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Throughout the years the marketplace has changed immensely. One of the growing changes include environmental awareness. It has been noticeable in the last decade that people are understanding the importance of managing the planets resources and want to take action (Cohen, 2015). With the rise in global warming and pollution consumers are becoming more mindful regarding their personal impact. Industries usually get a bad reputation for being the worst polluters. With the urge to purchase eco-friendly items businesses may want to consider thinking about the environment. This develops a question for businesses and organizations. Should they change partly or fully to being environmentally friendly?

This research paper will cover whether environmentally friendly practices are beneficial in the marketplace. The purpose of this paper is to assess whether businesses should switch to being environmentally friendly or make some small changes. As well as the advantages and disadvantages to going green. Being eco-friendly or “green” is defined as “earth-friendly or not harmful to the environment” (Holzer, 2018). The research is going to be conducted to answer a series of questions that will help answer the primary question. For example how green do companies have to go to get the benefits from consumers, do many consumers base purchases on the products background, is there a rise or fall of consumers caring for the environment, is there a rise in sales if the company advertises being green, is it more expensive to go green and if so, does it pay off. Through a survey some simple questions will be asked to consumers online regarding their shopping habits and opinions related to the environment. To receive enough variation the data will include different ages, genders and incomes. It has been said that millennials are interested in sustainability (White, Hardisty, & Habib, 2019). It is beneficial for companies that cater to certain age groups to be aware of their interests and the amount of money they can charge. For example businesses that cater to millennials can charge more since they have been known to pay more for eco-friendly and sustainable brands (ThriveHive Corporation , 2017). While many consumers would like to go green some do not act upon their wishes. This could have to do with money, time or knowledge. A survey reports that “consumers want to make responsible ‘green’ purchases, but do not always have the means to do so” (Parletta, 2019). Although “increasingly, businesses around the world are responding to a global imperative and consumer demand to go green” (Parletta, 2019). It seems many people are becoming aware of the planet’s situation and how much harm small actions can cause. An international survey has resulted that 80% of people have high opinions on companies and brands that have ecofriendly practices (Parletta, 2019). There are many studies that show different benefits of being a green company. One benefit is that “eco-conscious shoppers show extraordinary brand loyalty when they know they aren’t just getting good quality products, but also an environmental commitment and a follow through”  (ThriveHive Corporation , 2017). There is a probability that going green is beneficial based on previous research. Although it is important to consider the specific target market of the company.

There are four important consumer behavior theories. The first one is the Theory of Reasoned Action created by Martin Fishbein and Ajzen in 1960 (Ohio University, n.d.). This theory deals with behaviors of the consumer and their intentions as well as the decision-making process. It covers an important aspect to consider as a marketer. This aspect is that when marketing to consumers you should “associate a purchase with a positive result, and that result must be specific” (Ohio University, n.d.). For some consumers a positive result could be that their purchase won’t harm the environment.  The next consumer model is the Engel, Kollet, Blackwell Model also known as the EKB model (Ohio University, n.d.).  The EKB model “envisions the purchase process as a series of discrete actions, typically precipitated by a conscious recognition of an unsatisfied need” (Ashman & Solomon Michael R.: Wolny, 2015). This model highlights the decision-making stages mainly regarding the initial information stage and external influences. A third theory is the motivation need theory that was created by Abraham Maslow in 1943 (Ohio University, n.d.). This theory is made to inform people of needs which can help marketers. The five needs include physiological, safety, love, esteem and self-actualization (Ohio University, n.d.). The fourth theory is the Hawkins Stern Impulse buying (Ohio University, n.d.). These theories could explain certain results from the surveys data. 
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After the consideration of both qualitative and quantitative analysis the research will be conducted through quantitative analysis. Quantitative research is defined as “a systematic investigation of phenomena by gathering quantifiable data and performing statistical, mathematical, or computational techniques” (Bhat, n.d.). For this specific research numerical data would be easier to analyse. Quantitative data will also answer questions easily. For example, how many people of a certain age group will pay more for eco-friendly products. Therefore, asking whether environmentally friendly practices are beneficial in the marketplace can easily be proven with numbers. Whereas qualitative requires interpretation of the results (Crossman, 2020). The quantitative research will be done through surveys. Surveys are defined as examining a subject by questioning respondents (Cambridge University, 2020). An advantage for using a survey is that they are easy to create, inexpensive and there are various ways to deliver them (DeFranzo, 2012). Some disadvantages are that some answers may not be truthful or accurate, close ended questions might not be as accurate and yes or no answers aren’t as detailed as the truth could be (DeFranzo, 2012). For example, instead of being able to say, “only twice” they have to say “yes”. To avoid this issue the questions will be made with some complexity. This will be done by creating more options such as “yes”, “no”, “once” or “a few times”. The first step for researching would be to create the survey. It is important that the survey is captivating because it encourages the reader complete it. Some tips for creating a good survey include keeping it short, creating different answer options, not overusing matrix questions, providing relevant and necessary answers and creating one question to find any inattentive or fake respondents (Bernazzani, 2018). It is also important not to unintentionally persuade people by the wording of the questions. The survey will include many questions that will help answer the primary research question. It will be sent to different demographics such as people with various ages, genders and incomes. This way the results can be studied by separating certain demographics. For example, if a certain age group pays more for eco-friendly products then, it’s beneficial for some companies to go green. Random sampling will be used for this survey. Random sampling “allows the results to be generalized to the larger population and statistical analysis performed if appropriate (Kelly, Clarl, Vivienne, & John, 2003). To ensure that the survey is ethically just each respondent will be anonymous. It is said that two important ethical issues are that the respondents have confidentiality and that the they are aware of the surveys purpose and have given consent (Kelly, Clarl, Vivienne, & John, 2003). The survey will begin with a small introduction providing a substantial amount of information about the research that is being conducted. It will also provide an option to give consent and allow their answers to be studied.
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Data analysis is described as “The process of evaluating data using analytical and logical reasoning to examine each component of the data provided” (WebFinanceInc, n.d.). The five steps for a data analysis process include defining your question, setting clear measurement priorities, collecting data, analyzing data and interpreting results (Dillard, 2017). For this research proposal the defined question is whether environmentally friendly practices are beneficial in the marketplace. The data that is necessary for this research includes people’s opinions and actions involving environmental practices. Some factors include salaries, age, location, lifestyle and gender. The data will be collected through an online survey that will include a section informing participants about the survey and asking them for consent. The data will be analysed on SPSS. SPSS is defined as a software package that is used for processing and analysing survey data (Foley, 2018). Using this software will make analysing the data easier. The data will be presented with various graphs and tables. Cross tabulation will be used to compare different demographics decisions. Cross tabulation is used “in statistical analysis to find patterns, trends, and probabilities within raw data (Aprameya, 2016). This can display which demographic would pay more for environmentally friendly products. Certain graphs such as pie charts or bar charts can display percentages which can be used to answer the research question. Certain results such as if most respondents prefer buying eco-friendly packaging would infer that going green is beneficial. Another result could be that people with a lower income would not pay more for an eco-friendly product. This would make it less beneficial for companies to be eco-friendly if they have to charge more. The findings could confirm some of the theories on consumer behaviour. For example, if people care about the environment they could be thinking about their impact and feel that buying green products is in their best interest. Which would confirm the theory of reasoned action because it states that “consumers act on behaviour based on their intention to create or receive a particular outcome (Ohio University, n.d.). If people buy eco-friendly products because they believe it has to do with future safety, it agrees with the motivation theory.
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The research is going to take time and resources. The subjects will be various demographics in a location. They will receive the survey online through social media such as Facebook, Instagram, snapchat and email. The survey will be created on google docs which is a free service. As the survey is free to create and send it will be a low-cost research. It may be beneficial to purchase survey monkey instead which would cost 34 dollars a month. The necessary resources include a laptop to create and analyse the survey. A cell phone is also required to contact the respondents and to deliver the survey. Regarding time it will take time to create the survey and find a sufficient number of respondents. I t will also take time to input the data into SPSS and to analyse the data. It is going to be important to allow enough time for respondents to complete the survey. To ensure that the survey is ethical the respondents will be informed about the purpose of the survey and asked to give consent to take the survey. The survey will also be anonymous allowing the respondents to answer truthfully. An age restriction will also be in place ensuring that anyone underage will not be partaking in the survey.
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This figure describes a time plan for the research throughout 8 months. As specified, there is a month for respondents to receive and complete the survey. This was intentionally placed to ensure that enough data is collected for analysing.
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