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Abstract. There is an increasing interest among academics, top managers,
stakeholders regarding green marketing and its potential to improve
environmental performance. Considering the prominence green marketing has
risen to in recent decades, it is surprising to note that marketing literature has
drawn relatively limited attention to evaluation of green marketing performance
at the level of business unit. Therefore, the aim of this article is to investigate
methodological background for the evaluation of green marketing performance.
Using multi-source data, the authors have found out that it is possible to ground
the evaluation of green marketing performance on different methods, criteria and
scales used for the evaluation of green marketing. The contribution of the present
research focuses on suggesting well-founded guidelines for the evaluation of
green marketing performance in a modern organisation. The study suggests
evaluating performance of green marketing at strategic, tactical and operational
levels.
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INTRODUCTION

Sustainability related issues are a business imperative in today’s global
marketplace. Companies may engage in various actions related to protection of
environment in order to stop or at least prevent the increase of global warming,
over-consumption of non-renewable resources, depletion of the ozone layer. In
today’s market where customers more than ever before clearly demonstrate an
increasing interest in protection of environment, environmental initiatives have
become a relevant element of majority business agendas.

During the past decade one can witness customers’ shift from being extremely
sceptical about adoption of green products to the commodization of green in many
cases. Green has become a mainstream under the rapidly changing environment
(Ottman, 2017). Many organisations responded to this trend by adopting green
initiatives. The social concern about environmental issues has also affected the
discipline of marketing. Recyclable, environmentally friendly, non-toxic products
have become a focus for marketers in satisfying customer needs and earning better
profits. These changes are followed by green marketing as a tool that is used in
many companies of various industries all over the world for improving natural
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ecosystem. Along this line, it is conventional that the measurement of green
marketing holds relevant importance both for academics and practitioners.

Although solutions for implementation of green marketing initiatives are well
recognised in academic literature (Rex, Baumann, 2007; Chan, 2013; Saxena, 2015;
D’Souza et al., 2015), only few contributions (Zhang & Fu, 2017; Chen & Yang,
2019) provide a way how to evaluate company’s progress in this field. There is a
significant lack of research into valid and reliable scales, well-reasoned methods
for the measurement of the level of green marketing orientation in a company.
Therefore, it is necessary to carry out intensive research to search and develop new
approaches for the evaluation of green marketing performance. The study is aimed
at investigating methodological background for the evaluation of green marketing.

The remainder of the paper is structured as follows. The paper starts by
discussing challenges that arise during the evaluation of green marketing
performance. The paper is followed by an in-depth review of measurement
methods, criteria and scales that have been previously proposed to evaluate green
marketing performance. In the third part, the authors present suggestions for the
evaluation of performance of green marketing in a company. The paper concludes
with the most relevant insights provided by the research and lines for future
research.

1. ADDRESSING METHODOLOGICAL CHALLENGES IN GREEN
MARKETING PERFORMANCE RESEARCH

Measurement of green marketing performance might be a challenging task.
First of all, profile of a customer and size of green market have captured attention
of academics since the 1980s (Rex & Baumann, 2007). It means that the majority
of understanding of green marketing used to come from customer’s perspective.
Company level knowledge about progress in implementing green marketing
orientation is still very limited.

Challenges also arise due to misconception of green marketing. Despite the fact
that the concept dates back to the late 1960s (Zampese et al., 2016; Papadas et al.,
2017), green marketing in some cases is associated with such marketing claims as
recyclable, ozone friendly, etc. In some cases, the analysis of green marketing is
limited to advertising context only (Chen, 2016), which is only part of the whole
marketing construct. Other researchers (Nadanyiova et al., 2015), even if claim to
cover the whole green marketing complex, include the evaluation of applicable
promotion forms that do not have any relation to greenness. Green marketing means
something, but not always the same thing to everybody — it definitely becomes a
difficulty for the measurement of performance of green marketing. The authors of
the present paper suggest the evaluation of green marketing progress to base on a
broad view to green marketing. Previous theoretical analysis in this field has incited
to define green marketing as organisation’s engagement in strategic, tactical, and
operational marketing activities and processes that have a holistic aim to create,
communicate and deliver products with the minimal environmental impact
(Vilkaite-Vaitone & Skackauskiene, 2019). Green marketing involves strategic,
tactical and operational activities. Such a versatility of green marketing concept
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requires the evaluation of green marketing performance to be based on a synthetic
and integrated concept of green marketing. Z. Yong et al. (2011) confirm that green
marketing evaluation is a synthetic subject that involves multi-objects, multi-
elements and multi-levels.

When environmental issues gain such a large portion of attention by customers,
competitors, governments, and international organisations, some companies choose
an effortless way of becoming greener, i.e., promote themselves to be green instead
of being green. Such a practice is entitled as “green washing”. In some cases, it is
neglected that “green washing” can overstate the performance of green marketing
in a particular company. When some well-known companies, such as Volkswagen,
Nestle, H&M, are being accused of “green washing”, it is important that the chosen
method for the evaluation of progress in implementing green marketing initiatives
reveals the actual situation rather than a desirable one.

One more limiting feature of the past research in the measurement of green
marketing performance is related to the choice of an approach to the activities of
green marketing. There are two main approaches to the activities of green
marketing: defensive and assertive. Companies that adopt a defensive approach to
green marketing imply only the minimum of regulations in order to avoid negative
consequences (for example, penalties for not meeting environmental regulations).
Companies taking an assertive approach demonstrate aggressiveness in the field of
green marketing. These companies aim at responding to market trends and
outreaching stakeholder expectations (Chan, 2013). It is relevant if the chosen
method allows finding out if the company adopts a defensive or an assertive
marketing strategy.

The evaluation of green marketing adoption should provide a particular result
(preferably a numerical one) that shows the level of greenness in a particular
company. Even if it is preferable for a valuation method to result in a quantitative
measure, it is usually quite hard to quantify and figure out indices reflecting the
performance of green marketing (Yong et al., 2011).

Furthermore, settings of the majority of green marketing studies were limited
to national boundaries (Rivera-Camino, 2007; Yadav et al., 2016; Duffett et al.,
2018). There is a threat that the application of the suggested method for the
evaluation of green marketing performance will not be suitable in other
environments under different conditions. This can be explained by different
contextual characteristics. Therefore, the evaluation of green marketing should
match demands of companies that operate not only at the national level but also at
the international level.

While past studies generate relevant theoretical and practical insights into the
field of green marketing evaluation, they highlight challenges that are experienced
during the process of evaluation. Based on the gaps identified in the previous
studies, it can be stated that it is essential for the method to have a potential: (1) to
find out company’s progress at different levels of marketing (strategic, tactical,
operational); (2) to reveal the actual situation of progress of green marketing in a
company; (3) to assess the type of strategy applied; (4) to show the level of
marketing greenness; and (5) to be suitable for international companies.
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2. METHODOLOGICAL APPROACHES TO THE MEASUREMENT OF
GREEN MARKETING PERFORMANCE

Despite various challenges faced in green marketing performance studies,
academics have widely adopted such studies. A variety of measurement methods
can be found in academic literature. The authors have categorised the most frequent
techniques in green marketing studies into questionnaire research, observations and
interviews (Table 1).

Table 1. Research in Green Marketing

. Data Respondents
Author(s) Object of the collection Research setting
research
method
Managers responsible for .
C. Gurau, A. Challenggs and the international Agri f.OOd.’
opportunities for . - . cosmetics In
Ranchod . : Interview commercial strategies (6 L
international green iy X Britain and
(2005) - British and 6 Romanian -
marketing - . Romania
eco-friendly companies)
J. Rivera- Green marketing | Questionnaire 115 environmental Spain
Camino strategy research managers of companies
(2007) with workforce of more
than 50 employees
S.Ham,S. | Communication of | Observation | 53 restaurant companies |Catering industry
Lee (2011) green marketing in the USA
initiatives
M. Abzari et | Green marketing | Questionnaire 150 managers and Iran
al. (2013) mix research employees
E.S. W. Importance of green | Questionnaire 55 hotel managers Hotels in Hong
Chan (2013) | marketing attributes research Kong
E.Koetal. | Awareness of green | Questionnaire 389 females Retailing industry
(2013) marketing research in Korea
R. G. Richey | Green marketing Online 204 top managers Sales, retailing
etal. (2014) performance questionnaire and wholesaling
research
J. Majerova | Perception of green | Questionnaire | 384 citizens over 15 years Slovakia
(2015) marketing activities research old
M. Tools and Questionnaire |  Representatives of 60 Slovakia
Nadanyiova |instruments of green|  research companies
et al. (2015) marketing
B. Singh, S. Status of green | Questionnaire 1020 customers India
Kumar marketing research
(2015)
T. Paiva, V. | Green marketing of | Interview | Project team manager, 20 Low carbon
Garcia (2016)| low carbon green consumers green label
label products products in
Portugal
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. Data Respondents
Author(s) O?Lii;?irt]he collection Research setting
method
R. Yadav et Green marketing Online 220 customers Hotels in India
al. (2016) functions questionnaire
research
K. K. Green marketing Online 700 marketing or other Multinational
Papadas et al. orientation guestionnaire managers companies in a
(2017) research single European
country
R. Duffett et | Green marketing as Interview 10 professionals (3 Small, medium
al. (2018) a competitive managers, 3 marketers, 4 and micro
advantage OWners) enterprises in
South Africa

As explained by C. Gurau and A. Ranchhod (2005), interview is one of the most
appropriate methods to measure green marketing performance. They conducted
interviews with British and Romanian companies in order to find out challenges
and opportunities for international green marketing. Later the interview technique
was also applied by T. Paiva, V. Garcia (2016), R. Duffett et al. (2018) for the
studies of green marketing performance in Portugal and South Africa, respectively.
Questionnaire surveys (Rivera-Camino, 2007; Abzari et al., 2013; Chan, 2013; Ko
et al., 2013; Richey et al., 2014; Majerova, 2015; Nadanyiova et al., 2015; Singh,
Kumar, 2015; Yadav et al., 2016; Papadas et al., 2017) and observations (Ham,
Lee, 2011) are used to measure green marketing performance based on information
provided by either the companies themselves or customers. Combined data multi-
gathering techniques are also appropriate for the evaluation of performance of green
marketing (Fuentes, 2015; Saxena, 2015; Chen, 2016; Duffett et al., 2018). For
example, C. Fuentes (2015) has combined interviews, observations, collections,
analysis of textual and non-textual artefacts for studying green marketing. R.
Duffett et al. (2018) have given a priority to a two-prong approach for the
measurement. The authors employed in-depth interviews and questionnaire
research subsequently.

Practical application of any type of method usually involves particular scales
for evaluation of green marketing performance. The authors of the present paper
have carried out the systematisation of scales of green marketing evaluation. A
considerable list of scales suitable for the evaluation of green marketing
performance has been identified. Table 2 presents a summary of the most relevant
measurement scales that have been proposed in literature to evaluate green
marketing performance.

Review of previous scales proposed in the literature to measure green
marketing performance reveals that many existing studies have focused on top
management: owners, general, resident, marketing, environmental, product or store
managers (Chan, 2013; Fraj et al., 2013; Richey et al., 2014; D’Souza et al., 2015;
Papadas et al., 2017; Duffett et al., 2018; Chen, Yang, 2019; Dzulkarnain et al.,
2019). Some scholars also based their green marketing scales on customers (Ko et
al., 2013; Yadav et al., 2016).
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Table 2. Scales for the Evaluation of Green Marketing Performance

Author(s) Type of scale (lj\l_umbe_r of N“mb.ef of Respondents| Research setting
imensions | propositions

E.S.W. Chan | Likertscale 4 30 Top Hotels in Hong

(2013) management Kong

E. Fraj et al. Likert scale 0 14 Top B2B organisations

(2013) management in a European
country

E.Koetal. Likert scale 5 19 Customers Retailing

(2013) (department store)
in Korea

R. G. Richey et| Likert scale 3 21 Top Sales, retailing and

al. (2014) management | wholesaling in the

USA

C.D’Souza et | Likertscale 0 4 Top Australia

al. (2015) management

R. Yadav et al. | Likert scale 5 13 Customers Hotels in India

(2016)

K. K. Papadas | Likertscale 3 21 Top Multinational

et al. (2017) management | companies in a

single European

country

R. Duffettetal.| Semantic 0 5 Top Small, medium and

(2018) differential management | micro enterprises in

scales (low- South Africa
high)

H. C. Chenand| Likertscale 4 16 Top Electronic

C. H. Yang management | manufacturing

(2019) industry in Taiwan

I.S. Likert scale 6 20 Top Trade in Indonesia

Dzulkarnain et management

al. (2019)

The analysis of scientific studies in the field of green marketing leads to the

conclusion that there is a wide variety of views and approaches on contents of
methods and scales of evaluation of green marketing performance. The lack of
systemic viewpoint to the evaluation of performance of green marketing motivates
the authors to suggest their approach to the issue. All in all, a new tool for the
measurement of green marketing performance is needed. Such a tool should allow
researchers and practitioners to evaluate green marketing performance better.

3. THE SUGGESTED APPROACH TO THE EVALUATION OF GREEN
MARKETING

Review of scientific studies has shown that generally accepted principles for

the evaluation of green marketing have not been formulated yet. There is a lack of
a unified system of tools and methods for the evaluation.
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Based on the gaps identified in the previous literature, the authors suggest the
following combination of interview and questionnaire survey procedures in order
to ensure validity and reliability of the research. Principle criteria for the evaluation
of green marketing performance should include strategic green marketing
performance, tactical green marketing performance and operational green
marketing performance. Therefore, scales should be based upon these three
dimensions. The authors suggest presenting the quantitative evaluation of green
marketing performance in a non-dimension index that can get value between 0 and
1. Higher value of the index indicates better performance of green marketing in a
company.

There is a possibility that performance of green marketing differs in distinct
companies. Therefore, it might be useful to consider particular company level
variables, such as business type, industry, location, number of employees, number
of operational years (Atay & Dilek, 2013; Duffett et al., 2018). Managerial
experience should also be chosen as a control variable (Atay & Dilek, 2013).

It is a common practice to search for links between green marketing
implementation and results of the company (Abzari et al., 2013; Duffett et al.,
2018). Therefore, it might be useful to evaluate relations between green marketing
and sales, profit of the company.

CONCLUSION

The study has aimed at investigating the methodological background for the
evaluation of green marketing performance. A detailed review of academic
literature in this field has shown that the choice of appropriate methods and scales
for the measurement of green marketing performance is a complicated task.

Research has suggested the dominance of questionnaire research for the
evaluation of green marketing. More importantly, the present research has indicated
that the majority of previous studies were too narrow or too broad to allow for an
understanding of green marketing as a concept involving strategic, tactical and
operational issues. It is worth noting the absence of dimensions related to
operational marketing in the scales intended to measure the performance of green
marketing.

The research has had limitation that should be mentioned. Although
suggestions for the measurement of green marketing performance in this paper have
been developed from the inputs of extant literature, future studies may concretise
criteria for the measurement of green marketing, involving academic experts,
experts from the business sector or public administration institutions. The approach
presented in this paper should be developed to include a list of criteria allowing for
the evaluation of performance of green marketing at the strategic, tactical and
operational levels.
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