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Abstract

The purpose of this paper is to examine whetheddorental consumer value ingredients in green ptduase
noteworthy relationship with consumer satisfactiwmot to attract mainstream consumers to consueengo
enhance the concept of ‘Green Marketing’. Organmdfhas been selected as an effective means tstigate
the research objective. As a part of quantitategearch method questionnaire survey was conductedtatal

of 680 consumers especially at super market arédsomdon and Scotland. A comprehensive descriptive
analysis revealed that consumers highly demandhtifoel non-green consumer value ingredients alwith
existing green value ingredients in green foodebtgem satisfied. The analysis also found thaseorers are
no longer interested to pay high price premiumdien food which solely concentrate on green valaens
rather consumers are more likely to pay extra date product effectively blend green and non-grealue
ingredients in green products. Therefore, a stroalgtionship has been discovered between consumer
satisfaction and green consumption with the presefitundamental consumer value ingredients.

Keywords. Green Marketing, Green value positioning, Fundaaletonsumer value ingredients, Green value
elements

1. Introduction

In this rising concern of environmental degradatitie American Marketing Association, first tooletformal
initiative to bring the ecological important issteethe public, business houses and to the reseaarahd 975(
Henion and Kinnear 1976). Precisely, this concenpettice led to the birth of a phenomenal envirental
marketing concept of ‘Green Marketing’ which incorates all the activities to satisfy human needth wi
minimal detrimental effect on natural environme@hérter and Polonsky 1999).

In the late 80’s the era of management was abrupipanded by the discussion of ‘green marketirgeen
product’, * green consumerism’ and ‘ green constiomt ‘GREEN’ became the new buzzword of marketing
(Peattie 1995) took the massive attention of comsanbehavior (Peattie 1995; Schlegelmikhal. 1996A
survey from Vandermerwe and Oliff (1990) found thatre than 90% European multinationals stated ter al
their production process to move with the societiésv concern of ‘green’. Most of the organizatidrezame
shortsighted and busy with only selling and pubdiations activities but very few had actual conimecwith
green claims and most importantly the actual ndetesumers to satisfy them(Peattie 1995). The atpshthis
shortsightedness came very early while this euptdisicovery of environmental marketing was subsid&ited
to continue its growing market share in the midafid 990(Peattie and Carne 2005). The fall of thisilarated
idea made researcher busy to sort out the smokesatery behind the fall and consequently came itp w
several points. Among these points, Ottneral. (2006) in hisgreen marketing myopia researghecisely
rationalized the facts by posing a very generaktjoe- if | use green products, what'’s in it for ?héhrough the
guestion, he indicated that green products faitedttract mainstream consumer due to absence sfuower
value position elements that creates ultimate cmesisatisfaction. Due to excessive attention oégrelaims
(toxic free ingredients, recyclable, biodegradadue strict certification) green marketing failedltalance the
green value ingredients and ‘non green’ consumiereviagredients (Efficiency, cost effectiveness)wenience,
performance, symbolism and status and health aiedlyydo attract and satisfy mainstream consuméterfa
backlash in 90s, Green marketing again made aniogsfrom 2000 and onwards (Ottma al. 2006; Lee
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2008). Considering this opportunity, the projeciective has been set to focus on the ‘consumesfaation’ as

the enhancing factor of green marketing which vga®ied in green period of 90s. Therefore, the rebeaill

be endeavored to erect the fact that-“ it's noelyoyreen value ingredients rather the combinatibgreen and
‘non-green’ value ingredients can enhance greerketing through complete customer satisfaction Wwhic
fosters green sale and in return can contributectitely to save this planet.” To investigate tlsearch
objective, organic food has chosen from vast viasedf green product as an effective means to enanhiat
consumer satisfaction through the presence of fuedtal consumer value ingredients can enhance the
opportunity of green marketing. It is evidenced iymerous marketing expert that the consumer value
ingredients which are set as variables for thisassh are the most deserved variables (Efficienogt
effectiveness, convenience, performance, symbadischstatus and health and safety) in any prodoatefine

the satisfaction level (Ottmaet al. 2006). Therefore, it is apparent that the objectssue of green marketing
can be effectively examined by the chosen orgaiud Segment.

2. Literature Review
2.1 Definition of Green Marketing emphasized ‘cuosto satisfaction’ with ‘Green’ characteristics

Since the celebrated commencement business hastastrthe definition and features of green mankgto the
advertising or promotion of products with enviromta characteristics. A greater part of busineasshe and
people like to define green marketing as ‘biodeghdel, ‘toxic free ingredients’, ‘recyclable’, ‘rdifble’,
‘Ozone friendly’ and some other related environmgigndly concerns whereas these features are fenly
listed claims of green marketing (Polonsky 1994)géneral green marketing is a much broader conebigh
incorporates a holistic management process thaniiftes, anticipates and designs to generate acititates
any exchanges with the intent to satisfy consunesda and wants with minimal detrimental impact @ t
natural environment (Rowell 1996; Peattie 1995,0Rsky 1994). If the above definition is criticabiyalyzed
then it can be found that the stated definitioregnates typical characteristics of traditional nedirlg that
secures all the position of organization, consuna@i environment. Customer satisfaction gets Herestjual
and distinctive attention as the consumer needs beusatisfied by the marketing activities.

2.2 Previous Green Marketing Research Focused 8baon ‘Customer Satisfaction” Aspect

Since its euphoric introduction, green marketing baen regarded an crucial issue of research @mlaferiat
least last three decades ( Kinnedral. 1974; Coddington 1993; Meffert and Kirchgeorg 198®pfenbeck
1993; Ottman 1994; Peattie 1995; Fuller 1999; Kaiaét al. 1999; Calomarde 2000). In these three decades of
research, most of the researchers frequently it thsearch attention mainly on the charactesgiicthe term
“Green” rather than the term of “Green Marketin@fartmannet al. 2005). During 90s, when green marketing
was terribly subsided by the consumers, the reBeesdhecame busy to sort out the reasons behinthalthe
(Wonget al. 1996; Peattie and Carne 2005; Schatral 1995). Numbers of researchers came up with nuwiber
reasons but among those findings, researchersatiytidentified two basic reasons behind the wgrofgreen
market. One reason includes the opportunistic amiradopted by the organizations by adding falsergr
claims with the existing products which fostered tonsumer cynicism about the green claims. Semasbn is
regarding the product’s undelivered attributes rggrédients to make the consumer satisfied (Mendleswl
Polonsky 1995; Peattie and Carne, 2005; Wehal, 1996). However, the reason of ‘undelivered prdsiuc
attributes to satisfy consumers’ received an inad&gresearch attention from the researchers.

2.3 The '‘GAP’ between Survey Findings and Actuaisdmer Behavior

From the initiation, numerous researches have lweeried out in different parts of the world to meas
different aspects of green marketing including emwnental concern and consciousness, environmental
attitudes and behavior, price premium claim of gremrketing, and affinity with nature (Hartmaetnal. 2005).
Number of eminent survey findings at different tgvean be outlined as examples as follows (Ottm&d }t9

e A study of 1992 survey of 16 country including U8Ad major European countries reveled that more
than 50% of consumers are concerned about envinoinme

* McKinsey and Company global survey in 2007 on 7€dasumers found that 87% of consumers are
concerned about the environmental degradation
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« National Technology Readiness Survey in 2007 orb108 adults reveled around 70% participants
wants do business with environmental responsibiepamies

e The survey of Innerbridge in last part of 2008 foumat more than 85% business are engaging
themselves in some form of green marketing

* According to findings of Cone Consumer Environmér8arvey published in February, 2009, 44%
respondents in USA indicated that their environrakesghopping habits did not change due to massive
strike of recession.

From the above green marketing survey examplenit@aseen the result of ‘greenness’ is overwhelmimye
than 70% (average) of all survey respondents agey much environment concerned. Therefore, accgrttin
the finding green marketing should have boomed, Bidrds and deeds failed to meet in a single pshen it
actually comes to consume green products. Researalso indicate this planned and actual behagiarften
contradictory (Hine®t al. 1987; Stoneet al. 1995; Kalafatiset al. 1999; Schlegelmilclet al. 1996). The gap
between this word and deed can be exemplified lmesimllowing research findings:

e 2007 Chain Store Survey of 822 US consumers fohatidnly 25 percent have bought green products
excluding organic food and energy efficient ligltiThe survey also revealed that 60% consumers lost
their interest on earth friendly product such apets from recyclable fiber, energy saving compmuter
and so on.

* According to the Nutrition Business Journal in 2066ganic food only accounted less than 2% of all
food sales around the world.

« According to the report by J.D Power and AssociatddSA, green household cleaners accounted less
than 2% of sales, hybrid car made up also less2b&asales in the industry.

Now the grave concern is “why the gap has beentenl@a Ropers ASW’s ‘Green Gauge Report’ 2002 study
found some fiascos regarding green marketing. Tineey revealed some top reasons for those consuthoers
not want go with green include inconvenience, loperformance, high cost and poor product featubdgr{an

et al. 2006). The same survey on 2000 Americans in 200&ated that fully 61% consumers indicated that
green good performs worse than conventional preduct

2.4 Organic Food is still Serving in Niche Marketedto Absence of Fundamental Consumer Value Elsment

Over the past three decades, the concern of em@nn consciousness coupled with quality of dietehav
reflected through the growing demand of ‘organiobd which is perceived as food, cultivated without
‘pesticide, ‘chemical’, and ‘ growth hormones’ aaldo grown as ‘ natural’. In the world, the fastgebwing
areas of this food segment include Europe, Nortenerica, Australia and Japan with sales in exoéssound
115 billion pound in 2000 (Boylet al. 2000). Among the growing markets of organic fondhe world, UK is
the fastest escalating market with the increas@fpercent sales annually (Mintel 2009). In spifethis
growing concern, organic food still accounts fotyoh-2% sale of the total food market of Europe,AJ&d
Japan (Mintel 2009), and it is still restrictectlie niche market.

Along with consumer interest, researchers provittedr considerable attention in different aspecbafanic
food. Most importantly greater part of researderaton concentrated to examine the consumer peocepf
green food to sort out the reasons including comsuattitude, reasons for purchase and non-purclymsen
food ingredients, market/supply chain structurefaafd (Haccius 1996; Hamm and Michelsen 1996, Latacz
Lohmann and Foster 1997; Hutchins and Greenhal@;1@8katouni 1999; Roodst al. 1994; Grunert and Juhl
1995). In this considerable research scenaris @videnced that very few researches have beerucmuito
compare and contrast of ‘organic/green food’ amsh‘wrganic food’ to indentify ‘what are the missinglue
ingredients that can boost up the sales of orggmeieh food through complete customer satisfaction i
competition with mainstream food (Soil Associat@®00)? Compare and contrast of ‘organic/green faod!
‘non organic food’ was done several times but thpctive was different, mainly centered on debatgarding
the claim of organic food ingredients (Hutchin @uekenhalg 1997).

According to the green claim of organic food, iteisvironment friendly because of its pesticide aadnful
chemical free cultivation and production processca@kding to green marketing claim, this environmigiendly
behavior worked significantly to attract mainstreemmsumers along with green consumer to consumgtitke
But according to the findings of humerous reseachavironment consciousness does not lie eveopithree
reasons behind the motivation to consume organé&rgfood. Top three reasons include the healtmatriion
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level of organic food but sincerely all the reséafindings agreed on the point that the featuréhadfmful
chemical free and pesticide free cultivation anddpction system are working behind the rise of tioee
reasons (CMA 1999; Meier-Ploeget al, 1996; Sylvander 1995; Coopers and Lybrand Deldi®@2). Almost
every survey revealed that mainstream consumescarg all interested to pay high for consumingamig food
except a small portion of green consumers (Soib@stion 2000). Lohmann and Foster (1997) clarified
reason behind the high price claim of organic fedich includes underdeveloped market and supplciire
and small amount of production due to small farmaygtem. Lack of availability is another powerfulda
authentic charge against organic food (Soil asfocia2000; Mintel 2004; Makatouni 2002From the
descriptive discussion on the research findingss duite visible that the absence of ‘non-greeméfamental
consumer value ingredients like other green pradpletys a significant role to rationalize the smadrket share
of organic food. Taking organic food as example, ibsearch objective is endeavored to erect thie tinat the
combination of green and non—-green consumer valgeedients is the core to create the complete mesto
satisfaction. Hamm and Michelsen (1996) in theiurjml ‘Organic agriculture in a market economy:
Perspectives from Germany and Denmark’ clearlyedtdhat organic food should leave its exotic image
increase the market share through satisfying coesuamd it is possible to add-up food features from
mainstream food.

3. Methodology

For this research work, questionnaire method wéectssl for primary data collection for its fast agasy to
analyze characteristics. Using all possible songtiworks, 680 questionnaires were distributed fifieidint

places in London and Scotland. Supermarkets aoeifwed for sample selection as supermarkets aatatmall

sorts of items and people are used to visit thexguently to meet their daily needs. Supermarketsewhe

places during the green tide in 90s which firspoegled with this euphoric move (Jones 1991). Simghelom

sampling technique was used for sample selectiomener, the survey did not include underage conssiifte

12 years age) who have very little knowledge algpeen marketing. Five points Likert scale has besacted
as it is easy for the consumers to make choicepaacdise enough to analyze the data (Dahaher andrelad
1996). A descriptive analysis has been done to manelationship and effects of variables which presented
in percentage, averages, tables and charts witlintbet to establish the objective. Descriptive lgsia is an

uncomplicated analytical process to analyze theomapce, agreement and satisfaction level (Danaher
Haddrell 1996).

Fundamental/'Non-green’ consumer value ingrediehfsod

2. Convenience
Availability of food
items

Varity of choose
Convenient and

1. Efficiency and
Competitive Price
Competitive price
Minimal preparation
time and less

3. Symbolism and Status
Brand value of organization
Presentation of food items
Appearance of food items including shape and
color

dependency on other
raw materials of food
items

informative packaging

Ready& processed fooq

Green Consumer Value ingredients of Gree
food

4. Health and Safety
Freshness of food item
Low fat, Low calorie,
Low Sodium, Low
cholesterol
Combination of useful
‘nutrition’ ingredients
to confer nutrition
value

5. Performance

Easy to prepare
Enhance and unique
food flavor

Superior after taste and
after feel quality

Environment friendly agriculture system
Home Grown taste- Health claim

Food free from pesticide, genetic modification
and hazardous food additives- Health claim
Strict quality certification

Recyclability- Spare portion of food and spare
food associated items
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Fifure-1: Fundamental Consumer Value Ingredients@reen Value Ingredients for Research Investigatio

Independent Variable Independent Variable (Green
(Consumer value positioning Product attributes)
ingredients) Dependent Green claims Organic food
Efficiency & competitive price, N Variable attributes

convenience, performance, " Customer

symbolism and status and health Satisfaction

and safety

Figure-2: Schematic Presentation of Research Framnkew

4. Findings. Primary data Analysis
4.1 Consumer Demographic Characteristics

This 680 questionnaire survey, mostly conducteduipermarkets has discovered a positive green cqrigum
phenomenon like other previous surveys and reseesctAlmost 89% consumers buy organic food but
proportionately only 32% consumers are the greerswmers who purchase food once in a month andigst
68% purchase organic food on a rare occasion am@ € them never buy organic. From the analysibag
been revealed that young consumers (<45) are thewthaser of organic(38% of all organic purchgsige
group) food but their purchasing frequency hasifaliare occasion. Though old people (50+) aretimtstrong
purchaser like young but their purchasing frequdasdyigher than young consumers. Women are moetylilo
consume organic food than male as they are moreecoad about family health than male members. Atingr

to the survey, 37% women purchase organic foodweek or a month, on the other hand, this percenigg
28% in case of male. A significant positive relasbip has been found between ‘high income groupd’green
consumption. According to the survey GBP 70,000+ef® Britain Pound) income group is the highest
purchaser of green food than any other income grdbp same positive relationship has also beendfann
between ‘children under 18’ family group and greensumption.

4.2 How Important are the Selected ‘Non-Green’ (#amental Consumer Value Positioning Ingredients)
Consumer Value Ingredients to the Consumers tovee3atisfaction?

From the survey of 680 consumers, a strong positiaionship has been revealed between the sdlaue-
green’ variables and consumer satisfaction. Itreasaled that consumers strongly demand aboveblesido
make them satisfied when they purchase any foadsitd=rom the survey it has found that little ab8@86
consumers demand “health and safety” ingrained evalements as an important issue for deriving their
satisfaction while purchasing any type of foodsn@taneously, 71% consumers strongly give theirdrtgnce
to ‘efficiency and competitive price’ included valelements, 75% to “performance”, 69% to “convecérand
74% to “symbolism and status” included value elet®ie®n an average, according to the survey findifig%o

of all survey consumers strongly require ‘healtls&ety’, ‘convenience’, ‘performance’, ‘symbolism fatus’
and ‘convenience’ ingrained value elements of fibehs to make them satisfied. To rest 25.63% coessinthe
ingredients are somewhat important but not veryoirtgnt. If a critical eye can be put on this analytical
findings, then it can be easily sorted out why reigam consumers look for conventional goods? Betsause
mainstream consumers mostly looking for above vatgeedients in a product during their purchasentke
them satisfied.

4.3 Consumers’ Perception on ‘Organic food Quabtyer Conventional Food' and ‘Overall Satisfactioh o
Organic Consumption’

Comparative quality aspect of organic value elesidmt this regard, an agreement/disagreement staehas
been asked to discover how consumers perceiveuiialb quality of organic food features over contiemal
food? Do they consider organic food features (gremmsumer value ingredients) are better than cdiorei
food features (non-green consumer value ingredieiifeom the survey, it has been revealed that 64%nd of
63.96%) of the overall surveyed consumers are tiegijto accept that the consumer value elemerdgsgahic
food are better than conventional food. Howevemost 20% are in middle condition of agreement and
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disagreement and rest 16% (round of 16.35%) areedgwith the statement. If the findings are criljca
analyzed then it can said these 64% consumersypi@lt mainstream consumers, 16% consumers are gree
power consumers and in middle 20% consumer areunaixif green and mainstream consumers.

Satisfaction aspect: How satisfied are the conssmeéth overall food features (green value ingretliprof
organic food?the analysis says that big portion of 61% consunsedissatisfied with the overall food features
of organic food and 19% are satisfied and restiquoiis in doubt by putting their comment on ‘Notisted or
dissatisfied’.

From the above two analysis, it has been mainlyeawdred to sort out the answers of consumers’atégie
regarding value elements of organic food over caotivaal food elements and how much they are satisiiith
these value elements of organic food. In both ¢abesanalysis found over 60% consumers is in agare
motion with the stated concerns of organic foode Blitcome of these analysis have raised the conedrat
are then the main value elements are missing ianicgfood that are present in conventional food?tb®
consumers demand both conventional value elemerdsganic food along with organic value elementgéeo
them satisfied? These concerns are revealed iiolib&ing section.

4.4 The Combination of Green and Non-Green Valgeelients in Organic Food- Consumers Reflection

To investigate this issue, an agreement scalens¢égiiehas been posed to consumers for their refleethich
states - “Along with organic value elements, orgafdaod should contain all important food featurds o
conventional food specifically competitive priceo$t efficiency), superior taste & high nutritionnsbination
(performance), enhanced flavor (performance), abdity& variety of choices (convenience)”. The tstaent
has got a tremendous positive reflection from tbesamers. 88% consumers support the statement ayso s
organic food should contain the aforementioned magtue ingredients of conventional food. Not otitat, it
has found from further analysis that 87% consumelx) purchase organic food either frequently oelsar
demand this combination to get them satisfied ak¥ 8onsumers from ‘non-green consumer segment’ déma
this combination who never purchased organic food.

4.5 The Issue of Price Premium- What Drives Constmn&ive Higher Price Premium for Organic Food

In the first part of price premium analysis, a eta¢nt has been asked to the consumer for thedctifh which
states- “I prefer to pay high price for organic doéor all of its green food features but more likdor
environment friendly agricultural system and paedéc GM and hazardous additives free food featur@sily
26% consumers has been revealed from the surveypwhtheir positive consent with the agreement 5inth
consumers put their disagreement and rest 17% owrsuemain in middle ( Not agree or disagree). Noon
the findings it has become precise that consunegely demand these green value ingredients byt fesv
(26%) are ready to pay high price premium solehtifi@se green value elements. Therefore, criticdllyan be
stated that extreme focus on these green valuediegits are the reasons for which consumers aresady to
count extra cost.

The another statement has been asked for consunwersideration which states- “I prefer to pay hjgite
premium for organic food, if organic food, alongthwits organic characteristics contains all impatrtéood
features of conventional food especially competitjwice (cost efficiency), superior taste & nudnitivalue
(performance), enhanced flavor (performance), abdity& variety of choices (convenience)”. The tstaent
has got an immense accord from the consumers. t@&umers are ready to pay high price for orgarod fié
organic food is available in the blending and beitagn format of ‘green’ and ‘non-green’ value ingieus.
From the above findings it is clear that extremeutoon green food features are no longer working sisong
point to claim extra cost for organic food rathee presence of fundamental value ingredients aedhne to
create consumer satisfaction and drive consumangiy to pay high price premium for organic food.

To explain the price premium issue more precisalfurther analysis has been conducted which fobhes t
quantitative aspects of price premium. This tinagjrtg the above statement as base consumers ae alstut
how much price premium they ready to pay for ab&taéed green consumer value elements of organitdad

also combination of green and non-green consumieieviagredients in organic food. From the quantitat
depiction, it has been found that highest 56% cawsa are ready to pay 5-10% extra cost for orgéood
value ingredients. 16% consumers to pay 10-20%, édfsumers 20-30%, 6% consumers 30-40% and rest 1%
consumers are ready to pay 40-50% premium. Orfier hand, the combination of green and fundarhenta
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consumer value elements in organic food found 4@#%&emers, who are ready to bear 30-40% extra ooghé
combination in organic food and 17% consumers réaghay 40-50% price premium.

After analyzing the price premium issue in perspeadf green and non-green consumer value ingrégliérhas
become apparent that the strength factors of geems in organic food has been drawing attentibsmoall
green consumer not the mainstream consumers. Excepgreen consumers, mainstream consumers are not
ready to count extra cost for organic food. Sameetiit is also evidenced from the survey a big nemtf
consumers regardless of green and mainstream censware ready to pay extra cost if they get thegmee of
fundamental consumer satisfying value elementsgaric food along with organic characteristics.

6.0 Conclusion

In this globalized industrial era, consumers aradgally changing their habits and life styles. Acliog to
several studies, contemporary consumers charaetineir food consumption style in two major trenttie need
for convenience food and the need for healthieingatGofton and Ness 1991). Not only in food segten
consumer require convenience in every product setgnas Peattie (1995) stated in his ‘Environmental
Marketing Management’ book that consumers in indelsted society do need ‘convenience’ in everyduats
for their daily survival due to increased equal enfdmale labor participation, and increasing proguice. In
this scenario, consumers have very little timehiok about the environment and due to this; consaraee
mostly looking for short time product specific cheteristics for their usage and consumption. Tloeeefto save
this planet any product either for usage or congionpnust balance the actual and changing needrmdfuimers
with the time and the environmental issue to degaallution. Over or misjudging any of the sidelwileate
dissatisfaction among the consumers thus hampergsdhsumption process to save the planet (Ottetaad,
2006). In this perspective, green marketing is phetc invention of marketing but the concern isvhib put
forward its benefit to the consumers? Due to thebalance of green and fundamental consumer value
ingredients in green product, green marketingillss&rving in a very tiny niche market and orgafiod is not
out of this situation. Since it’'s initiation in UK 1930, it is still holding a 1-2% market shareovkrall food
segment (Bakeet al.2002, Mintel, 2009). The reasons behind this smaltket share mostly suffering from the
same ‘non-green’ basic value elements- high pramst( effectiveness), less variety, choice and aludity
(convenience), less tasty( performance), poor staaqk color ( symbolism and status), less combinatib
nutrition ingredients to confer nutrition value éaith and safety) and so other related reasons. iBig
evidenced that when green marketing properly blgnsl green and non-green value ingredients thdrast
clinched sheer success. Baby organic food, Toyoitas,PPhillips CFL bulb, Tide Coldwater laundry,asie
grown coffees, Chic- front-loading washing macheéte. are few examples which combine superbly boéh t
green and non-green value ingredients to satigfathual need of consumers.

From this research work, it can be deduced thaswwoer define green marketing as a set of management
process which effectively and efficiently combite igreen value elements in a product to save Hreephlong

with fundamental consumer value ingredients( termeal-green) to serve the actual need, want ordsteilhe
elements of the above definition get clarified whramsumers asked to rank the importance level eémgiand
non-green value ingredients of food characteristi@ger 65% consumers require both the ingrediem®st
equally to get them satisfied.

The survey also clarifies the basic demand of coess to make them satisfied from a product regasdid
green and non-green. In the survey, 74% consuntemsgdy require indentified fundamental consumeluga
ingredients (non-green) to get them satisfied wthiey purchase any food products regardless ofngasel
‘non-green’. Again, a total of large 64% consumagseed that the value elements of conventional fared
better than organic food quality. Therefore, consubasic demand from any product has become pr&oise
the survey which confirms the fundamental valuenelets of ‘convenience’, ‘performance’, ‘health &f&g’, *
symbolism and status’ and ‘efficiency and cost affeness’ are foremost requirements to make coasum
satisfied from any product. Green food is not duthe scenario. This scenario gets clarified when lighest
88% consumers demand above fundamental value eleralemg green value elements in organic food to ge
them satisfied. Therefore, it is precise; consumargely demand consumer satisfying fundamentatiesal
elements in green product.

From the survey, it has been found that only 26¥#sumers are ready to pay extra cost for organid folile at
the same time 78% consumers ready to pay extrafamstanic food can assure the presence of noargvalue
ingredients along with green value ingredients. &an proportion of 56% consumers are ready to pdy b-
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10% price premium for organic food on the otherchanly 0.5% consumers are ready to pay only 5-16%ep
premium for the combination of green and non-grealue ingredients in organic food. From the anelti
findings, it can be stated that organic food lasignificantly the fundamental consumer value eleiméhat
keeps away the mainstream consumers to consuifieeitefore, through assuring the presence of théssing
value ingredients, organic food can attract ma@astr consumers to consume green and simultanedwsly t
proper combination of these value elements witleigrelements can enhance the market share of orfysic
and thus green marketing.

From the survey, it is evidenced that consumer womy any product which failed to fulfill their néewant and
interest. Therefore, green product must offer aebebeyond just being green. The diversity andilalbdity of
green products must convince consumers about gigbk ‘non-green’ benefits of the product whinfiience

and incline mainstream consumers to adopt ande@reen product while they perceiving they are gision —
green product. However, in this research, somddunon-green value ingredients of consumer satisfahas
been employed to examine the relationship. Theeeféuture researches can be conducted by focusing
elaborated non green value of elements of conssatefaction to examine the relationship.
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