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Abstract

The objective of this study was to establish thBu@mnce of organizational demographics and Customer
perception on the relationship between green miaikgiractices and Customer Satisfaction in the ddfik
industry in Kenya. The specific objective was téabBsh the relationship between green marketirartoes
and Customer satisfaction in the Soft Drink indystr Nairobi Kenya. This study was anchored on comsr
behavior theory and was guided by positivistic géoiphy. The study adopted a descriptive crosseseti
research design to establish the influence of dzgéinnal demographics and customer perceptionhen t
relationship between green marketing practices arstiomer Satisfaction in the soft drink industrykianya.
The study targeted a sample of 180 trade custoarsl62 soft drink firms but, the researcher madage
successfully collect data from 130 of the trade¢auers and 102 soft drink firms. Since CronbacH[shA is the
most commonly used measure of co-efficient of mabiconsistency, the study adopted the same. [ptiseri
statistics (mean scores and measures of dispesihinferential statistics (correlation, analysiwariance and
regression analysis) was conducted to determin@xpected relationships between green marketingtipes
and customer satisfaction. The change fndBe to the interaction term was 0.014 (0.396 8P)3&and the
interaction term was statistically significant (p 0<05) and therefore the study accept hypothesighit
organizational demographics had a statisticallyificant moderating effect on the relationship betw green
marketing practices and customer satisfaction. asethe overall study results obtained from thestef the
study hypotheses, it is concluded that organizatiae@mographics had a statistically significant srating
effect on the relationship between green markginagtices and customer satisfaction.
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1.1 Background of the study

Zou and Stan (1998) describe firm's demographicd m@anagerial variables as organization charadtesist
which in turn comprise part of the organizatiomiternal environment. In a firm specific frameworksituation,
a firm’s capabilities and constraints greatly iefice the choice of marketing strategy and abiityrtplement a
chosen strategy. Organizational demographics ssitheaage of the firm, measured by the number afsythe
firm has been in operation, the size of the firmamged by the numbers of employees and the firmuaeoship
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structure can influence the firm operations (O’lvalh, et al., 2009). Organizational culture hasnbdescribed
as the set of shared assumptions and beliefs aboartganization and its function in the marketplacthe ways
of thinking, behaving, and believing that membefr& gocial unit have in common. As such, culture baen
commonly treated by organizational researchers astaof cognitions shared by members of a socidl un
(Barney, 1986).

These demographics can influence the managemensiatec and the marketing practices adopted by a
particular firm. In this study, the organizatiordémographics consist of the soft drink firms’ demagdics
which are assumed to influence employees’ perfoocemamd in turn influence customer satisfaction. dfeand
Menon (1997) highlighted the influence of firms’achcteristics and resources on the resulting lewglorate
environmentalism. Adoption of an innovation wittan organization might be positively related to fine size
(Min & Galle, 2001). This implies that the largdretfirm the greater the capability to implementataf an
innovation due to the increased chance that thevetion investment will give positive returns. listthction
small firms perceive an environmental program dsavy burden and not an aggressive marketing giyrate
According to Klein et al, (1995) an organizationidture is said to play a key role in strategy fatation, firm
performance, and competitive advantage. Culture atsy have indirect effects on performance in higngf
other aspects of an organization. Klein et al, Bl¥8und that organizational culture is linked &ndce quality
and employee performance, both of which have bdentified as fundamental links to subsequent coesum
satisfaction and financial success indicators.

Literature has provided evidence on how geograpgtemographic, psychographic and behavioural vasabl
have been used to target consumer markets. Sewaethbrs have studied variables that explain the
characteristics of adopter categories, especi&iéy ¢haracteristics of early adopters. Studies fagusn
innovations and demographic variables are of istefer employees’ satisfaction reasons, althougdir th
explanatory effect on adoption is generally fouadé low (Cottrell, 2003; Midgley, 1987; Rogers03D It
has been shown that early adopters in generabege hnd old firms than later adopters, espedialtpe high
involvement product category such as consumer tesdfBatignon & Robertson, 1985; Martinez et 2999).
Contrary research has also found that early ade@er younger firms in general than later adopders to
competition along conventional strategies (Kinned®81). Corporate Social Responsibility (CSR) and
marketing ethics frameworks strongly support mariageommitment to environmental issues. Therefore,
social responsibility in marketing provides a mairkg framework under which green marketing is elghbd
(Weiner & Doescher, 1991). According to the shalddoapproach (ownership) the responsibility ofibess

is to increase its profits (Friedman, 1962) hencéi@ role of ownership in green marketing practices
adoptability.

Several studies have associated green marketirgiqes to firm performance in terms of increaselbssa
competitive advantage, market share, profitabilityd attract environmentally conscious consumerseiiCh
2010). However, organizational characteristicsipaldrly age, size and ownership structure haven lbeported

to moderate the relationship between green marxkedimd performance (Kinoti, 2012; Song-Turner, 2011)
There are minimal empirical findings on moderateftgct of organizational characteristics on thatiehship
between green marketing practices and customesfaztion. Hence, the effect of age, size, ownersimg
culture on the relationship between customer satiifn and green practices was tested in this study

1.1.1 Customer Satisfaction

Swenson and Wells (1997) view customer satisfaciiereither an outcome or a process. An outcome as
satisfying the end state resulting from the congionpexperience and a process as the perceptuklative

and psychological process that contributes tofsatisn. The explanation is varied with regardstsdevel of
simplicity which includes product satisfaction,istgction with the purchase decision experiencsfaation

with the performance attributes, satisfaction vt outlet or institution and satisfaction with ymerchase
experience (Wagner, 2003).

According to Oliver (1997) satisfaction refers toasumer’s judgment that a product or serviceufeaor the
product or service itself, was providing a pleabledevel of consumption-related fulfillment, inding levels
of under or over-fulfilment. Customer satisfactioan be seen as a fulfilment of consumer’'s congiomp
goals as experienced and described by consumexe@{2006). Therefore, customer satisfaction ipontant
for companies and other organizations in theirresféo improve product and service offerings andniain

customer loyalty in the face of growing intensifygneen competition. Satisfaction also refers wustomer’s
overall evaluation of how pleasurable their intéiat with an organization is including the buyingdause
experience, relative to his or her expectationseflects a person’s comparative judgment resulfiogn a
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product’s perceived performance in relation todrider expectations. It is an overall custometuatd or an
emotional reaction to the difference between whetamers anticipate and what they receive, reggrttin
fulfillment of some need, goal or desire (Ronald1@).

For call centers, support, and service desks,daktresolution is the honored grail. Serviceaefs on employee
attitude and has been found to be a major determninh Customer defections (Adams, 2006). Employee
satisfaction, in turn results primarily from higluadity support services and policies that enabl@leyees to
deliver results to customers (Capek, 2007; Heskettl, 2008). For a company operation, productvdgli and
project implementation, on-time performance is theasuring stick. In a high transaction business,fitfst
interaction with a customer will be a key determinaf whether the customer will return. Customemptaints
can act as an indicator that the level of custosagisfaction is falling (Nigel, 2000). It is verghdsable not to
rely solely on complaints for this purpose sinceesgch has consistently demonstrated that mucloroest
satisfaction is never reported back to the suppliaithough it is usually voiced to colleagues, ifgrand
friends. Not all dissatisfied consumers compldiis likely that many times complaints come in freaonsumers
who are satisfied. It is evident that companiegirgccomplaints from a small fraction of their fatamber of
consumers (Oliver, 2006).

Complaints are generally seen as being expresfiomsconsumers about dissatisfactory experiencéswvéd
in this manner, complaints may be very useful fe firm in the discovering and eliminating prodaetd
marketing problems. A problem unrecognized is dl@m unsolved. Complaints help firms recognize faoits
in the marketplace. As such, complaints are vegfulisndicators of market performance (Oliver 19983 far
as customer satisfaction measurement is concetrieduseful to maximize customer communicationshey
provide valuable pointers to topics which shoulddogered in the customer survey and should ceytdiel
incorporated into exploratory research (Crawfor@iD?). The real reason of consumer complaints cap st
hidden and complaints can stem also from unreaserepectations, from the inability to understafichi
problem really exists and from the incapabilityuse properly a product or a service. Even whenchlem
subsists, the consumer can be responsible oftlieocause can be a factor beyond both the consuarat'the
manufacturer's control (Oliver 1987).

The relevant marketing literature suggests thaetiea relationship between customer satisfactiuhloyalty.
Satisfaction leads to attitudinal loyalty. It coddld seen as the intention to purchase (Menon, 1Sa@isfaction
is an outcome that occurs without comparing expiecta and could also be an evaluative response to
perceived outcome of a particular consumption @gpee. It is an overall judgment on satisfactiosdshon
the assumption that satisfaction is the outcomseofice quality. Therefore, green satisfaction (33)efined
in this study as a pleasurable level of consumptitated fulfillment in order to satisfy specificeggn needs
and environmental responsibilities (Chen, 2009)st@mer satisfaction is closely linked to future ghase
behaviour and willingness to recommend and is @ngtipredictor of loyalty and customer retentiongbidre,
2013). A satisfied customer will not complain beter others to their service providers. This itedmined by
customer satisfaction assessment that is usedvelagea strong value proposition, one that is peEsiue,
distinctive, measurable, defendable and sustair{@tevobokova, 2009).

1.2 Statement of the problem

There is linkage in literature on the concepts tdeg marketing practices and customer satisfaciuh a
linkage in organizational demographics and custosagisfaction (Sihem & Mohamed, 2013; Chang & Fong,
2010; Klein et al, 1995). Green marketing practibese an influence on customer satisfaction (Sive&a
Umanakenan, 2013). Organizational demographics icfimence the relationship between green marketing
practices and customer satisfaction.

Several studies have associated green marketirgiqes to firm performance in terms of increaselbssa
competitive advantage, market share, profitabilityd attract environmentally conscious consumerseiiCh
2010). However, organizational characteristicsipaldrly age, size and ownership structure haven lbeported

to moderate the relationship between green makedimd performance (Kinoti, 2012; Song-Turner, 2011)
There are minimal empirical findings on moderataftgect of organizational characteristics on thatiehship
between green marketing practices and customesfaztion. Hence, the effect of age, size, ownersimg
culture on the relationship between customer safitsfin and green practices was tested in this stlidig
against this background that this study filled Km@wledge gap on the relationship between greerketiag
practices and customer satisfaction and how itdderated by organizational demographics.
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1.3 Objective of the study
To establish the influence of organizational derapgics on the relationship between green markgtiagtices
and customer satisfaction in the soft drink industrNairobi kenya

1.4 Hypothesis
Hi: Organizational demographics have a statisticaipiicant moderating effect on the relationshipgvieen
green marketing practices and customer satisfaction

2.1 Theoretical Review

2.1.1 Thetheory of corporate environmentalism.

Corporate environmentalism, refer to environmentakneficial actions undertaken by corporationd tha
beyond what is required by law. Corporate enviromia@ésm theory explains the emergence of green etiadk
concept, the analysis of how marketing activitiepact on the environment and how the environmesstaable
can be incorporated into the various decisionsogparate marketing (Menon & Menon, 1999). The goesbf
whether corporate environmentalism is profitablisesr naturally from the ongoing debate over CSR wWees
started by Milton Friedman’'s famous article on #uxial responsibility of business. The proponeritshis
theory have generally accepted that corporationsucaertake socially responsible actions that rpiséits and
the three main drivers of corporate environmenalisre market forces, government regulation andl civi
regulation (Friedman, 1970).

For decades marketing theory ignored the influesficéhe biophysical environment on marketing. Howeve
with the increase in environmental legislation, iemmvmental awareness has increased among corporate
organizations compelling them to integrate envirental issues in their strategic planning proces&oretical
attempt to incorporate the biophysical into bussnegerations has resulted in this new paradignustasable
development (Kinoti, 2012). The theory of corporateironmentalism identifies external forces (Iégisn and
public concerns) and internal forces (top managémeommitment) as key drivers of corporate
environmentalism. This theory further argues tt@isequences of corporate environmentalism coulididec
but not be limited to customer satisfaction, pwesitcorporate image, green product launches, rdseard
development and enhanced competitive advantageti@?ei®95). Therefore this theory connects the taain
study variables namely green marketing practicescaistomer satisfaction.

2.2 Literature on Green Marketing Practices, Demographics and Customer Satisfaction

Literature has provided evidence on how geograptemographic, psychographic and behavioural vasabl
have been used to target consumer markets. Sewethbrs have studied variables that explain the
characteristics of adopter categories, especi&iyy ¢haracteristics of early adopters. Studies fagusn
innovations and demographic variables are of istefer employees’ satisfaction reasons, althougdirth
explanatory effect on adoption is generally fouadé low (Cottrell, 2003; Midgley, 1987; Rogers03D It
has been shown that early adopters in generabege hnd old firms than later adopters, espedialtpe high
involvement product category such as consumer tesdfsatignon & Robertson, 1985; Martinez et 2399).
Contrary research has also found that early ade@er younger firms in general than later adopdens to
competition along conventional strategies (Kinneh®81). Corporate Social Responsibility (CSR) and
marketing ethics frameworks strongly support mariageommitment to environmental issues. Therefore,
social responsibility in marketing provides a mairkg framework under which green marketing is elghbd
(Weiner & Doescher, 1991). According to the shal@doapproach (ownership) the responsibility ofibess

is to increase its profits (Friedman, 1962) hencéig role of ownership in green marketing practices
adoptability.

Several studies have associated green marketirgiqa®s to firm performance in terms of increasettssa
competitive advantage, market share, profitabilityd attract environmentally conscious consumerseiCh
2010). However, organizational characteristicsipaldrly age, size and ownership structure haven lbeported

to moderate the relationship between green makedimd performance (Kinoti, 2012; Song-Turner, 2011)
There are minimal empirical findings on moderateftgct of organizational characteristics on thatiehship
between green marketing practices and customesfaztion. Hence, the effect of age, size, ownersimg
culture on the relationship between customer satigfn and green practices was tested in this study

2.3 Conceptual framework

The model is represented in terms of the relatipnisetween green marketing practices and customer
satisfaction. Green marketing practices elememeated as the independent variable and Custortisfagsion
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as the dependent variable. The green marketingipeaaelationship with customer satisfaction congtwas
hypothesized as influenced by organizational deayigics as moderating variable as shown in figute 2.

Independent variable Dependent variable
Green Marketing Practices Trade Customer Satisfaction
e Green Product » Repeat Purchase/ Intentions to leave
« Green Place & *| . Customer Complaint Behaviour
« Green Price » Overall level of satisfaction
e Green Promotion
» Green Brand Positioning

Organizational Demoqgr aphics

* Age

* Size

* Ownership
» Culture

Figure 1. Conceptual Framework
3.1 Methodology and Design

The study adopted a descriptive cross-sectionalareh design to determine how green marketing ipesct
organizational demographics and perception impactedcustomer satisfaction in soft drink companies i
Nairobi, Kenya. A descriptive cross-sectional syreellects data to make deductions and conclusidimait a
population of interest (universe) and have beeardsyl as snapshots of the populations from whisbarehers
collect data. It assisted the researcher in estabtj whether significant associations among véggkexist at
some point in time (Cooper & Schindler, 2006). Rar{2008) found out cross-sectional studies havesofor
effects of relationship studies. Descriptive sund®sign allows for the collection of large datanfrgizable
population. This enables the researcher to pro@idehesive summary of issues or events as desdvipéloe
participants (Sandelowski, 2000). The choice o§ tiiesign was appropriate for the study since lizet a
questionnaire as a tool of data collection. Thisupported by Gall et al ( 2003) who asserted tthiattype of
design enables one to obtain information with sidfit precision so that hypothesis can be testegeply. This
type of design has recently been used in similadies by Kabare, (2013); Njeru, (2013); and Kin(2012).

3.2 Population

The study focused on two populations. Group onepem®d of both locally and foreign owned registesedt
drink firms operating within the boundaries of Ndir County. As at December, 2014 there were onelitaah
and sixty two (162) listed companies (Kenya BurehBtandards, 2014). The list of the soft drink pamies is
shown in Appendix 4. Group two comprised of tradstomers of soft drink industries who have a difebt
with the supplier/ manufacturers. The trade custsnmecluded distributors and wholesalers whose [atjoun
was 341. The researcher considered this populappnopriate because soft drink firms ware likelyhtove
adopted green marketing practices owing to custsrnencerns on health and environment issues. The so
drink companies provided the links to their tradstomers.

3.3 Sampling Procedure

The researcher used the formulae suggested byrFisting and Stoeckel (1985) for determining sangide of
the trade customers. A sample size of 180 tradmess was used in the current study which wasetrat
using the formula as follows:
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Z*(Pp(1-pP 1.96%x0.52
v ZPea-p ) _ 2,
E? 0.052
= n = 584 = 180 Trad t
N =TTa/N T 1+ (384/340) rade customers
Where n= the desired sample sizéitarget population is greater than 10,000)

nf= is the desired sample size (wthe population is less than 10,000).
N=  the Population (in this case 341)

Z= level of confidence expressed in standardatiens (Z=1.96 at. =0.05).
P= Proportion of the sample assumed to possdsaraateristic or attribute.
E= maximum sampling error the researcher (usesjli;g to accept in the results. At 95% levelafnfidence

the allowable erroro) is=0.05.

Random sampling by making a compiled completeofisill the elements in a population from the ligseived
from the suppliers, assigning each a number and tllawing a set of random numbers which identifies
members of the population to be sampled was usseléat sample elements.

3.4 Data Collection

The relevant data was collected from both secondadyprimary sources. Primary data was collectedhen
study variables through the use of two semi- stmect questionnaires: one for the manufacturersaanther for
their direct trade customers. Key informant metheaks used to administer questionnaires. Key infotman
method was recommended by Kumar, Stern and And€1998). It is described as obtaining data fronspes
whose professional and/or organizational respditg#si indicate that they have knowledge about #jpec
characteristics of the population being studied rtwgd, Bulh and Bell, 1978; O’cass et al., 2004neO
respondent was interviewed in each firm. Some previresearchers have proposed the use of multiple
informants, while other scholars have supportedlsimformants giving the reason that they prowid¢a that
are reliable and valid as multiple informants (@%at al., 2004; Narver and Slater, 1998). Thisoissistent
with previous studies that have used key informaméshod to study green marketing practices andoouest
satisfaction relationships (polonsiek et.al, 202dbal and Kinoti, 2012). The study targeted threedned and
forty two (342) respondents of both manufactureid taade customers.

3.5 Data Analysis

The data collected were first cleaned, coded amrozed in a manner that facilitated analysis ugimg
Statistical Package for Social Sciences (SPSS)cripgive statistics (mean scores and measuresspediion)
and inferential statistics (correlation, analysisrariance and regression analysis) was conductatbtermine
the expected relationships between green markefiragtices, Organizational demographics, customer
perception and Satisfaction. Saundetrsal (2009) emphasized on the importance of descrifhadysis since it
forms the basis of correlation and experimentatlisti Regression analysis was carried out to meaer
relationship between variables and also estaltiststrength of linear association between the basa A 95%
confidence level was used in this study. The gerermula for predicting customer satisfaction wassented

by the model

CS:ﬁ0+81GMP+OD+€

GMP= Green marketing practices

OD= Organizational demographics

Where: By = intercept

CS = Customer satisfaction

B:is beta coefficients

X1 represent dimensions of green marketing practices,
€ is the error term
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4.1 Study Findings

4.1 Descriptive Statistics of the Study Variables

The following section presents the descriptive istias on green marketing practices, organizational
demographics and customer satisfaction

4.1.1 Green Marketing Practices

The determinants of green marketing practices were asddsy fourteen measures as shown in table 4.1e Tab
4.1 presents the relevant result which shows thahe scale of 1 to 5 (where 5= the greatest exrdtl is the
lowest extent). Most the respondents are to gret@ne of the view that competitive forces determgreen
marketing practices (Mean 3.81) and was followedhoyeasing number of green consumers & their ngitiess

to buy green products (mean 3.75). However, the f&bitive advantage (mean 3.15) and Moral and dthica
reasons (mean 3.25) all had moderate intensity.ralveghe intensity of determinants of green mairiget
practices was slightly high (3.751).

Table 4.1 Green marketing practices

Deter minants green marketing practices Std. Significance
N Mean Deviation t-value (P-value)

Compliance with government regulation 130 3550 1243 42 354 0.000
Society concerns for the environmental 130 3.730 1.134 38.834 0.000
Increasing number of green consumers
their willingness to buy green products 130 3.750 1.089 33.452 0.000
Environmental problems that threaten !
environment & human life 130 3.700 1.144 36.291 0.000
Competitive forces 130 3.810 1.029 34.891 0.000
Profitability goals 130 3.400 1.280 26.372 0.000
Competitive advantage 130 3.150 1.013 38.380 0.000
Moral and ethical reasons 130 3.250 .993 28.972 0.000
Top management initiative & environment
knowledge 130 3.254 .993 36.892 0.000
Stakeholders pressure 130  3.253 993 34.891 0.000
Size of the firm of the nature & industry 130 3.500 806 32.343 0.000
Community& environmental groups pressu 130 3.550 804 29.634 0.000
Individual - employees &  manageme 5, 5 g5, 739 28.934 0.000
initiative
Leadership values & managerial altitude

P g 130 3.500 806 32.456 0.000

Ovémkean score=3.751

Source: Primary Data, 2017

The results reveal that at one-sample t-test casgraof the determinants of green marketing prasticean
score indicates differences that were all statifificsignificant. The extent of determinants of ggremarketing
practices varied from one measure to another. Gang# with government regulation had the highefétidince
(t-value = 42.354, p-value < 0.05) and it was foka by society concerns for the environment with (t
value=38.834, p-value < 0.05). On the other hahd,ldwest difference was reported in profitabilifgals (t-
value=26.372, p-value < 0.05) followed by moral atldical reasons (t-value=28.934, p-value < 0.05).

4.1.2 Customer Satisfaction

The level of customer satisfaction was assessesughr trade customer respondents’ indication byethre
measures namely repeat purchases, complaint hgratimavior and the overall customer satisfactiona$ses
on the common features considered in satisfactioveys, the soft drink manufacturers’ respondergsevasked
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to indicate the extent to which their organizatieurveyed customer satisfaction on fourteen customer
satisfaction constructs. This is presented in Té4ke

Table 4.2 Soft Drink M anufacturers Customer Satisfaction features

Std. Significance
Tools of customer feedback N Mean Deviation  t-value (P-value)
To develop a new brand we survey ' 130 4.452 071 32184  0.000
features critical to quality ' ‘ ’ '
To alter existing brand we survey for critic
green product quality features 130 2.950 657 29.814  0.000
We conduct surveys often to acce
customers image of our brand 130 3.050 .687 30.252 0.000
W duct t Retenti
Olcteer::on uct customer Retention assessr 130 4.050 203 28.280  0.000
We record customer complaints and follc
ups are done 130 2.400 .743 26.324 0.000
We record response time to custom 130 3.750 829 33452  0.00
request and use it on service level ' ‘ ’ '
\(;\]fteenconduct distributors satisfaction surv 130 3.400 860 26.292  0.00
We interview distributors of other soft drinl
on green marketing practices. 130 4.150 726 26.321  0.000
We interview customers of other brands
perceived green marketing practices 130 4.100  .830 27.374  0.000
Feedback got through our frontlir
satisfaction is used well by our firm 130 3.750 .887 29.346  0.000
We use mystery shoppers in satisfact 130 3.950 739 26.482  0.000
surveys
Customer Loyalty & Retention
How good has the organization be 130 3.400 .860 26.292 0.000

experiencing repeat purchases
Customer complaint Behaviors

How good has the organization been 130 2.440 1.7435 26.324 0.000
solving customers complaints

Q@ak mean score=3.815

Source: Primary Data, 2017

The results in Table 4.2 show that to develop a beamd we survey for features critical to quali¥je@n 4.452)
and also we conduct customer retention assessfient(mean 4.050) had the highest mean scoresettaw
we conduct surveys often to access customers imbgar brand (mean 3.030) and to alter existinghtreve
survey for critical green product quality featufesean 2.950) all had moderate intensity. Overh#, level of
customer satisfaction was considerably high (meai15). The results reveal that at one-sample t-test
comparison of the level of customer satisfactioramacore indicates differences that were all siaity
significant. The extent of customer satisfactiomiag from one firm to another. To develop a newnbrave
survey for features critical to quality had the Hagt difference (t-value = 32.184, p-value < 0.8y it was
followed by we conduct surveys often to accessotnsts image of our brand (t-value=30.252, p-valux05s).
On the other hand, the lowest difference was repart we record customer complaints and follow agsdone
(t-value=26.324, p-value < 0.05) followed by custrrioyalty & retention (t-value=26.292, p-value €9).
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4.1.3 Organizational Demographics

Organizational demographics on the other hand vessessed by seven indicators. Table 4.3 preseats th
relevant result which shows that on the scale tf % (where 5= the greatest extent and 1= the lowesgnt).
Most of the respondents were to great extent fatwseother factor apart from organizational dempbies
(Mean 4.350) and also ownership (mean 3.900). Heweage of the firm (mean 3.850) and the size effittm
(mean 3.650) were moderate. Culture was assespachtaly using four indicators and their mean scanged
between 3.100- 3.300 which was moderate too. QOyehal intensity of organizational demographicstba
customer satisfaction was moderately high (mead63.6

Table 4.3 Organizational Demographics

Organizational Demographics Std. Significance

N Mean Deviation t-value (P-value)
Age 130 3.850 .909 52.504 0.000
Size 130 3.650 1.194 48.686 0.000
Ownership 130 3.900 .943 41.262 0.000
Others 130 4.350 476 35.262 0.000
Culture

Involvement (commitment, decision makin
orientation, ownership)

Consist t &

Cgr;f)'s ency (Systems & processes promo' 14, 3550 1013 29.960 0.000
Adaptability (internal ability to respond t
external changes)

Mission ( Clear on existence and headec
what direction)

130 3.300 1.100 38.680 0.000

130 3.350 1.013 40.892 0.000

130 3.100 .788 38.122 0.000
Ovitraean score=3.606

Source: Primary Data, 2017

The results revealed that at one-sample t-test adegn of the organizational demographics meanescor
indicates differences that were all statisticalgn#ficant. The extent to which the organizatiodeimographics
indicators affect each other varied from one fiomahother. Age of the firm had the highest diffees(t-value =
52.504, p-value < 0.05) and it was followed by #iee of the firm (t-value=48.686, p-value < 0.06n the
other hand, the lowest difference was reportedtbars (t-value=35.262, p-value < 0.05) followedthg culture
that is consistency (systems & processes prom@Bg) (t-value=29.960, p-value < 0.05).

4.2 Influence of Organizational Demographics on the Relationship between Green Marketing Practices
and Customer Satisfaction

The main objective was to establish whether orgdiumal demographics have a statistically significa
moderating effect on the relationship between gmaanketing practices and customer satisfactiorhé goft
drink industry in Nairobi Kenya. In order to do thtéhe study had formulated the following hypotlksesi

Ha: Organizational demographics have a statisticalignificant moderating effect on the relationship
between green marketing practices and customesfaation

According to Fairchild and Ma Kinnon (2009) modéattests whether responses by a dependent vatiable
changes in a predictor variable vary across lewkbs third variable that affects the strength andicection of
the relationship. Predictor variables and theireriattion term are used in a single regression &guat
Moderation is present if the coefficient for theeiraction term is statistically significant. Thisopedure of
testing the moderating effect was followed in tlisidy. The predictor variable which is organizadion
demographics was centered by subtracting the neapss standardized and their interaction termutaiied as

a product of the independent and moderator varidtile change in Rand the coefficient and significance level
due to the interaction term were used to checkrfoderation effect. The relevant results are preskint Table
4.4,
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Table 4.4 Resultsfor Hypothesis Test

a)Model Summary

Mode R R Square Adjusted R Square Std. Error of the Estimate
1 .385 .382 .687 .218
2 .392 .396 .656 .334

a Predictors: (Constant), Green Marketing, b Ptedic (Constant), Organizational Demographics

b)ANOVA

Model Sum of Squares DF M ean Square F Sign.

1 Regression 112.018 2 3.218 9.018 0.006
Residual 11.640 128 0.124
Total 123.658 130

2 Regression 113.018 3 3.218 7.028 0.002
Residual 10.640 127 0.124
Total 123.658 130

a Predictors: (Constant), Green Marketing, b Ptedic (Constant), Organizational Demographics

¢) Coefficients

Mode Unstandar dized Standardized
Coefficients Coefficients
1 B Std. Error  Beta (B) T Sign.
(Constant)
4.446  .482 1.402 1.038
Green marketing
451 402 .385 1.068 .004
2 (Constant)
. 5.642 .382 1.231 .038
Green marketing
o , 432 .302 .342 1.868 .004
Organizational demographics
.084 112 132 .765 0.00

Dependent Variable: Customer Satisfaction

Source: Primary Data, 2017

As shown in table 4.4 of moderation testing, th#uence of green marketing practices and orgarninati
demographics on customer satisfaction in the softkdindustry in Nairobi Kenya were both positivada
statistically significant (p<0.05). The change ihdRie to the interaction term was 0.014 (0.396 8®)&nd the
interaction term was statistically significant (p 0<05) and therefore the study accept hypothesighit
organizational demographics have a statisticatipificant moderating effect on the relationshipvestn green
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marketing practices and customer satisfaction. rékaltant regression model for the moderating &ffewdels
is:

CS =4.446 + 0.342GMP + 0.1320D + e

Where; CSis the customer satisfaction

GMP is green marketing practices

OD is the organizational demograghic

Green
X .
marketing
practices
8 =0.342
Organizational B=0.13: \ Customer
’ Demographics v satisfaction
Interaction
Xz

Effect

Figure 2: Summary Results of M oderation Testing

Figure 1 represents a summary of the results fatemadion testing. It shows the regression coeffitsiealong
the tested variable relationships and the changméifficient of determination @R due to the interaction term
and indicates the significance levels obtained.

The results indicate that there was change’iwifen interaction of green marketing practices amgnizational
demographics is introduced. Further the F chang@1897.028= 2.990 and significance of F change.0d®
indicating that the interaction is significant. ke results imply that as a moderator, organizationa
demographics affect the relationship between grearketing practices and customer satisfaction &fdwink
companies in Nairobi Kenya. These results conttatie findings of a research by Michael, et al (20@ho
found organizational culture to have no moderagffgct on the relationship between home buildingkeis
and customer satisfaction in auto dealerships. rTéteidy results showed that team orientation celtwas
negatively related to satisfaction with service wdwoer, these results support the result by Oakk&p3) that
there is a direct link between employee satisfaciod customer satisfaction, and between custoatisfaction
and improved financial performance, organizatictaracteristic explains the employee satisfactiat kads
to customer satisfaction.

5.1 Summary of the Findings

Organizational demographics had a statisticallyifitant moderating effect on the relationship begw green
marketing practices and customer satisfactionérsthft drink industry in Nairobi Kenya.

5.2 Conclusion

Based on the overall study results obtained froeneists of the study hypotheses, it is concludat th

The relationship between green marketing practaed customer satisfaction in the soft drink industr

Nairobi Kenya is also moderated by organizatiorexhdgraphics. The study results revealed that thaea
statistically significant positive moderation effeaf organizational demographics on the relatiopdhetween
green marketing practices and customer satisfaatidine soft drink industry in Nairobi Kenya. Basewd these
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results, the study concludes that soft drink induist Nairobi organizational demographics for exdenqulture
has a big role in shaping their customer attitdslrsause it has been found to have a statisticgihficant and
positive effect on the relationship between greanketing practices and customer satisfaction.
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