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Executive Summary
New green innovation has become the backbone of surviving in a competitive business environment. Marketing challenges have appeared, organisations are promoting more greener products and services to survive. The government have introduced new legislation to reduce the greenhouse gas. The UK has pledged to become net-zero by 2050. This is affecting many manufacturers and producers of consumer goods who are constantly designing new products and services to meet buyers’ demands. Worcester Borch, is a domestic heating and hot water product manufacturer, is concerned about the current government’s plan to phase out gas boilers. However, Worcester Borch has a new hydrogen boiler it wants to introduce to the market. However, the company intends to do market research before launching the product to determine the demand for the hydrogen boilers. 
The research will critically evaluate the drivers of green marketing; it will also examine new government regulations, organisation’s ability, technical prowess and how customers demand creates new business propositions. The research will perform a PESTLE to assess the external factors to understand the external environment it is operating in. A SWOT analysis will also be performed to evaluate the internal and external factors affecting the marketing and business strategy of Worcester Borch. 
The paper will further discuss some of the critical challenges faced by Worcester Borch in going green. Worcester Borch intends to utilise the existing brand reputation and position itself to attract new buyers. Worcester Borch also wants to protect its brand's reputation using a green strategy. The research intends to understand green marketing better, future investment opportunities and consumer buying behaviours. The study will provide recommendations based on the market research and data accumulated from the findings. Secondary data was used to compile the research paper from online journals, an online newspaper, websites; no interviews or primary data was used for the study.
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[bookmark: _Hlk84714321]A Critical Analysis of Green Marketing at Worcester Borch 
[bookmark: _Toc88764787]Introduction 
Marketing management is an organisation's strategy with a set of plans and actions to promote and distribute services and products effectively to the targeted consumer. The marketing method is a continuously evolving process where organisations need to adapt to the external environment, meet consumers' demands, and change to survive. Recently marketing has not been immune to environmental issues impacting consumers and businesses. A new green marketing phrase has appeared, organisations are adopting different tactics to market their products more appealing. The report is a case study of Worcester Borch and its marketing activities and how they proposed to adapt to the new greener approach. The report will also discuss the pros and cons of green marketing and climate change issues affecting the organisation's business strategy. The paper report seeks to understand the changing industry, buying behaviour of the consumer and understand the future implications in business strategy.
[bookmark: _Toc88764788]Company Overview 
Worcester Borch was initially founded in 1962 by Cecil Duckworth, a UK based heating and hot water product manufacturer; by 1996, it became a part of Bosch Group, employing 2000 people. The current range of products includes oil and gas boilers, hot water cylinders, controls, and accessories. The company has a range of renewable technologies such as heat pumps, solar water systems, hybrid boilers, and the new hydrogen boiler (Worcester Bosch, 2021a).
[bookmark: _Toc88764789]PESTLE Analysis
PESTLE Analysis is performed in Worcester Borch to evaluate the external factors that may obstruct or offer a business opportunity; it will also highlight any risk associated with current and future strategy. (Please refer to appendix 1 for a complete analysis).
[bookmark: _Toc88764790]SWOT Analysis
A SWOT analysis is performed using Strength, Weakness, Opportunity, and Threat to determine the external factors and internal factors that may give rise to any opportunities or threats that may need to be addressed. (Please refer to appendix 2 for a complete analysis).
[bookmark: _Toc88764791]Environmental Concerns 
Recently the world has seen the effect of climate change, the intensity of the wildfires burning across the western US (Borunda, 2020). BBC News (2021b) reported that climate change makes extreme rainfall more likely. Hill (2021) wrote, Europe had one of the worst rain full which resulted in a flash flood, which led to the deaths of 120 people. Recent death tolls through western countries have bought the attention of politicians about the climate change and ecological disaster it is causing. Many developing countries are pledging to lower carbon and other harmful gas, creating new laws, and enforcing restrictions on corporations to act ethically and environmentally friendly. Governments in the UK are now encouraging heating companies to develop new eco-friendly boilers to lower CO2 gas.
[bookmark: _Toc88764792]Governmental Pressure
The new laws are likely to impact Worcester Borch’s business strategy. The government has made it clear that gas boilers will be phased out by 2035 and replaced by new greener boilers, and any new houses built after 2025 will have to install a new low carbon boiler (see appendix 1). Governments have said there is an urgent need to replace boilers as they emit high levels of carbon (Carrington, 2021). At the same time, ministers are confused about using air sources or hydrogen boilers to reduce carbon. Worcester Borch offers both technology and is in a position lead in the heating industry. Chris Stark, the Committee on Climate Change (CCC) chief executive, said his confidence in hydrogen technology would help fight against climate change (Vaughan, 2018).
The boiler industry has been adapting to the previous government demands. Worcester Borch introduced low carbon hybrid boilers, solar water pumps and heat pumps. However, the government wants the boiler industry to create zero-emission boilers, a technical and financial issue for Worcester Borch. Those companies that fail to adapt to the industry standards risk getting phased out completely or losing their market share.
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[bookmark: _Toc88656109]Figure 1: Driving Model of Green, Source (Zhou and Ren, 2014).
Figure 1 model shows the drivers of green marketing from participants, the pressure system, dynamic system, and performance. For example, due to environmental issues, governments apply pressure on corporations; this then creates a new market opportunity that leads to a new value proposition for buyers. 
[bookmark: _Toc88764793]Key Drivers to Change 
· The government wants to reach the net-zero target by 2050 (Shepheard, 2020).
· The government is forcing the corporation to take responsibility for carbon emission and climate change.
· The rapid change in innovations and technologies is paving the way for greener products.
· Both businesses and buyers are more aware of the environmental effects of harmful products like gas and oil boilers (see appendix 1).
[bookmark: _Toc88764794]Challenges of Going Green
Reacting to the challenges of environmental issues has always been an unprofitable and unwanted burden for business owners. However, the hypothesis has changed in recent years; going green can be profitable, a new market opportunity and wealth creation has emerged. While others still argued that the environmental cost is increasing rapidly and being green is risky due to the added cost, as stated in (see appendix 2). With government regulations and organisations' added interest in becoming more ethical and using sustainable business approaches, this may change for the better (see appendix 2). Nevertheless, the situation can be oversimplified; there are barriers to consider. Before a company can adopt any higher standard, it must make money for its shareholders. Other elements within the organisation processes will need change, sourcing greener materials, using greener logistics, and utilising wind or solar-powered electricity to run the organisation (Clark et al., 1994). A new marketing strategy will have to be adopted to attract potential buyers.
[bookmark: _Toc88764795]Advantage of Green Marketing 
For Worcester Borch, investing in a green marketing strategy will strengthen and maintain its organisations brand, giving a competitive advantage against the competitors. This will aid in retaining its existing customers and have access to customers who seek change from traditional boilers. There are benefits of tax exceptions for business owners who make investments in green products. Boilers are likely to be subsidised through government grants for the consumers to make it affordable, and this is another advantage for Worcester Borch. But not everyone will be eligible to have access to government grants, so there some limitations.
[bookmark: _Toc88764796]Disadvantage of Green Marketing 
The current laws and plans by the government affect the heating industry since 20 per cent of the CO2 gas is produced by domestic boilers. This has set another obstacle for Worcester Borch to manufacture zero-carbon domestic boilers. Worcester Borch and many other manufacturers must invest in new technologies, developments, and a complete change to the organisational processes. The business strategy change will add extra cost to the manufacturers, making the boilers more expensive for the consumers. Finding a supply chain that will be able to meet green standards is very difficult and can be costly at the present time. This is an issue as consumers are unlikely to invest in high priced boilers regardless of being green. Marketing any product at a high price may be out of reach for most buyers.
[bookmark: _Toc88764797]Consumers Buying Behaviour
Polonsky (1994) wrote that due to the limited supply of natural resources and pollution created by burning fossil fuels, green marketing has become an essential factor of economics. Worcester Borch sees green marketing as an opportunity to achieve business goals, and others believe it is their moral obligation to be socially responsible. Consumers buying behaviour has changed too, and buyers are more concerned about the environment affected by consumerism. 
Many organisations see demand and an opportunity to create a green value proposition. For example, IKEA has been buying back unwanted and damaged furniture that typically results in a landfill. Their customers welcome the idea; others are sceptical about the organisation approach calling it greenwashing. Whatever the reason, it is having a positive media campaign on the company. IKEA recognises the customer's buying behaviour has changed, so IKEA is using a green marketing strategy to retain its customers.
Customers buying behaviour has changed; this highlights a concern for Worcester Borch, as many consumers have a desire to invest in green products. Competitors like Baxi, Vaillant and British gas have their own plans to switch to hydrogen boilers to retain their customers base and the company’s survival. If Worcester Borch fails to meet critical dates set out by the government and customers need, it could lose its customers to the competitors as switching is not an issue for the consumers if priced reasonably (see appendix1).
[bookmark: _Toc88764798]Changing Industry
The current laws and plans by the government affect the heating industry since 20 per cent of the CO2 gas is produced by domestic boilers. This has set another obstacle for Worcester Borch to manufacture zero-carbon domestic boilers. Worcester Borch and many other manufacturers must invest in new technologies, developments, and a complete change to the organisational processes. The marketing/business strategy change will add extra cost to the manufacturers, making the boilers more expensive for the consumers. This is an issue as consumers are unlikely to invest in high priced boilers regardless of being green.
· The existing boiler engineers need to be trained to repair and service the new hydrgen boilers, an added cost of training the workforce.
· Due to the rapid change in the heating industry, there is a knowledge gap about hydrogen technology and boilers. This will put an added strain on day-to-day operations when hydrogen is fully integrated into the strategy.
· Worcester Borch will need to completely restructure its organisation culture, processes, training, and development. This will result in heavy investment, planning, knowledge, competence, equipment, and time will be required. 
[bookmark: _Toc88764799]Barriers to Green Marketing 
Though many consumers favour green products, many barriers need to be overcome by the organisation. A study by Joshi and Rahman (2015) found that the lack of understanding by consumers on green technology can become a commercial barrier that restricts sales and have a limited understanding of green products. In addition, the consumer will have difficulty accessing green technology due to limited suppliers, study suggests this will deter many buyers due to searching for products. Furthermore, consumers have minimal trust in the ethical claims made by the manufacturers, the fear of greenwashing by manufacturers (see appendix 1). 
[bookmark: _Toc88764800]Brand Reputation
Consumer magazine Which? recently recognised Worcester Borch as the best buy in 2021 (Worcester Bosch, 2021b). The brand has a long history of reliability and service in the UK, establishing itself as a household name. To maintain brand strength, the business model will need to change to survive, as the research from PESTLE and SWOT indicate the heating industry is going through a radical change. The brand can use a green marketing strategy to maintain awareness of the green products it intends to release to its buyers (see appendix 2). 
[bookmark: _Toc88764801]Green Positioning
Utilising the brand's strength, the organisation can position itself to target a new group of buyers who have emerged (see appendix 2). Polonsky and Rosenberger (2001) wrote that consumers often encourage firms to develop greener products, so the demand is there. However, the product would need to be competitively priced. The product is likely to be priced higher, but the government is likely to subsidise the boilers. 
Using the green approach, Worcester Borch will face very little competition avoiding competitors by differentiating itself and having a competitive advantage. However, there are unanswered questions; the product will need to be distributed using green logistics to minimise environmental pollution. A green supply chain will be required to source parts and supplies; integrating the supply chain into the business will be another challenge and a longer process.
[bookmark: _Toc88764802]Green Marketing Opportunity 
· Opportunity to create a value proposition and fulfil the need of the consumers.
· Using a green marketing approach can give a competitive advantage over the competition.
· Worcester Borch can create a unique business strategy to satisfy consumers and environmentalist needs using a green marketing approach. 



[bookmark: _Toc88764803]Recommendation 
· Consumers buying behaviours have changed; consumers are aware of climate change they are more informed. This creates a new opportunity for a new green proposition. It would be ideal to market the hydrogen boiler with government regulation, government subsidies, and tax incentives. Using green approach, Worcester Borch will be able to have access to more green buyers.
· The green strategy will strengthen the reputation of the company’s brand; with the economy is slowing, it would be crucial that the business uses new tactics and differentiate itself from the competition. 
· According to the research, hydrogen is replacing fossil fuel; it is an opportunity to create a new value proposition and be part of a new growing economy (HM Government, 2021).
[bookmark: _Toc88764804]Conclusion 
A new phrase, green marketing, has appeared due to the evolving marketing strategy. Environmental change and high CO2 gas bought mass flood and forest fire that is affecting society. Many companies are forced to change their business model due to government regulations imposed on them, and heating companies are now innovating eco-friendly technologies in a bid to win market share. Worcester Borch is a leader in heating technologies has just introduced its zero-emission hydrogen boiler. The company aims to market using a green marketing approach to sustain business productivity.
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[bookmark: _Toc88764807]Appendix 1. PESTLE Analysis on Worcester Borch
	Politics
· Bosch operates across Europe, any changes in taxation can affect profitability.
· Recent Brexit may raise import duties.
· Different leaders across the world have assembled COP26 summit in Glasgow to discuss climate change; new legislation on carbon emission may affect Worcester Borch’s business operations (BBC News, 2021a).

	Economics
· The Consumer Price Index (CPI) is expected to peak at 4.6, meaning consumers will get less value for money.
· The UK economy is in a slower recovery than anticipated; sales are expected to be below.
· Unemployment is expected to rise to 5.5% as people are taken off the furlough scheme. However, it is expected to fall as people return to work.
· There has been a rise in wages due to a labour shortage (Nabarro, 2021).
· With significant government debt due to heavy spending to stabilise the economy, taxes will rise and affect recovery.

	Social
· Society is becoming more eco-friendly, the new generation is more educated about the negative impact of consumerism and harmful products (Jones, 2021). 
· People are becoming more environmentally aware of the consequences of harmful products impacting them (Butler, 2018), consumers are opting to buy eco-friendly products.
· Health practitioners claim many health issues related to the high amount of carbon in the air.

	Technology
· Companies are constantly developing new eco-friendly technology to compete for market share; Worcester Borch has always had superior technology.
· Other heating technology available to the public, ground source heat pump, heat batteries, hybrid heating system and solar thermal panels from competitors (Topping, 2021).

	· Legal 
· Consumers are demanding more environmentally friendly products which minimise harm, and the government are passing laws to stop misleading information by manufacturers (CMA, 2021).
· From 2025 new homes-built will need to instal eco-friendly boilers.
· Government plans to phase out existing gas and oil boilers by 2035 (Tweedale, 2021).

	Environmental
· Climate change is causing extreme heat, droughts, fires, and flooding; it has become an issue for developed countries to tackle these issues. 
· Reports have suggested that 20% of the emission is contributed by gas or oil-powered boilers in UK and US (Finnis, 2021).
· New laws are being imposed on manufacturers to create more green eco-friendly products and goods for consumers.
· The government wants to phase coal and replace it with solar and wind farms to reduce carbon emissions. 

	Evaluate
· Consumer’s buying behaviour has changed; consumers are more environmentally aware of implications from products they use. Borch will need to change business strategy, using ploys like green marketing or risk the brand being targeted by environmentalists that could lead to losing market share.
· Worcester Borch will have to manufacture boilers according to government guidelines or run the risk of losing market share. 
· Due to climate change and laws being imposed to protect the environment, Worcester Borch can exploit its hydrogen boiler technology. 
· Economics figures suggest the economy is likely to be on slow recovery. However, Taylor and Ambrose (2021) wrote, the green economy is four times bigger than UK manufacturing employing 1.2 million personals; Worcester Borch can be part of the new growing economy.
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	Strength
· Worcester Borch is a solid, reliable brand recognised for reliability and quality.
· Worcester Borch has a strong customer loyalty.
· The company superior technology and intense research and development.

	Weakness
· Laws imposed on organisation to go green will raise operating cost.
· Large investment is required to make green boilers.

	Opportunity
· Due to the government's commitment to lower greenhouse gas has created an opportunity to exploit the new renewable energy sector.
· Borch has the technology to be the market leader in green boilers.

	Threat
· Competitors like Baxi, Valliant and British Gas all introducing their own Hydrogen Boiler.
· The rapid change in the heating sector due to climate change, the change can have has created an added impact on expenditure. 
· High risk associated with new technology can also be costly to the manufacturer. 
· Hydrogen boilers have a high risk of exploding compared to gas boilers.

	Evaluate 
· Worcester Borch can take advantage of the current opportunity to exploit its hydrogen technology. Its crucial strength remains on its brand and superior technology with a loyal following who will buy future products. 
· While there is high investment risk with marketing any new product, the government will likely fund and subsidise many boilers for the consumers to lower the UK's carbon footprint. 
· However, according to Gant (2021), safety issues are a big concern to Worcester Borch; the hydrogen technology has a higher risk of exploding. This could make some buyers reluctant to invest in a new boiler. 
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