 

firms (TBL) of sustainable performance, a second-order model was 

constructed using repeated indicators approach, the measurement and the 

structural model were validated and tested using Smart PLS 3.3.2 package. 

In sum, the internal consistency of the reflective measurement model was 

evaluated using composite reliability ,individual indicator reliability, 

average variance extracted (AVE) were employed to evaluate the 

convergent validity, moreover, the discriminate validity was evaluated 

using the Fornell-Larcker criterion and the Heterotrait-Monotrait ratio of 

correlations (HTMT) criteria, the calculated results confirmed the model 

constructs reliability and validity as tabulated in Tables (4-9,10,11) below. 

The collinearity among constructs in the formative measurement model 

was evaluated, using the Variance inflation factor (VIF), all calculated VIF 

values (Table 4-12) were below 5 which indicate no critical levels of 

collinearity as suggested by (Hair Jr et al., 2016). 

Table (4-9): Reflective Constructs Measurement Properties (Model-2). 

Reflective Variable Construct 

Items 

Item 

Loading 

Composite 

Reliability 

(CR) 

 

Average 

Variance 

Extracted (AVE) 

Green Product GMS-PR1 0.625 0.857 0.564 

GMS-PR4 0.569 

GMS-PR5 0.72 

GMS-PR6 0.749 

GMS-PR7 0.781 

GMS-PR8 0.787 

Green Price GMS-PC1 0.724 0.794 0.504 

GMS-PC3 0.825 

GMS-PC5 0.699 
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Green Place GMS-PL2 0.694 0.901 0.537 

GMS-PL3 0.643 

GMS-PL4 0.718 

GMS-PL5 0.681 

GMS-PL6 0.746 

GMS-PL7 0.58 

GMS-PL8 0.889 

GMS-PL9 0.857 

Green Promotion GMS-PROM1 0.763 0.887 0.531 

GMS-PROM2 0.807 

GMS-PROM3 0.664 

GMS-PROM4 0.787 

GMS-PROM5 0.724 

GMS-PROM6 0.682 

GMS-PROM7 0.657 

Economic 

Performance 

(ECP) 

ECP -2 0.914 0.814 0.545 

ECP -3 0.933 

ECP -4 0.52 

ECP -5 0.452 

Environmental 

Performance (EP) 

EP -1 0.777 0.869 0.533 

EP -2 0.833 

EP -3 0.558 

EP -4 0.886 

EP -5 0.727 

EP -6 

 

 

0.524 

Social 

Performance (SP) 

SP-1 0.584 0.9 0.606 

SP-2 0.87 

SP-3 0.865 

SP-4 0.879 

SP-5 0.702 

SP-6 0.721 
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Figure (4-14): Research Model PLS Path Modeling Estimation (Model-2). 

Table (4-10): Discriminant Validity (Using Fornell-Larcker criterion) 

(Model-2). 

  ECP EP Green 

Place 

Green 

Price 

Green 

Product 

Green 

Promotion 

SP 

 ECP 0.738             

 EP 0.268 0.73      

Green Place 0.411 0.509 0.733         

Green Price 0.418 0.235 0.523 0.751    

Green Product 0.33 0.513 0.553 0.428 0.71     

Green Promotion 0.531 0.238 0.647 0.461 0.513 0.729  

 SP 0.704 0.447 0.562 0.41 0.486 0.416 0.778 
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Table (4-11): Discriminant Validity- Heterotrait-Monotrait Ratio 

(HTMT) (Model-2). 

  ECP EP Green 

Place 

Green 

Price 

Green 

Product 

Green 

Promotion 

SP 

ECP               

EP 0.355       

Green Place 0.517 0.489           

Green Price 0.561 0.399 0.665     

Green Product 0.429 0.533 0.656 0.607       

Green Promotion 0.647 0.299 0.747 0.615 0.608   

 SP 0.835 0.52 0.661 0.524 0.563 0.479   

Table (4-12): Formative Construct Assessment (Model-2). 

Second-order 

construct 

First-order constructs T-Value VIF 

 

GMS 

Green Place 5.123 2.096 

Green Price 3.366 1.462 

Green Product 6.481 1.571 

Green Promotion 10.873 1.871 

The structural model was assessed as well, employing the same criteria 

used in the first model assessment, the R² Values were acceptable 

(0.29,0.26 and 0.39), the f² values were above 0.35, likewise, the Q² values 

were all above the accepted threshold. Gof value was 0.41which is large 

enough to be considered sufficient global PLS model validity, all the 

aforementioned values are listed in Table (4-13). 

The resulted T-values from bootstrapping are indicated in Figure (4-14), 

the P-values for all paths were approximately equal to zero as illustrated in 

Table (4-14) confirming the positive significant effect of GMS on the 

firm‟s economic, environmental and social performance and supporting 

(H5a, H5b, and H5c) hypotheses. 

 



106 

Table (4-13): R², Communality, and Redundancy (Model-2). 

Construct R 

Square 

R Square 

Adjusted 

Q² (=1-

SSE/SSO) 

f² 

ECP EP SP 

GMS     0.334 0.413 0.352 0.634 

Economic Performance 

(ECP) 

0.292 0.277 0.117    

Environmental 

Performance (EP) 

0.26 0.244 0.075       

Social Performance 

(SP) 

0.388 0.375 0.224       

Table (4-14): Model Fit Results (Model-2). 

Path HYP. (β) Standard 

Deviation 

(STDEV) 

T-value P 

Values 

Result 

GMS -> (ECP) H5a 0.541 0.118 4.574 0.00 Supported 

GMS -> (EP) H5b 0.510 0.141 3.625 0.00 Supported 

GMS -> (SP) H5c 0.623 0.09 6.933 0.00 Supported 
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Figure (4-15): Model Fit Employing PLS-Bootstrapping Procedure (Model-2). 
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Chapter Five 

Discussion and Conclusion 

5.1 Overview 

The results of analyzing the conceptual model are discussed in the first 

sections of this chapter, the hypotheses testing results are discussed as well, 

afterward, the theoretical implications of the research are drawn in the next 

section, meanwhile, study limitations and the expected future researches 

are presented in the following section. 

The research outcomes are finally epitomized in the conclusion section, and 

relying on the study findings a set of recommendations were developed and 

presented in this chapter 

5.2 Discussion of Results 

Given the importance of sustainability in today‟s marketplace, this study is 

an endeavor to empirically examine the consequences of internalizing the 

pro-environmentalism initiatives within the marketing department 

strategies. This study contributes to the literature is twofold: this research is 

focused on analyzing the impact of greening each of the GM mix 

components on the firm‟s 3BL of sustainable performance in the 

Palestinian food industry sectors, furthermore, by extending prior research 

on the effect of GMS on the organizational performance, this study is 

exploring the effect of all an encompassing GMS on the firms' 

sustainability performance, and under which situations the postulated 
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positive effect is strengthened, The analysis results draw a number of 

theoretical implications which are highlighted in the below sections. 

5.2.1 GM Status in Palestine 

This study is exploding to what extent Palestinian food industry firms 

utilizing environmental values within their marketing mix elements (the 

4P‟s). The demographic analysis results shows that most of the Palestinian 

food industry companies are in general SMEs, and they are mostly family-

owned business, decisions are made based on the business owner or the 

family members without pronounced guideline or systems those decisions 

effect all the firms strategic and technical activities including decisions 

related to sustainability. 

The analysis outcomes revealed that there are different levels of greenness 

among marketing mix components, and in individual marketing elements, 

greening the products program (including packaging and labeling) was the 

most employed by food industry firms, followed by Green Promotion and 

Green Place. The results also show that the least tactical and strategic 

efforts exerted by firms in greening are their Price program. 

Scanning the score means of the measurement items demonstrates that 

employing strategic activity such as using renewable energy sources for 

manufacturing the products, and tactical activities including modifying 

Product packaging and labeling decisions to emphasize the environmental 

benefits and using digital communication in promotions were the most 
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deployed environmental initiatives by Palestinian food industries. 

Meanwhile, activities related to green price and green place such as using 

specific environmental policy and specifications with firm‟s channel 

partner and within pricing policy were the least accommodated 

environmental initiatives by firms. The outcome denoted that greening 

marketing initiatives utilized by Palestinian food industries are modest and 

being performed randomly, without formulating a strict Environmental 

Management System (EMS) guide to follow. 

Drawing on the “ GMS matrix” devised by (Ginsberg and Bloom, 2004), to 

interpret the analysis results, most firms in the Palestinian food industries 

tend to apply quasi-green marketing by taking Lean or Defensive 

approaches as GMS, Lean green in which greenness is exhibited mostly in 

the Product production process, and the promotion element is added in the 

defensive green. Firms are tending to reduce their energy consumption 

through the production processes by using different means such as 

renewable energy to create a competitive cost, meanwhile, they do not 

promote their greening efforts to avoid holding high environmental 

responsibility. 

Thus, it can be concluded that firms exerted low effort in greening their 

marketing strategies and they employ precautionary actions to meet 

minimum environmental standards to comply with government 

environmental regulations or to avoid public crises. 
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Some internal capabilities such as constrained resources, and external 

conditions such as lack of government support, the limited number of green 

consumers, and the political instability can be the underlying reasons 

behind the firm's modest greening behaviors. 

5.2.2 GM Mix Components (the 4P’s) and the Firm’s (TBL) 

One of the fundamental focuses of this research is to cover the impact of 

greening each of the marketing elements on the firm's three pillars of 

sustainability. The study finding showed that each marketing mix 

components have a different influence on the firm‟s 3BL, more 

specifically, testing the proposed model pointed out that Green Product and 

Green distribution have a positive significant effect on the firm‟s EP 

(supporting H1b and H4b). This finding is coherent with previous research 

results advocating that using cleaner material and energy sources in 

production and transportation producing less pollution and help in 

protecting the environment (Polonsky and Rosenberger III, 2001; 

González-Benito and González-Benito, 2005; Fraj, Martínez and Matute, 

2011). 

Hence, ameliorating the production of products and packaging process in 

an eco-friendlier manner, and using cleaner and local distribution systems, 

can contribute significantly to reducing the generated pollution and waste.  

The study results also demonstrate a significant positive effect of Green 

Promotion on the firm‟s EcP (supporting H3a), furthermore, a positive 
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effect; albeit weak; is exerted by green price on the firm's EcP. This result 

is in agreement with (Leonidou, Katsikeas and Morgan, 2013) findings, 

which indicate that greening promotion and price programs enhance the 

firm‟s ROA performance. Simultaneously, neither greening the Product or 

distribution program have an impact on the firm‟s financial performance, 

the explanation for this might be the lower cost associated with greening 

soft marketing component “Promotion and Price”. Meanwhile, the cost 

accompanying the greening practices of hard marketing elements “Product 

and Place “are relatively high, activities such as the utilization of greener 

raw material or recycled material or employing vehicles that produce fewer 

pollutants are costly investments, and do not contribute to enforcing the 

firm‟s EcP in a short time. 

In sum, investing in greening the marketing elements generally is costly 

and hard to be offset in the short term, consequently, do not contribute 

notably to fostering the firm‟s financial status. 

However, the hard effort and the cost exerted in greening product and place 

component, it is appeared to be more appraised and impressed to the firm‟s 

customers and stakeholders. This might explain the significant positive 

correlation between Green Place (Supporting H4c) and the positive but 

weak effect between Green Product and the firm‟s SP. 

Another relevant conclusion that emerges from the result is that greening 

the price component has an insignificant influence on all of the firm‟s 

sustainable dimensions. The likely explanation is the fact that the green 
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price concept is not familiar among the Palestinian food manufacturing 

firms; most of the firms‟ tactical and strategic pricing decisions devised 

depending on other financial and strategic decisions, apart from the firm‟s 

green initiatives, whereas the firm‟s top managers major consideration is to 

set prices that are affordable to their consumers. 

5.2.3 GMS and the Firm’s (TBL) 

Another contribution of this study is assessing the impact of simultaneous 

greening the 4 P‟s strategic and tactical marketing activities on the firm‟s 

3BL of sustainability. The result of testing the hypotheses revealed that 

inhabiting tactical and strategic eco-friendly initiatives within the 

marketing department can contribute positively and significantly in 

enhancing the firm's economic, environmental and social performance 

(supporting H5a, H5b, and H5c). In another word, GMS (greening the 

4P‟s) improves the firm's sustainable performance in the food 

manufacturing firms in Palestine. The result is in line with previous studies' 

outcomes namely (Fraj, Martínez and Matute, 2011; Leonidou, Katsikeas 

and Morgan, 2013; Hasan and Azman, 2015; Papadas, Avlonitis and 

Carrigan, 2017).  

It is noteworthy that while individual green marketing component 

contributed to enhancing one or two dimensions of the firm‟s (3BL) or non 

as the case of green price, the finding implies that employing a holistic and 

synergistic orientation in greening marketing component can notably 
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reinforce the firm‟s three dimensions of sustainability. Three arguments 

might contribute to interpreting this result: 

 Firstly, by empirically testing the inter-correlation among GMO (which 

includes strategic green marketing, tactical green marketing, and 

internal green marketing). In their study, (Papadas, Avlonitis and 

Carrigan, 2017) advocated that integration of the strategic, tactical, and 

internal marketing decisions of any GM program is mandatory to 

implement effective GMS. Thus, wielding a holistic approach in 

greening marketing strategic and tactical initiatives can lead to 

improving the firm‟s marketing performance. 

 Secondly, the concept of GM is still unfamiliar in the Palestinian 

industries, the analysis finding demonstrated that there is no well-

defined policy or guide followed by Palestinian food industries in 

greening their marketing component. Their greening initiatives are 

unstructured and random, and they exerted no emphasis on greening all 

the aspects of a particular marketing component. This might explain the 

different correlation between unidimensional GMS elements and the 

TBL dimensions. 

 Thirdly, in their research, (Leonidou, Katsikeas and Morgan, 2013) 

concluded that each marketing element may have different performance 

outcomes and predictors despite the positive correlation among them, 

this argument is in parallel with this study outcome. 
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5.2.4 Choosing the Apt GMS  

According to (Ginsberg and Bloom, 2004) two important aspects should be 

taken into consideration to choose one of the four marketing strategies 

(lean, defensive, extreme and defensive), the first is how substantial the 

green consumers in the industry, the second aspect is to what extend the 

firm products can be differentiated on their green dimensions, depending 

on the answers of these two questions firms might select one of the four 

prementioned green strategies. 

Building on the analysis finding, adopting Extreme Green Strategy and 

greening the four marketing elements might be the right alternative to gain 

the best benefits of greening marketing programs and enhance the firms 

three pillars of sustainability, however, several external constraints such as 

the limited number of green consumers in the Palestinian market, the 

difficult to differentiate products in the local market based on the green 

dimension and the limited resources could compel how firms might stress 

greenness as differentiating strategy in their marketing. 

Consequently, Lean Green Strategy which is suitable for firms with low 

green market segments and low green differentiation capabilities, or 

Defensive Green Strategy which is appropriate for firms with high green 

market segment size and low green differentiation capabilities could be the 

adequate GMS to embrace by Palestinian food industry firms. 
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Notably, to nominate the most suitable GMS for the firm, each firm should 

use a comprehensive Strategy-Formulation analytical method by 

performing internal and external audits to identify and formulate the 

appropriate strategy that improves their competitiveness. 

5.3 Theoretical Implications 

Through modeling the intercorrelation between GMS and sustainability 

dimensions, the thesis presents three main theoretical implications. Firstly, 

modeling and empirically testing the impact of greening each marketing 

component (the 4P‟s) on the three dimensions of the firm‟s bottom line of 

sustainable performance (economical, environmental, and social). Previous 

literature has either focused on analyzing the impact of greening marketing 

elements on some aspects of a firm‟s financial or marketing performance or 

using unidimensional marketing components (Fraj, Martínez and Matute, 

2011; Leonidou, Katsikeas and Morgan, 2013). The results proposed that 

each green marketing program (green product, green promotion, green 

price, and green place) has a specific effect on three pillars of 

sustainability, accordingly, each marketing component can have different 

outcomes and predictors under changed circumstances. 

Secondly, by extending previous research on the role of GMS on the firm‟s 

3BL, the finding was in parallel with previous literature outcomes 

suggesting that greening marketing strategic, tactical, and internal activities 

can enhance their economic, environmental, and social performance. The 

result highlighted the significance of integrating the firm‟s strategic, 
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tactical, and internal efforts in greening marketing components to develop 

an effective marketing strategy that contributes to enforcing the firm's 

sustainability. 

Thirdly, the study shed light on the effort exerted by manufacturing firms 

in greening their marketing strategic and tactical decisions, bringing 

evidence from one of the developing countries, more specifically from the 

Palestinian food industries firms, where the sustainability and greening 

concepts are unexplored and need more investigation to uncover and 

examine. 

5.4 Conclusions 

The influence of GM on sustainable performance was discussed in much 

previous research, whereas the researchers investigated the impact of 

greening marketing strategy on some aspects of the firm‟s financial and 

marketing performance. This research aims to explore the dissimilar effect 

of each green marketing mix component on the firm‟s three pillars of 

sustainable performance.  

For this purpose, a new model was developed and empirically tested using 

data from food manufacturing firms in Palestine as one of the emerging 

developing countries, three fundamental disclosures were exposed in this 

study. Firstly, the effort exerted by Palestinian food firms in greening 

marketing strategies is modest, unstructured and so far, are not fully 

implemented. Most of the targeted firms adopted quasi-marketing strategies 
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by wielding lean or defensive approaches in their marketing strategies, 

focusing on greening Product and Promotion activities. The local market 

conditions and challenges such as the financial status, the limited number 

of green consumers, and the political instability are hindering the firms 

greening efforts and initiatives. 

Secondly, the results demonstrate the different outcome performance of 

greening the four-marketing elements on three pillars of sustainability 

(3BL), while both Green Product and Green Place manifesting a positive 

correlation with the firm‟s environmental performance. Only Green 

Promotion enhances the firm‟s economic performance, meanwhile, the 

firm‟s social performance is reinforced by greening marketing place 

element. Additionally, Green Price exerted no significant effect on the 

firm‟s sustainability dimensions, confirming the unfamiliarity of the 

concept within the Palestinian manufacturing firms. 

Finally, coherent with previous research findings, a positive significant 

effect was found between GMS and the firm's economic, environmental 

and social performance. In other terms, a holistic and integral GM strategy 

is playing a significant role in fostering firms‟ sustainable performance.  

In conclusion, effective green marketing is a holistic and synergistic 

orientation in greening the four marketing components (Product, Price, 

Place, and Promotion) at the strategic, tactical, and internal levels, initiated 

from the product design throughout the whole production process to the 
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after-usage services, in a manner that reinforces the firm's sustainable 

performance. 

Thus, firms must seize this opportunity and promote their green marketing 

activities to capture the utmost financial benefits, satisfy their customers 

and other stakeholders, and reduce their detrimental footprint on the 

environment.  

5.5 Recommendations 

Indeed, GM and sustainability are still emerging concepts in developing 

countries such as Palestine. Several financial, political, and behavior 

barriers hinder the development of effective GMS and constrained its 

contribution in fostering a firm's sustainable performance. Firms will not be 

adequate to bear the responsibility of sustainability without active support 

from the government and society. Thereby, innovative solutions are needed 

so that GMS can be implemented effectively. 

Undoubtedly, Greening marketing components is a costly and long-term 

investment, that makes top managers hesitate in upgrading their GMS. This 

study findings present strong evidence of the beneficial effects of GMS on 

the firm‟s economic, environmental and social performance. Thus, 

managers and marketers can be assured that wielding GM in their firms 

could positively improve their growth and stability in the market. 
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To gain the utmost benefit of GM, firms are obligated to restructure their 

internal business decisions in a greener manner and build an eco-friendly 

culture among employees not only in the marketing department but also 

amongst different firm‟s functional areas. Effective implementation of 

tactical and strategic activities relies upon support from the employees in 

the marketing department and other departments. For example, the 

successful development of Green Product depends on the dedication and 

commitment of the R&D employees not only on marketers. Thus, Adopting 

GMS goes beyond the selling and the promotion of the green product to 

involve other functional areas such as production, distribution channels, 

and administrative department. 

Firms are advised to invest in greening their promotion tools, not only to 

enhance their financial performance as indicated in the findings but also to 

improve consumers' awareness and gear their purchasing attitude towards 

more eco-friendly products, which in return could contribute to enhancing 

social normalizations of green products and services. 

Finally, firms are recommended to set out specific environmental Guides 

and specifications to organize their environmental activities by developing 

their own Environmental Management System EMS or adopting Global 

EMS such as ISO 14001. 
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5.6 Research Limitations and Future Researches 

This study has several limitations that provide ample possibilities for future 

researches lines. First, the study aims to investigate the impact of GMS on 

the firm‟s sustainable performance based on data from one of the 

developing countries (i.e., Palestine), where there is a scarcity of research 

tackling the greening and sustainability concepts, likewise, the concept of 

GM is not familiar for the targeted marketers and the firm‟s top 

management in the Palestinian manufacturing firms. 

Second, the data collected from a single type of manufacturing industry 

firm (Palestinian food industry), although, the targeted sample size was 

small due to the limited number of firms meeting the pre-established 

conditions. 

Given the fact that marketing components might have different outcomes 

and effects under different circumstances, retesting the proposed model in 

different social, environmental, economic, and political conditions, 

targeting other manufacturing sectors in other countries could help the 

generalization of the research conclusions and findings. 

Third, the study examines the effect of GMS from the firm‟s perspective. 

Future researches could investigate the impact of adopting GMS from the 

customers' perspective. The correlation between each green marketing 

element and the consumers' purchasing attitude might be examined, to 

determine the customers' respondence to greening each marketing 
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component, and how GMS can shift the consumers buying attitude and 

behaviors toward environmental products. 

Fourth, the stockholder theory and the RBV theory were the underpinned 

theories in developing the conceptual model. Future research might 

investigate how variables such as stakeholder pressures and slack resources 

might moderate the relationship between green marketing 4Ps and 

sustainability dimensions. (Leonidou, Katsikeas and Morgan, 2013) in their 

literature provide theoretical evidence that slack resources and top 

management risk aversion are important antecedents of GMS. 

Lastly, this thesis followed the quantitative research approach; conducting 

a mixed-research (using both quantitative and qualitative data) is 

recommended in future research to enrich the findings. 
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Appendices 

Appendix (A) 

Assessing the Impact of Green Marketing Practices on Organizational 

Sustainable Performance in Palestinian Food Industries 

Dear Participant, 

This research aims to investigate the impact of adopting a green marketing 

strategy by food industry firms in the west bank, on organizational 

sustainable performance. This questionnaire is encompassing three parts: 

The first part is covering the firm‟s general information, the second part is 

intended to gather data about the firm's green marketing practices, while 

the last part is formulated to assess the impact of environmental marketing 

practices on the firm‟s sustainable performance. 

This Questionnaire should take about 10-15 minutes to complete, please 

note that your responses will remain confidential and anonymous, and the 

collected data will only be used for academic research. 

Your participation in answering this survey is appreciated. 

Best Regards. 

Researcher: Ala’ Braik 

Engineering Management/An Najah National University 

alabraik@gmail.com 

 

mailto:alabraik@gmail.com
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Questionnaire 

Part 1: General Information 

Please answer the following question by placing (X) in the appropriate box: 

1. Gender                     Male                 Female  

 

2. Your position in the organization: 

           General manager 

           Marketing Manager 

           Sales Manager 

           R&D Manager 

           Other 

3. Your education degree: 

Diploma or below 

Bachelor 

Graduate studies (Master‟ degree or higher) 

4. How many years have your organization been working in the 

Palestinian market? 

Less than 5 years 

From 6 and less than 10 years 

From 10 and less than 15 years 

From 15 and less than 20 years 

More than 20 years 

5. How many years have you been working with your organization? 

Less than 2 years 

From 2-5 years 

From 5-10 years 
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More than 10 years 

6. Location: 

Nablus                 Ramallah               Hebron         Jenin       Tukaram    

Bethlehem           Qalqilya          Jericho 

 Jerusalem                           other ---------------------- 

 

7.  Number of employees in your firm: 

From 1 to 10  

From 11 to 49 

From 50 to 249 

More than 250 

8. Your firm Food industry subsector: 

Meat products industry 

Processing and canning fruits and vegetables 

Industry, vegetable oils and fats 

Milk & Dairy Product 

Industry wheat flour & cereal products 

Sugars and sweets 

Pasta and noodles 

Soft drinks and non-carbonated 

Other food products 

9. Does your firm export products to external markets? 

Yes                           No 

10. Which of the following is considered your firms targeted markets? 

Local Market 

Regional Markets 

International Market 

Others 
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11. Does your firm's possess Quality certifications? 

Yes                       No 

If the answer is yes, please   

Specify…………………………………………… 

12. Your firm market share in the local market: 

1%-10% 

11%-15% 

16%-20% 

21%-25% 

More than 25% 

Part 2: Green marketing strategies practices 

To assess the GM practices employed by the Palestinian food industry, 

please indicate the level your organization engages in the following 

marketing practices (5-point scale anchored by “strongly disagree” and 

“strongly agree”). 

 Green Marketing Practices Level 

1 2 3 4 5 

 

Green Product 

Strongly 

disagree 

Disagree Undecided Agree Strongly 

Agree 

Q.1 We are choosing the 

contents, ingredients, and 

raw materials of our 

products in order to be 

environmentally friendly 

     

Q.2 We are using recycled or 

reusable materials in our 

products 

     

Q.3 We are using the recycling 

content of our packaging. 

     

Q.4 We invest in R&D programs 

in order to create 

environmentally friendly 

products. 

     

Q.5 Our firm is engaged in 

developing products and 

processes that minimize 

environmental impact 

     

Q.6 We make efforts to use 

renewable energy sources 

for the manufacturing of our 

product. 
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Q.7 We invest in low-carbon 

technologies for our 

production processes 

     

Q.8 We tend to modify our 

packaging and labeling 

decisions to emphasize any 

environmental benefits. 

     

Green Price 

Q.1 Our firm Consider 

environmental aspects 

within price policy 

     

Q.2 We build the environmental 

benefits and/or costs into the 

product price. 

     

Q.3 We employ pricing tactics 

(e.g., rebates, discounts) to 

encourage environmental 

actions (e.g., reusing, 

recycling) by end-users 

     

Q.4 We charge higher prices for 

environmentally friendlier 

versions of our products 

     

Q.5 We absorb the extra cost of 

an environmental product 

     

Green Promotion 

Q.1 We Employ green 

arguments in advertising and 

promotions 

     

Q.2 Our firm Using eco-labels or 

environmental certification 

     

Q.3 Our firm Sponsor or 

patronage environmental 

groups or events 

     

Q.4 We emphasize the 

environmental aspects of our 

products in our 

advertisements 

     

Q.5 We highlight our 

commitment to 

environmental preservation 

in our corporate 

advertisements 

     

Q.6 We encourage the use of e-

commerce because it is more 

eco-friendly. 

     

Q.7 We make efforts to reduce 

any negative impact of our 

marketing promotions on the 

natural environment e.g., 

using digital communication 

methods for promoting our 

products because it is more 

eco-friendly.  
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Green Place 

Q.1 We team up with our 

channel members to develop 

appropriate products and 

packaging after-use 

arrangements. 

     

Q.2 We cooperate with our 

channel members to make 

joint commitments to 

environmental protection 

     

Q.3 We cooperate with our 

suppliers and distributors to 

develop environmentally 

friendly marketing programs 

     

Q.4 We encourage our suppliers 

and distributors to embrace 

& reflect environmental 

responsibility and 

responsiveness in their 

activities 

     

Q.5 We set out clear directives 

and specifications for 

environmental 

responsibilities and monitor 

our channel members‟ 

responses 

     

Q.6 We make an effort to select 

cleaner transportation 

systems 

     

Q.7 We use recycled or reusable 

containers in logistics 

     

Q.8 We use environmental 

considerations in 

distribution and reverse 

logistics systems 

     

Q.9 We use a specific 

environmental policy for 

selecting our partners. 
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Part 3: Organization Sustainability Performance 

To assess sustainability performance for the Palestinian food industry, 

please indicate to how extend your organization performance has 

developed after commitment to environmental practices (5-point scale 

anchored by “Very Badly” and “Excellent”). 

 Triple Bottom Line Performance 

(TBL) 

Level 

1 2 3 4 5 

Economic Performance Very 

Badly 

Badly Neutral Good Excellent 

Q.1 Enhancing Production efficiency      

Q.2 Enhancing sale volume      

Q.3 Enhancing the Market share of the firm.      

Q.4 Enhancing the profit rate due to reducing 

energy and material consumption 

     

Q.5 Enhancing Return on Assets (ROA)      

 Environmental Performance 

Q.1 Reduction of air emission      

Q.2 Reduction of hazardous material      

Q.3 Less consumption of energy      

Q.4 Partnership with green organizations and 

suppliers 

     

Q.5 Use of environmentally friendly material      

Q.6 Increasing the use of recycled material 

and reduce the waste 

     

 Social Performance 

Q.1 Enhance Corporate reputation      

Q.2 Alignment between the firm‟s offer and 

market expectations 

     

Q.3 Enhance Corporate and brand image      

Q.4 Enhance Customer satisfaction and 

loyalty 

     

Q.5 Reduce Negative Publicity      

Q.6 Zero customer complaints or returns      

 

Thank you for your Cooperation. 
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Appendix (B) 

Assessing the Impact of Green Marketing Practices on Organizational 

Sustainable Performance in Palestinian Food Industries 

انًسخذاو فٙ انصُبػبث  انًؤسسٙ حمٛٛى أرز انًًبرسبث انخضزاء فٙ انخسٕٚك ػهٗ الأداء

 انغذائٛت انفهسطُٛٛت

 ػض٠ضٞ اٌّشبسن/ اٌّشبسوخ،،

 رؾ١ٗ ط١جٗ ٚثؼذ،،،

٠ٙذف ٘زا الاعزج١بْ اٌٝ دساعخ أصش رجٕٟ اٌششوبد اٌغزائ١خ اٌفٍغط١ٕ١خ ِّبسعبد اٌزغ٠ٛك الأخضش 

وبد )اٌج١ئٟ ٚالالزظبدٞ ٚالاعزّبػٟ( ،ؽ١ش ع١زُ اعزخذاَ اٌج١بٔبد اٌزٟ ػٍٝ الأداء اٌّغزذاَ ٌٍشش

رضٚدٔب ثٙب ثٙذف اٌجؾش اٌؼٍّٟ ٚرٌه اعزىّبلاً ٌّزطٍجبد اٌؾظٛي ػٍٝ دسعخ اٌّبعغز١ش فٟ 

 . الإداسح إٌٙذع١خ

دل١مخ لإرّبِٗ ، ٠شعٝ لشاءح فمشاد الاعزج١بْ ثزّؼٓ ٚدلخ  15-10٘زا اٌزم١١ُ ٠غزغشق ِٕه ِٓ 

ٚضغ الإعبثخ إٌّبعجخ ثّٛضٛػ١خ ٚؽ١بد، ِغ اٌؼٍُ ثأْ وً اٌّؼٍِٛبد اٌّمذِخ عزؾُظٝ ثبٌؼٕب٠خ ،ٚ

 .ٚالائزّبْ

 .ِغ خبٌض الاِزٕبْ ٚثبٌغ اٌزمذ٠ش ٌزغبٚثىُ ٚإعٙبِىُ فٟ إٔغبص ٘زا اٌجؾش اٌؼٍّٟ

 انببحزّ :اٜء بزٚك

/الأدارِ انُٓذسّٛجبيؼت انُجبح انٕطُّٛ  

alabraik@gmail.com 

0599748089 

 

mailto:alabraik@gmail.com
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 يٕضٕع ٔاْذاف انبحذ:

خلاي اٌمشْ  خاٌظٕبػ١ حػٓ اٌضٛس خإٌبرغ خأْ اٌزغ١١ش اٌّزغبسع اٌؾبطً ٌٍج١ئخ ٚا٢صبس اٌج١ئ١خ اٌغٍج١

ِٓ أُ٘ ِغبػٟ لطبع الأػّبي ٚاٌششوبد  خعزذاِاٌؾبٌٟ ،عؼٍذ ِٓ رجٕٟ اٌّّبسعبد اٌخضشاء ٚالإ

ثذِظ اٌّّبسعبد  خلبِذ اٌؼذ٠ذ ِٓ اٌششوبد اٌظٕبػ١ ٌزٌه .خثؾّب٠خ اٌج١ئ خٌٍّغبّ٘ خاٌظٕبػ١

ٚاٌجؾش ٚاٌزط٠ٛش ٚغ١ش٘ب. ٚثّب  خِضً اٌزظ١ٕغ ،اٌّٛاسد اٌجشش٠ خاٌّخزٍف خداس٠لغبَ الإاٌج١ئ١ٗ فٟ الأ

ِغ  فٟ اٌششوبد ٚاٌزٟ رشىً عغش ٌشثظ اٌششوبد خاٌشئ١غ١ خداس٠لغبَ الإْ اٌزغ٠ٛك ٚاؽذ ِٓ الأأ

 خْ دِظ اٌّّبسعبد اٌج١ئ١ئٚرط٠ٛش ِٕزغبد ٚخذِبد رٍجٟ طٍجبرُٙ، ف صثبئٕٙب ٚاوزشبف سغجبرُٙ

٠غبُ٘ فٟ  ((Green Marketingٚ ِب٠ؼشف ثبٌزغ٠ٛك الاخضش أ خاٌزغ٠ٛم١ خٔشطثبٌؼ١ٍّبد ٚالأ

ٌٍششوبد وّب ٠ٚغبُ٘ فٟ رذػ١ُ الاداء  خرٕبفغ١ حٚ رؾم١ك ١ِض صثبئٕٙبِٓ  خلش٠ج خعؼً اٌششو

 ٌّغزذاَ ٌٍششوبد.ا

 خٚاٌذٚي إٌب١ِ خفٟ اٌذٚي اٌّزمذِ خوضش اٌّظبدس ِغبّ٘خ فٟ رٍٛس اٌج١ئأْ اٌمطبع اٌظٕبػٟ ِٓ إ

فٟ فٍغط١ٓ  خرشىً اٌغضء الاوجش ِٓ اٌششوبد اٌظٕبػ١ خْ اٌظٕبػبد اٌغزائ١أػٍٝ ؽذ عٛاء، ٚثّب 

فٙ فهسطٍٛ  انغذائٛت انصُبػٛتحمٛٛى يذٖ حأرٛز حبُٙ انشزكبث ْ ٘زٖ اٌذساعخ رٙذف اٌٝ ئف

 داء انبٛئٙ،داء انًسخذاو نهشزكبث )الأبرسبث انخضزاء فٙ اسخزاحٛجٛبث انخسٕٚك ػهٗ الأًنهً

 (.جخًبػٙالاداء الأٔ لخصبد٘الاداء الأ

 لسبو ػهٗ انُحٕ انخبنٙ:أُٚمسى الاسخبٛبٌ انخبنٙ انٗ رلاد 

 .خٌغزائ١ا خاٌظٕبػ١ اٌششوخػٓ  خ٠ٙذف اٌٝ عّغ ِؼٍِٛبد ػبِ انمسى الأل:

 خاٌج١ئ١ دٌٍّّبسعب خاٌفٍغط١ٕ١ خاٌغزائ١ خ٠ٙذف اٌٝ رم١١ُ ِذٜ رجٕٝ اٌششوبد اٌظٕبػ١ انمسى انزبَٙ:

 فٟ اعزشار١غ١بد اٌزغ٠ٛك.

٠ٙذف اٌٝ رم١١ُ رأص١ش رجٕٟ ِّبسعبد اٌزغ٠ٛك الاخضش ػٍٝ الاداء اٌّغزذاَ ٌٍششوبد  انمسى انزبنذ:

 ( عزّبػٟلاٚا لزظبدٞالاداء اٌج١ئٟ، )الأ خاٌغزائ١



151 

 انمسى الأل: يؼهٕيبث ػبيت

 ( فٙ انًكبٌ انًُبسب:(X ةبٕضغ اشبر تػهٗ الاسئهت انخبنٛ تٚزجٗ الاجبب

 روش                أضٝ           انجُس: .1

انؼًز  .2

 )ببنسُٕاث(:

 فبوضش 55         45-54         35-44         25-34      

 انًسًٗ انٕظٛفٙ: .3

 

 ِذ٠ش ػبَ      

 ِذ٠ش ٌٍزغ٠ٛك      

 ِذ٠ش ٌٍّج١ؼبد     

 ِذ٠ش اٌجؾش ٚاٌزط٠ٛش     

 غ١ش رٌه )٠شعٝ اٌزؾذ٠ذ(:________________________________     

ػذد سُٕاث  .4

 انخبزة فٙ انًجبل 

اٌٝ الً ِٓ  5عٕٛاد         ِٓ  5الً ِٓ عٕز١ٓ         ِٓ عٕز١ٓ اٌٝ الً       

 ادع10ٕٛ

 عٕٛاد    10اوضش ِٓ       

 دثٍَٛ فبلً           ثىبٌٛس٠ٛط             دساعبد ػ١ٍب )ِبعغز١ش فبوضش(       انخحصٛم انؼهًٙ: .5

ػذد انسُٕاث انخٙ  6

حؼًم بٓب انشزكت 

فٙ يجبل 

انصُبػبث انغذائٛت 

يُذ حبرٚخ 

 حبسٛسٓب؟

 عٕٛاد  5لً ِٓ أ       

 عٕٛاد  10ِٓ  اٌٝ الً 6ِٓ         

 عٕٛاد 15اٌٝ الً ِٓ  10ِٓ        

 عٕٛاد 20اٌٝ الً ِٓ  15ِٓ        

 عٕٛاد    20وضش ِٓ أ        

يب ْٕ حصُٛف  .7

 شزكخكى؟

 فشد٠خششوخ      

 ششوخ ٚالغ )ِؾبطخ(      

 ششوخ ػبد٠خ ػبِخ      

 ششوخ ػبد٠خ ِؾذٚدح     

 ششوخ ِغبّ٘خ خظٛط١خ     

 ششوخ ِغبّ٘خ ػبِخ ِؾذٚدح     

 عّؼ١خ رؼب١ٔٚخ       

 ١٘ئخ اٚ عّؼ١خ خ١ش٠خ     

 فشع ششوخ اعٕج١خ     

ػذد انؼبيهٍٛ فٙ  .8

 انشزكت؟

  10اٌٝ  1ِٓ         

 49اٌٝ  11ِٓ         

 249اٌٝ  50ِٓ         

    250وضش ِٓ أ        

انمطبع انفزػٙ  .9

يٍ انصُبػبث 

حؼًم انغذائٛت انخٙ 

 بّ شزكخكى؟

 ِٕزغبد اٌٍؾَٛ ٚاٌذٚاعٓ      

 رؼجئخ ٚرفش٠ض ٚرخ١ًٍ اٌخضبس ٚاٌفٛاوٗ      

 اٌض٠ٛد ٚاٌذْ٘ٛ       

 الاٌجبْ ِٚشزمبرٙب      

 اٌؾجٛة ِٚشزمبرٙب ٚإٌش٠ٛبد       

 اٌّخبثض ٚاٌّؼغٕبد     

 اٌغىبوش ٚاٌؾ٠ٍٛبد ٚاٌشٛوٛلارخ        

 ٖ اٌّؼذ١ٔخاٌّششٚثبد ٚا١ٌّب    
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 ِٕزغبد اٌّؼىشٚٔخ ٚإٌّزغبد اٌضساػ١خ ٚاٌزّٛس     

 ِٕزغبد الاػلاف     

 غ١ش٘ب ِٓ إٌّزغبد )ؽذد٘ب سعبء(:__________________________     

 ٔبثٍظ        ساَ الله       اٌخ١ًٍ        ع١ٕٓ        طٌٛىشَ        اٌمذط      يٕلغ انشزكت؟ .10

 اس٠ؾب      لٍم١ٍ١ٗ      ث١ذ ٌؾُ        عٍف١ذ       

 غ١ش رٌه )ؽذد٘ب سعبء(:_________________________     

ً٘ رظذس  .11

ششوزىُ ِٕزغبرٙب 

 خبسط فٍغط١ٓ؟

 ٔؼُ           لا     

اٞ ِٓ اٌزب١ٌخ  .12

رؼزجش اعٛاق 

 ٌّٕزغبرىُ؟

 اٌغٛق اٌفٍغط١ٕٟ اٌّؾٍٟ      

 ل١ٍّٟاٌغٛق الا      

 اٌغٛق اٌؼب١ٌّخ     

 48ِٕبطك اي      

 غ١ش رٌه )ؽذد٘ب سعبء(:________________________________     

ً٘ رّزٍه ششوزىُ  .13

اٞ شٙبداد )ِضً 

شٙبداد اٌغٛدح 

 ٚغ١ش٘ب(؟

 لا      

 ٔؼُ       

 ارا وبْ اٌغٛاة ٔؼُ، ٠شعٝ رؾذ٠ذ٘ب:

 

 

ً٘ شبسوذ اٚ  14.

اعزفبدد ششوزىُ 

 اٌّشبس٠غ  ِٓ

إٌّفزح ِٓ  خاٌج١ئ١

ارؾبد اٌظٕبػبد 

 اٌّخزٍفخ

 ٔؼُ   

 

 لا   

ٚزجٗ حمذٚز حصت   15.

يُخجبحكى انسٕلٛت 

فٙ انسٕق انًحهٙ 

 انفهسطُٛٙ؟

     1%-10% 

     11%-15% 

     16%-20% 

     21%-25% 

 %25اوضش ِٓ      
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 :تاء انًخبؼت يٍ لبم انشزكانمسى انزبَٙ: نخمٛٛى يًبرسبث انخسٕٚك انخضز

 
: خٌىً ِٓ اٌّّبساعبد اٌٛاسدٖ ثبٌؼجبساد اٌزب١ٌ خ٠شعٝ رم١١ُ ِذٜ رطج١ك اٌششو  

 
 يًبرسبث انخسٕٚك الاخضز

أافك 

 بشذة

اػبرض  اػبرض لا اػهى أافك 

 بشذة

 انذرجت 

 انًُخج الاخضز

 ٚاٌّىٛٔبد اٌّغزخذِٗ خثبخز١بس اٌّٛاد الأ١ٌٚ خرمَٛ اٌششو     

 .خإٌّزغبد ثؾ١ش رىْٛ طذ٠مخ ٌٍج١ئ خطٕبػفٟ 

1-  

 خثبعزخذاَ اٌّٛاد اٌّؼبد رذ٠ٚش٘ب فٟ طٕبػ خرمَٛ اٌششو     

 إٌّزغبد ٚاٌزٟ رغّؼ اٌمٛا١ٔٓ ٚاٌّؼب١٠ش  ثئعزخذاِٙب.

2- 

ثبعزخذاَ اٌّٛاد اٌّؼبد رذ٠ٚش٘ب فٟ رغ١ٍف خ رمَٛ اٌششو     

 زخذاِٙب.إٌّزغبد ٚاٌزٟ رغّؼ اٌمٛا١ٔٓ ٚاٌّؼب١٠ش  ثئع

3-  

ثبلاعزضّبس فٟ ثشاِظ اٌجؾش ٚاٌزط٠ٛش ٌخٍك  خرمَٛ اٌششو     

 .خٌٍج١ئ خِٕزغبد طذ٠م

4-  

ِٕزغبد ٚػ١ٍّبد أزبط ٌزؾغ١ٓ ش ثزط٠ٛ خرغبُ٘ اٌششو     

 الاداء اٌج١ئٟ.

5-  

 خِزغذدح فٟ ػ١ٍّ خٔؾشص ػٍٝ اعزخذاَ ِظبدس طبل     

 رظ١ٕغ ِٕزغبرٕب.

6-  

-7 فٟ ػ١ٍّبد الأزبط. خٌٍج١ئ خاٌظذ٠م ٛع١بٔغزضّش ثبٌزىٌٕٛ       

 خفٟ ع١ّغ اٌمشاساد اٌّزؼٍم خٔمَٛ ثأخذ الاػزجبساد اٌج١ئ١     

 ثزغ١ٍف ٍِٚظمبد إٌّزغبد.

-8 

 انخسؼٛز الأخضز

 1- ػٕذ ٚضغ ع١بعبد اٌزغؼ١ش. خ٠زُ اخز الاػزجبساد اٌج١ئ١     

إٌّزظ  ػٍٝ عؼش خالاضبف١ خ٠زُ اضبفخ اٌزىب١ٌف اٌج١ئ١     

 الاطٍٟ.

 

-2 

ثبعزخذاَ أعب١ٌت فٟ اٌزغؼ١ش )ِضً اٌزخف١ض  خرمَٛ اٌششو     

ٚاٌخظُ( ٌزؾغ١ٓ الأداء اٌج١ئٟ ٌذٜ اٌضثبئٓ ٚاٌّغزٍٙى١ٓ 

)ِضً اٌخظُ ػٕذ اػبدح اعزخذاَ إٌّزغبد اٚ أػبدح 

 اٌزذ٠ٚش(

-3 

اػٍٝ ِٓ خ اعؼبس الاطذاساد ِٓ إٌّزغبد اٌظذ٠مخ ٌٍج١ئ     

 .خٕزغبد اٌّّبصٍاعؼبس اٌّ

-4 

 ٌٍّٕزظ اٌج١ئٟ. خالاضبف١ خاٌزىٍف خرغزٛػت اٌششو     

 

-5 

 انخزٔٚج الاخضز

اٌزش٠ٚظ  خثبعزخذاَ إٌمبػ اٌج١ئٟ فٟ ػ١ٍّ خرمَٛ اٌششو     

 ٕزغبدٌٍّ خٚاٌذػب٠

-1 

 خثبعزخذاَ اٌٍّظمبد ٚاٌشٙبداد اٌج١ئ١ خرمَٛ اٌششو     

 ٌٍّٕزغبد .

-2 

 3- خ.الاؽذاس ٚاٌّجبدساد اٌج١ئ١ خثشػب٠ خرمَٛ اٌششو     

 خٌٍّٕزغبد خلاي ػ١ٍّ خ٠زُ اٌزشو١ض ػٍٝ اٌغٛأت اٌج١ئ١     

 اٌزش٠ٚظ ٚالاػلاْ.

-4 

 خاٌٝ ِذٜ اٌزضاِٙب ثؾّب٠ خفٟ اػلأبد اٌششو ح٠زُ الاشبس     

 .خٚرؾغ١ٓ اٌج١ئ

-5 

ٌّغبّ٘زٙب فٟ  خالاٌىزش١ٔٚح رذػُ اٌششوٗ اعزخذاَ اٌزغبس     

 .خب٠خ اٌج١ئؽّ

 

 

-6 
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 خرجزي اٌششوخ عٙذ٘ب ٌزم١ًٍ اٌزأص١ش اٌغٍجٟ ػٍٝ اٌج١ئ     

ٌّّبسعبد اٌذػب٠ٗ ٚاٌزش٠ٚظ ٌٍّٕزغبد )ِضً اعزخذاَ 

 .طشق الارظبي اٌشلّٟ ٌٍزش٠ٚظ ٌٍّٕزغبد(

7-  

 انخٕسٚغ الاخضز

ٌزط٠ٛش ارفبل١بد  خٔمَٛ ثبٌزؼبْٚ ِغ اٌغٙبد اٌّخزٍف     

 ثؼذ الاعزخذاَ. خاٌزؼجئلاػبدح إٌّزغبد ِٚٛاد 

-1 

 2- .خاٌج١ئ خٍٔزضَ ِغ وبفٗ اٌغٙبد اٌزٟ ٔؼًّ ِؼٙب ثؾّب٠     

ِغ  خٔؼًّ ػٍٝ رط٠ٛش ثشاِظ رغ٠ٛك طذ٠مخ ٌٍج١ئ     

 ِٛسد٠ٕب ِٚظذس٠ٕب.

-3 

ِّٚبسعبد  خٔشغغ ِٛسد٠ٕب ِٚٛصػ١ٕب ػٍٝ رجٕٟ أشط     

 .خاٌج١ئ خثبٌّغؤ١ٌٚ رؼىظ اٌزضاُِٙ

-4 

ٚششٚط ػبِٗ ِزؼٍمٗ ثبلاٌزضاَ اٌج١ئٟ  ِٛاطفبدٚضؼٕب      

اٌزٟ ٔزؼبًِ ِؼٙب  خاٌّخزٍف ِذٜ اٌزضاَ الاطشاف ٚٔشالت

 ثٙزٖ اٌششٚط.

-5 

 6- .خٔمً طذ٠مٗ ٌٍج١ئ خأظّ ٔجزي عٙذ لاخز١بس     

ٔغزخذَ ؽب٠ٚبد ِؼبد رذ٠ٚش٘ب أٚ لبثٍخ لإػبدح الاعزخذاَ      

 فٟ ِغبي اٌخذِبد اٌٍٛعغز١خ.

-7 

فٟ اٌزٛص٠غ ٚاٌزٛص٠غ خ اٌج١ئ١ رأخز ثبلاػزجبساٌششٚط     

 اٌؼىغٟ ٌٍّٕزغبد.

-8 

 خاٌزٟ ع١زُ اٌزؼبًِ ِؼٙب ؽغت ع١بع ٠زُ اخز١بس الاطشاف     

 ِؼزّذح. خث١ئ١

-9 
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 تنهشزك انًسخذاو اٜداء  حمٛٛى انمسى انزبنذ:

 خلاٌزضاَ اٌششو خشوٗ ٔز١غداء اٌج١ئٟ ٚالالزظبدٞ ٚاٌّغزّؼٟ ٌٍشاٌٝ ِذٜ رطٛس الأ ح٠شعٝ الاشبس

 فٟ اٌزغ٠ٛك خثبٌّّبسعبد اٌج١ئ١

تاٜداء انًسخذاو نهشزك درجت يذٖ انخطٕر  

 اٜداء الالخصبد٘ ضؼٛف جذا   ضؼٛف رببج جٛذ يًخبس

رؼض٠ض وفبءح الإٔزبط )ِٓ خلاي الاعزٙلان الافضً      

 ٌٍّٛاسد ٚرم١ًٍ اٌٙذس(

1-  

-2 ص٠بدح ؽغُ اٌّج١ؼبد       

خٌٍششو خ٠ض اٌؾظض اٌغٛل١رؼض       3-  

 خٌزم١ًٍ اعزٙلان اٌطبل خِؼذي الاسثبػ ٔز١غ حص٠بد     

 ٚاٌّٛاد

4-  

ثبٌؼبئذاد ػٍٝ الاطٛي حاٌض٠بد       5-  

 اٜداء انبٛئٙ

خٌٍج١ئ شحرم١ًٍ أجؼبصبد اٌغبصاد اٌّض       1-  

خٌٍج١ئ حرم١ًٍ أزبط اٌّٛاد اٌخطشح اٌّضش       2-  

خاٌطبل خفض اعزٙلان       3-  

خٌٍج١ئ خاٌششاوٗ ِغ اٌّٛسد٠ٓ ٚاٌغٙبد اٌظذ٠م       4-  

خٌٍج١ئ خاعزخذاَ ِٛاد طذ٠م       5-  

اعزخذاَ اٌّٛاد اٌّؼبد رذ٠ٚش٘ب حرم١ًٍ إٌفب٠بد ٚص٠بد       6-  

 اٜداء انًجخًؼٙ

خرؾغٓ عّؼخ اٌششو       1-  

خرؾم١ك اٌزٛافك ث١ٓ رٛلؼبد اٌغٛق ٚاداء اٌششو       2-  

خاٌزغبس٠ خاٌؼلاِ حرؾغ١ٓ طٛس       3-  

-4 رؾغ١ٓ سضب ٚٚلاء اٌّغزٍٙى١ٓ       

رم١ًٍ اٌذػب٠خ اٌغٍج١خ إٌبرغخ ػٓ اٌّّبسعبد اٌّضشٖ      

 ثبٌج١ئٗ

5-  

-6 رم١ًٍ شىبٜٚ اٌّغزٍٙى١ٓ ٚأػبدح إٌّزغبد       

 

خزٖ حٕدٌٔ اضبفخٓب:أيلاحظبث   

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

__________________________________________________________________ 

نٕلخكى ٔحؼبَٔكى شكزا    



 جامعة الظجاح الهطظية
 كمية الدراسات العميا

 
 

 

 

تقييم تأثير الططارسات الخضراء في التدهيق عمى الأداء 
 الطدتدام في الصظاعات الغذائية الفمدطيظيةالطؤسدي 

 
 

 

 إعداد
 الآء الطاف بريك

 
 

 إشراف
 د. يحيى صالح

 

 

 

دارة لا برنامج لطتطمبات الحصهل عمى درجة الطاجدتير في إستكطالا  الأطروحةقدمت هذه 
 .فمدطين –نابمس  ،في جامعة الظجاح الهطظية ،دراسات العمياكمية المن  ،الهظدسية

2021 



 ب 

في الصظاعات  ؤسدي الطدتدامتقييم تأثير الططارسات الخضراء في التدهيق عمى الأداء الط
 الغذائية الفمدطيظية

 إعداد
 الآء الطاف بريك

 إشراف
 د. يحيى صالح

 الطمخص

خلالَّالقخنََّّةالرشاعيَّةعؼَّالثؽرََّّةالشاتجَّةبيئيةَّالدمبيالتغييخَّالستدارعَّالحاصلَّلمبيئةَّوالآثارَّالَّن َّإ
عسالَّوالذخكاتَّىػَّمداعيَّقطاعَّال َّمؼَّأ ََّّةالحاليَّ،جعمتَّمؼَّتبشيَّالسسارساتَّالخزخاءَّوالاستجام

َّالبيئَّةلمسداىسَّةالرشاعي َّالرشاعيَّلحلغَّ.ةبحساية َّالذخكات َّمؼ َّالعجيج َّالسسارساتََّّةقامت بجمج
والبحثَّوالتطؽيخَّوغيخىا.َّوبساََّّة،السؽاردَّالبذخي،َّالترشيعَّ:مثلَّةختمفالسَّةداريقدامَّالإفيَّال ََّّةالبيئي

لخبطَّالذخكاتَّمعََّّخاًَّوالتيَّتذكلَّجدَّ،فيَّالذخكاتَّةالخئيديَّةداريقدامَّالإواحجاًَّمؼَّالالتدؽيقََّّن َّأ
َّرغباتيػَّ،زبائشيا َّفَّواكتذاف َّطمباتيػ، َّتمبي َّوخجمات َّمشتجات َّالبيئيَّن َّإوتطؽيخ َّالسسارسات َّةدمج

َّوال َّبالعسميا ََّّةالتدؽيقيَّةنذطت َّال َّي ََّّماأ و َّبالتدؽيق َّعخف بخزََّّ((Green Marketingخزخ
عمىََّّةالدمبيَّمسارساتياَّثارآويقملَّمؼََّّزبائشيامؼََّّةقخيبَّةسشيجَّتدؽيقيَّيداىػَّفيَّجعلَّالذخكك

َّ.ةىجافياَّالخبحيأ َّ،َّكساَّيداىػَّفيَّتحقيقَّةالبيئ

َّ َّمؼ َّالخغػ َّال َّأ َّعمى َّمؼ َّالعجيج َّىشاك َّتشاولن َّالتي َّالبحاث َّالتدؽيق َّوآثارَّت ََّّهخزخ داءَّأ عمى
َّأن َّالذخكات،َّ َّ(4P‟s)ثخَّالسديجَّالتدؽيقيَّالخزخَّأبحاثَّالتيَّتشاولتَّمؼَّالَّاًَّمحجودَّاًَّعجدَّإلاا

 التخويجَّ،(Green Priceخزخ)الدعخَّالَّ،(Green Productخزخَّ)السشتجَّال؛َّوالتيَّتذسل
َّ)ال َّ التؽزيعَّ،(Green Promotionخزخ)ال َّال َّ(Green Placeخزخ َّعمى َّالسدتجامَّد، اء

َّ.ةجتساعي(َّخاصةَّفيَّالجولَّالشاميداءَّالإَِّقتراديَّوال َّداءَّالِإَّال َّ،َّداءَّالبيئيلمذخكاتَّ)ال َّ

َّ



 ج 

ةَّوالجولَّالشاميَّةفيَّالجولَّالستقجمَّةكثخَّالسرادرَّمداىسةَّفيَّتمؽثَّالبيئأ القطاعَّالرشاعيَّمؼََّّن َّإَِّ
َّ َّوبسا َّسؽاء، َّحج َّالغحائَّن َّأعمى ََّّيةالرشاعات َّالجدء َّالرشاعيالتذكل َّالذخكات َّمؼ فيََّّةكبخ

َّف ََّّن َّإفمدطيؼ، َّتيجف َّالجراسة َّالرشاعيإَِّىحه َّالذخكات َّتبشي َّتأثيخ َّمجى َّتقييػ فيََّّةالغحائيَّةلى
َّلمس َّال َّسفمدطيؼ َّعمى َّالتدؽيق َّاستخاتيجيات َّفي َّالخزخاء َّ)ال َّارسات َّلمذخكات َّالسدتجام داءَّداء

مؼَّالذخكاتََّّةشخك57َّتسعَّالعيشوَّمؼَّيتكؽنَّمج جتساعي(.داءَّالإتراديَّوالقداءَّالإال ََّّالبيئي،
مؼَّخلالَّاستباناتَّتػَّارسالياَّعؼََّّةسعمؽماتَّالكسيال،حيثَّتػَّجسعََّّةالفمدطيشيَّةالغحائيَّةالرشاعي

استخجمَّحيثَّ،َّةاستبان47َّ،َّتػَّجسعَّةوَّبذكلَّمباشخَّلمذخكاتَّالسدتيجفأ لكتخونيَّطخيقَّالبخيجَّالإ
َّالسعادل ََّّةالييكميَّةنسؽذج َّالرغخى َّالسخبعات  The partial least squaresاٌغضئ١ٗلطخيقة

structural equation modeling ََّّالتيَّتػَّجسعيا.َّةلتحميلَّالبياناتَّالكسي

َّالأ  َّنتائج َّالغحائيَّيتبشَّن َّأَّجراسةظيخت َّال ََّّةالفمدطيشيَّةالذخكات َّالتدؽيق َّفيَّلسسارسات خزخ
َّالتدؽيقيتيجيتاستخا ََّّةيا َّمسشيج، َّوغيخ َّوأ متؽاضع َّالشتائج َّإَِّشارت َّالذخكاتََّّن َّأ َّلىأيزاً مععػ

جلَّالتعاملَّأمؼََّّءجيةَّالسائمةَّإلىَّالخزخايستخاتاجيةَّالخزخاءَّالجفاعيةَّأوَّيستخاتاالسدتيجفةَّتتبعَّ
َّمعَّالتؽجوَّنحؽَّالسشتجاتَّالخزخاء.

َّأ َّأيزاً َّالشتائج َّلاَّيتبشَّن َّأكجت َّال َّتيستخاالذخكات َّالتدؽيق َّال َّجيات َّتحديؼ َّفي َّتداىػ داءَّخزخ
َّوالإَِّ َّواالبيئي َّتقلإَِّجتساعي َّلمذخكات، َّإرادي َّفقجضافة َّتقجم َّما َّالجراسأ َّإلى َّاخإِلَّةشارت لافَّتى

َّ داءَّالثلاثَّ)ال ََّّةستجامجؽانبَّالإَِّ عمىَّ(4P‟s)تأثيخَّكلَّمؼَّعشاصخَّالسديجَّالتدؽيقيَّالخزخ
السشتجََّّمؼَّيجابيَّلكلالشتائجَّعمىَّالتأثيخَّالإوأكجتَّقتراديَّوالاداءَّالاجتساعي(.َّداءَّالإالَّالبيئي،

َّوالال َّ َّال َّخزخ َّال َّتؽزيع َّتحديؼ َّعمى َّالتخوَّخزخ َّساىػ َّبيشسا َّلمذخكات، َّالبيئي َّال َّيداء خزخَّج
َّ َّبتحدإبذكل َّال َّييجابي َّالإَِّؼ َّداء َّتبيؼ َّحيؼ َّفي َّلمذخكات، َّال َّأ قرادي َّلمذخكاتَّن َّالسجتسعي داء

َّخزخ.تؽزيعَّال َّلمبتبشيَّالذخكاتََّّجابياًَّإيَّمختبطَّارتباطاًَّ

يَّمؼَّعشاصخَّأ خزخَّعمىَّجابيَّلعشرخَّالتدعيخَّال َّيإيَّتأثيخَّأوَّليذَّىشاكَّأنَّذكخهمؼَّالججيخَّ
حجاثةَّالسفيؽمَّلجىَّالسدؽقيؼَّفيَّالذخكاتََّّمؤكجاًََّّالسجتسعي(،،َّقتراديلإاَّئي،يداءَّالسدتجامَّ)البال َّ

َّ.ةالفمدطيشيَّةالرشاعي


