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ABSTRACT

The purpose of this study was to determine thei@mite of green marketing strategies on
cost management among commercial banks in KenysereTwere two objectives for
the study ; the green marketing strategies usedng commercial banks in Kenya and
the link between green marketing and cost manageimeommercial banks in Kenya. A
census survey study design was used and the mtncdiection method was through
self-administered questionnaires. All the banksewmrgeted and a response rate of
27(62.7%) was achieved. The study revealed thaadlgtion of green marketing among
commercial banks in Kenya was at 66.7% based onntlmeber of banks that had
departments of green marketing or those that spaliyf had the green marketing agenda
in their operations. Among the strategies thatewarplace were green branding, green
innovation and green operations. The study revehigithe most favorable strategy used
in green marketing was green branding since it &aatore of 3.5, followed by green
operations 3.2 and green innovation which was Phé. measures were based on a scale
of 1 to 5 where 5 meant that the strategy was tged very large extent. The study
revealed that there were strong policies in placehieck on printing costs. It was also
revealed that the adoption of more energy efficgstems such as solar energy use had
been adapted to a moderate extent by banks. Assgremodel on the relationship
between green marketing strategies revealed thst s@mnagement through green
marketing accounts for more 84.6 % of controllabest management. The study
recommended that green marketing can be expandeddrporate strategies that would
involve the use of solar, energy saving bulbs, whtgvesting to be used for cleaning,
use of ATM outlets to communicate green marketiggrala.
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CHAPTER ONE: INTRODUCTION

1.1. Background of the Study
Green marketing is rapidly gaining prominence ia torporate world as a marketing

strategy. Companies are increasingly seeking tetatanew and changing customer
expectations. This is informed by the need to ailtkee world environmental challenges
stemming from business activities such as fuel wonpdion, stationery consumption,
electricity use, electronic waste, and equipmerd asd water usage. The need to
conserve the environment from pollution is demanigdhe society from banking and
financial institutions. The advent of green mankgtin banks was started with the
objective of creating awareness amongst the barfkatgrnity of the need to rationalize
their strategies, policies and activities towarglsponsive environmental behavior in the
face of tightened regulations on environmental eoretion (Belz, 1999).

Cost management is central to sustained corporafigbility and competitiveness in
the face of increased competition and changingoowst expectations. Firms are turning
to green marketing in an attempt to address cogtraiit related issues. Disposing of
environmentally harmful by-products, such as podlychated biphenyl (PCB)
contaminated oil are becoming increasingly costig en some cases difficult. Therefore
firms that can reduce harmful wastes may incur tambisl cost savings (Thaker &
Vaghela, 2013). In an attempt to manage costs, anoi@p must minimize waste in both
raw materials and products (Pawar, 2013). The n&nagt mantra today is conquering
your costs, before they conquer you since customgirdemand high quality in services
but low cost in service and product offerings. Hiareholders are also demanding a

required rate of return on their investments.



The study shall be guided by three main theoridees& are the stakeholder theory,
institutional theory and the scarcity of resourdependency theory. According the stake
holder theory, business organizations do not ojeran isolation but will tend to
formulate their corporate strategies in the contéxtake holder interests. According to
scarcity of resources dependency theory naturaluress are scarce and therefore their
use must be optimized to realize maximum econongnefits. Institutional theory
examines the relationships between institutions lama they must adopt to survive in
their operating contexts by adjusting to the dersamckrted by the external environment.
The banking sector in Kenya is faced with the @mae of widening the gap between
themselves and their competitors in costs so th@emesources will be channeled to
profitable growth. One of the strategies used gagement in green marketing practices.
Research studies reveal that there is a positileiarship between environmental
engagement and economic performance (Aragon-Co&edRubio-Lopez, 2007).
Empirical studies prove that companies operatintigintened environmental regulations
are able to increase their competitive advantageuth environmental engagement
(Porter & Van del Linde, 1995; Rugman & Verbeke989Ambec & Lanoie, 2008).

1.1.1 The Concept of Green marketing

Green marketing concept emerges from societal rtiagkgKotler, 1999). Green
marketing, alternatively known as environmental keting or sustainable marketing
refers to an organization's efforts at designinggnmting, pricing and distributing
products that will not harm the environment (Pri@leFerrell, 1993). The American
Marketing Association defines green marketing #ise ‘marketing of products that are

presumed to be environmentally safe.” (AMA, 201den marketing has also been
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defined as “the strategies to promote productsmyleying environmental claims either
about their attributes or about the systems, pdiceand processes of the firms that
manufacture or sell them.” (Prakash, 2002,p. 285¢en marketing can also be defined
as an attempt to characterize a product as bewigpemental friendly (eco-friendly).

The concept of green holds the view that marketithgeh is a part of business must both
satisfy the interests of the consumer and take chtle interest of the community in
general. That is, all those who are affected byaittesities of a business should be kept
in mind when setting the objectives and the pai@é an organization. The concept of
green marketing has been instrumental in the “gng&nof companies. Karna et al
(2003) views green marketing as a holistic manageénprocess responsible for
identifying, anticipating and satisfying custonrexeds in a profitable and sustainable
way. Belz & Peattie (2009, 29) defines green madsetnarketing management concept
that incorporates stakeholders, customers andtgo€é&tman (2011, p46) observes that
green marketing should be seen as a holistic magket paradigm with a long term
orientation.

The concept of green marketing has however oftean bmisunderstood to mean the
promotion and advertising of goods that are enviventally friendly. This may include
recyclable materials, chemicals that do not depleteozone layer. While this can be true
a broader concept according to Polonsky (1994)shthldt green marketing consist of all
activities designed to generate and facilitate exghanges intended to satisfy human
needs, such that the satisfaction of these needswants occurs, with minimal
detrimental impact on the natural environment. Gnearketing has also been associated

with environmental marketing or ecological markgtin



Green marketing has also been defined as the plgndevelopment and promotion of
products or services that satisfy the needs of waess for quality, output, accessible
prices and service, without having a negative éffecthe environment (Peattie & Crane
2005, Grant 2008, Pride and Ferrell 2008).The AcaeriMarketing Association defines
green marketing is the marketing of products that@mesumed to be environmentally
safe. In broad terms green marketing incorporatesge of activities, including product

modification, changes to the production processckaging changes, as well as
modifying advertising.

Green marketing has been identified as a key cosmgoof modern marketing strategy.
According to prakash (2002), a firm pursuing ‘greebjectives should focus on value

addition at firm level processes, management systamd product by designing

processes, systems and products that eliminateevaasl conserve the environment.
Studies reveal that there are positive gains aatutiwith adopting environmentally

friendly marketing strategies (Luo & Bhattachary@0@8). Green marketing concept
gained prominence in the late 1980s and 1990s baseitie proceedings of the first
workshop on Ecological marketing in USA, 1975. Hgenda was to deliberate on the
positive and negative aspects of marketing aadtwiton pollution, and non-energy
depletion energy resource depletion (Henion& Kimn&a76).

The adoption of green marketing practices is drivgrihe increasing social pressure on
companies and organizations for ecologically resfm@ behavior. The adoption of

green marketing practices also seems to have bdkenced by scholarly work on

marketing research which has dwelt on the studgcofogical issues (Belz 2006; Kangun

& Polonsky, 1995 et.al). According to Kinoti (201@jeen marketing is an important



intervention strategy for sustainable environmengabtection and development.
Organizations therefore seek to incorporate grearkaeting practices in their corporate
strategies (Banerjee, 2001; Buysse & Verbeke, 2D@8p & Ergenzinger, 2005; Sarkis,
2003; Starik & Marcus, 2000). The green marketingerala has also been gained
prominence out of concern that conventional manketpractice does not consider
environmental protection (Schaefer, 2005). Sociaraness about ecological issues has
led to the formation of action groups at nationab anternational levels aimed at
environmental protection. Some of the organizatimatude the green belt movement,
European Environment bureau, United Nations enwi@mtal protection (UNEP) and the
African NGO Environment Network (ANET). The grougerm a strong external
controlling force on the internal operations of amgations and can therefore not be
ignored.

1.1.2 The Concept of Cost Management

Cost management is an ongoing continuous improvep@yram since customers are
continually seeking for improved services at reducests. Cost management is closely
related to cost reduction, cost control, cost sg@nd cost optimization. According to the
chartered institute of accountants, cost contrthésregulation by executive action of the
cost of operating an undertaking particularly wherteh action is guided by cost-
accounting. Cost reduction is the permanent rednctin the unit cost of goods
manufactured or services rendered without impaionghe quality or suitability of the
product or service. Cost management thereforestExon simultaneously reducing costs

and remaining sensitive to customer satisfactiorgoality and price dimensions. Cost



management aims at achieving value at minimum @stpst management approach
called cost optimization.

Faced with rapid technological changes, increasedpetition from local and global
actors, the modern business, the concern of mamagéow to balance between quality
and total costs. Total cost management remaingcalritto sustained corporate
profitability and competitiveness. Another strategpplied in cost management is cost
leadership, where companies pursue competitive radga through low pricing
strategies. According to Armstrong & Kotler (20Q3teen or environmentally friendly
activities are focused on energy-efficient operajobetter pollution controls and
recycled materials which yield significant costisgvand at the same time conserve the
environment. The authors argue that match custdogalty is created through matching
customer expectations with company performancetl@adyeneration of customer value
profitability.

1.1.3 The Banking Sector in Kenya

According to Oloo (2009), the banking sector in a&ns the bond that holds the
country’s economy together since agriculture anawufecturing industries depend on it
for growth. The banks in Kenya form the main finahtermediaries since the capital
market is considered narrow and shallow (Kamau,920the Kenyan economy is
therefore said to be bank based since the finaseialices sector in mainly controlled
and dominated by banks’ statistics reveal that itkegpe overall profitability in the
banking sector , the medium and small banks wbarhprise of 57% of the banks

continue to register negative profits comparedtgd banks(CBK,2009).



The banking sector according to the central banKaiya (2013) supervisory annual
report registered an overall 15.9 percent growttoial net assets, an increase from Ksh.
2.33 trillion in December 2012 to Ksh. 2.70 trilion December 2013. Customer
deposits grew by 13.5 percent from Ksh. 1.71 ¢mllin December 2012 to Ksh. 1.94
trillion in December 2013. Challenges facing thalkiag sector are myriad ranging from
unstable foreign exchange regimes, inflation, cditipe and the ever changing
customer expectations and demands.

1.1.4 Commercial Banksin Kenya

The central of bank of Kenya is charged with amotiger responsibilities regulating and
creating monetary policy in the country. There wé&8eregistered commercial banks in
Kenya as of December 2013 (CBK, 2013). Thirty thoé¢he banks are local while the
rest are foreign.

The banks are classified into three broad clusséegories namely large, medium and
small based on a weighted market index. Six ofléinge banks control 52.39 % of the
market share while 15 of the medium banks cont7o®3 percent of the market share.
Almost half of the banks control less than 10 petad the market share. Some of the
key objectives of the CBK are to increase accesfinemcial services, stability and
efficiency through the introduction of relevant jgglreforms. A CBK banking survey of
2013 revealed that access to formal financial sesviwas at 32.7% of Kenyan adult
population. A total of 66.7% of the adult populatioad access to some form of financial
services providers. According to the survey, thepprtion of Kenyan adults using the

informal financial services decreased from 33.3 862006 to 7.8% in 2013. The



proportion of the financially excluded Kenyan starad 25.4% from 39.3 in 2006 (CBK,
2013)

1.2 Research Problem

Green marketing strategies form an important pillar the determination of the
competitive dimension of business organizationse Huoption of green marketing
strategies include practices, policies, and pro@sduon pricing , marketing
communication and distribution that explicitlgcaunt for concerns about the natural
environment (Menon et al. 1999). It has been argined to satisfy environmentally
conscious customers, companies should incorporaengmarketing in their marketing
program elements by designing and executing theanmanner that is less harmful to the
environment (Dahlstrom, 2011& Kotler 2011).

Cost management remains a key concern to mangers émvironment characterized by
increasing competition and increasing customer deisia The influence of green
marketing has proved to be a strong multidimendidoal and strategy for cost
management in commercial banks. According to Menguc Ozanne (2005),
organizations having a green orientation are likelyachieve greater financial gains and
market share. Financial gains if translated todoettlaries, improved capabilities and
employee motivation yield higher customer satistactand market share (Menguc &
Ozanne 2005).

Various studies have been conducted to determmenfluence of green marketing on
competitiveness. A study on the effectiveness @egrmarketing mix on consumer
satisfaction and loyalty revealed that green margemix has a significant effect on

consumer satisfaction on amongst customers in of ¢moducts in Iran. It was also



revealed that consumer satisfaction had a sigmnifieiect on customer loyalty (Rakhsah
& Majidazar, 2011).Local studies on green marketm¢{enya include green marketing
as applied by manufacturing firms (Kalama, 2003)d @reen marketing practice in
floricultural firms (Thiong’o, 2009). In conceptu&hD study, Kinoti (2011) observed
that green marketing is a responsible businesstipeathat contributes to sustainable
development and environmental protection. Nonehefdtudies has addressed the issue
of green marketing practices in commercial bankee Study therefore seeks to fill the
research gap by seeking to determine the influehggeen marketing practices on cost
management in commercial banks in Kenya. The rekeashall be guided by two key
research questions;

What are the green marketing strategies adoptedtmnercial banks in Kenya?

What is influence of green marketing strategies@st management in commercial banks
in Kenya?

1.3 Resear ch Objectives

The aim of the research study was to achieve tl@xfimg three study objectives:

To determine the green marketing strategies addptedmmercial banks in Kenya.

To establish the influence of green marketing sgi@s on cost management amongst
Commercial banks in Kenya.

1.4 Value of the Study

The study will contribute to the development of néweories on green marketing
strategies and cost management. The findings frbim tesearch study add new
knowledge in the theory of green marketing in comuiaé banks through the research

gaps in the study that have been identified irsthdy.



The research study will contribute knowledge whigh be helpful to various groups and
actors in the conservation of the environment tghoresponsible business behavior. The
greatest beneficially to the study will be the aracc community. The study adds to the
already known knowledge in the field academic comityuthrough the generation of
new knowledge. The research gaps identified in #tigly form a basis for further
research in the area green marketing in commevaiaks.

Managers in various business organizations wilefiethrough the knowledge generated
in the study. The beneficiaries will include margger the banking industry and other
financial institutions who will be better informea how to integrate green marketing in
their business entities for competitiveness. Theysshall also generate findings which
shall be beneficial interested investors and inaest managers in the banking industry
and the marketing fraternity in general on how towg their companies through cost
savings obtained through green marketing strategies

Governments play a key role in the environmentaiseovation efforts through the
enactment of various legislation laws on environtakeprotection. The coordination of
other environmental conservation efforts by suatugs such as the UNEP, ANEN and
the green belt movement is done by the governmEmé government through the
knowledge gained through the study can play a blettgslation and coordination role by
incorporating the knowledge gained to improve pofarmulation. This knowledge will
aid in decision the making process among variougegonent organs that deal the

banking sector.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction
This chapter covers the theoretical framework dved émpirical related literature. The

conceptual framework and studies on green markgimagtices and cost management
have been covered.

2.2 Theoretical Foundations of the Study

The research study is guided by the institutiomaloty Scott (1995), the scarcity of

resources dependency (Pfeffer & Salancik, 1978\, the stakeholder theory (Anssof,
1965).The institutional theory which explains hokganizations, banks in the context of
this study interact with one another, and theienattion with the external institutions.

Banks cannot act in isolation, but must interacthwother institutions such as

government, consumer groups and other societaln@aons such as environmental
conservation pressure groups. The scarce resoutependency theory and the
stakeholder theory have also been discussed. Keehtalder theory explains how the

behavior of organizations is influenced and coterbby stake holders.

2.2.1 Institutional Theory

There are various definitions and interpretationsrstitution depending on the context
and usage. The working definition adopted for #tisdy shall be one posited by Scott
(1995) a social scientist. He defines institutiassconsisting of cognitive, normative, and
regulative structures and activities that provitab#ity and meaning to social behavior.

Institutional theory predicts that organization® anclined to imitate the behavioral

norms of other actors in the organization’s fielaperation.
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According to Scott (1995), institutions must addpémselves to the demands and
constrictions of their external contexts in orderatquire legitimacy and survive in the
long run. The institutional theory focuses on tle&ationship between institutions and
their contextual operating environments. Banksnastutions operate in an environment
that is increasingly becoming more informed abowtirenmental issues. This includes
the government, environmentalists, customers amidus pressure groups that demand
responsible business practices. The green agenuadsbe at the core of modern
corporate management thought. This view is sup@dmteGreenwood & Hinnin (1996)
who observed that organizations react to both miakd institutional pressures which
explains organizational behavior towards green etar§ in organizations.

2.2.2 Scar city of Resour ces Dependency Theory

Resource dependency theory focuses on a firm’styakal access resources from other
actors in the environment and describes how thercisgaof resources forces
organizations to pursue new innovations that uderrdtive resources (Pfeffer &
Salancik, 1978). The theory explains how firms whiaged with pressure from
competition and scarcity in resources seek teedeépmn other external actors in the
environment. Competitive pressures and may deperat be impacted by other actors in
the environment. Scarcity of recourses dependdrexyy is relevant to the study because
it seeks to explain why banks must adopt green etiaudk strategies since this will ensure
they optimize on limited resources to remain coritipet

2.2.3 Stake holder Theory

The concept of stake holders was first applied hysof (1979) to describe the

perception of socially responsible behavior. Acangdo Freeman (1984), stakeholders
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are individuals acting individually or collectivels a group whose actions can affect or
influence firm’s objectives. Stake holders of anfirinclude employees, creditors,
suppliers, public interest groups, and customers.

Freeman argues that stake holders especially thrgagernment hold immense powers
that determine the profitability of organizatiohsdugh regulatory power. Environmental
regulation and stakeholders can represent the retteand imposed drivers of
environmental orientation able to impact indistimain companies subjected to certain
norms or stakeholder pressure. Various researchestueveal pressure groups influence
organizations by demanding specific performanceasttowards environmental issues
(Henrigues & Sadorsky, 1999; Buysse & Verbeke, 2003

2.3 Green Marketing Strategies

These are the strategies employed by companiesidorgorating green marketing
amongst them. Erdman (2008) claims that eco-cousn&ss is now an expectation and
that numerous brands across categories are ineatoasee who can be “greenest.”
Consumer concerns about the environment have beethebincrease in recent years
(Chitra, 2007).these developments give an impetubd need for adopting strategies of
green marketing to remain competitive and relevant.

2.3.1 Green Marketing Innovation

Research studies reveal that green marketing sHools on a wider business concept
rather than be trapped in a narrow business visiescribed as marketing myopia.
Marketing myopia is viewed as the marketing concijatt focuses on the product
features rather than the consumer benefits (FoRR@02). A classic case of marketing

myopia is a case of a rat trap making company veleisto improve on the quality of the
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rat trap rather than focusing on how best to de#ll thie menace of rats to the customers.
Green marketing should therefore follow examplemfative destruction, where the old
way of doing things is discarded in favor of newthods to meet the ever changing
customer needs as envisaged by Joseph Schumppieneer of innovation theory of
creative destruction.

One of the green marketing strategies being embragebanks is the online banking
practice, where bank transactions are done vidnfeenet. Customers are able to make
deposits, withdrawals and pay bills through a seconline portal. The Bank will
emphasize more on this channels to make avaitalitee customers the easiest way that
can help in conserving the environment by elimntatpaper waste, saving gas and
carbon emission, reducing printing costs and pestagenses. This strategy ensures that
customers are served in a more convenient manniér thie bank is able to save on costs
associated with service provision. Regulation isvin to trigger environmental related
innovation (Linde, 1995, Delmas et al., 2007).

2.3.2 Green Advertising/ Communication

Research studies reveal that there are consumerarghmore inclined to adapt to more
environmentally friendly behaviors. These consuntaited green consumers are more
independent minded and according to Shamdasari &93) adapt green product s
more easily. Consumers with environmental awarenfemge self-efficacy against
environmental pollution. They have a sense of alilogn to protect the environment and
can independently assess the impact of given a&ctcam cause on the environment
(Babagul &0Ozgun, 2008). In study carried out by Araglo & Tathdil, (2009), it was

revealed that consumers tend to modify their buyaabgaviors when their awareness on
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environmental issues increases. It was also obdetivat buyers were aware of the
importance of recycling on environmental protectaenmd therefore recycling practices
when applied in organizations have a tendency pealing environmentally conscious
consumers.

2.3.3 Green Procur ement

A product has been described as something thatda®wa useful output for the user and
it exists because of its ability to fulfill the useneed (Alting, Hauschild & Wenzel

1997). A green product is that product that whosadyction, societal performance,
usage and disposal significantly minimize on negateffects on the environment
compared to traditional products (Peattie, 2005mpkcal evidence reveals that
companies that are engaged in green agenda inebeporto their buying behaviors

policies that encourage suppliers of green prodWed-Mart, 2007; Woolworths, 2007).

Green marketing practices can be used to promatshase of products that are not only
environmentally friendly but also cost effectivehi3 can include such goods as
packaging materials, using recycled paper, moreggnefficient computers in terms of

power consumption.

2.3.4 Green Operations

The capacity to reduce operational cost in orgaioza can result substantial dollar
savings if applied across all the entire operationés in an organization. one strategy is
to reduce paper consumption by avoiding making iplaltcopies, use of correct font

size, use phone calls where paper can be avoidedemail communication rather than
print where necessary, print on both sides, usmtfie documentation and proof reading

before printing. The use of electricity for lighginheating and on equipment such as lifts
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should be minimized. Use energy saving bulbs whrehcheaper to run and lasts longer.
Other expenses that can be saved include fuel bgsising group rather than individual
travel/transport.

2.3.5 Green Branding

A brand is a “name, term, logo, symbol, or desmna combination of them, intended to
identify the goods and services of one seller oupgrof sellers and to differentiate them
from those of competition” (Keller, 2003, p.3). @reBranding has been described as the
way to the future survival and performance of bessorganizations (Kim & periyayya,
2013). Branding “gives a product or a service a iNlegaand defines its identity in space
and time” (Dahlen, 2010, p.25). As marketers forage green marketing, the need to
stand out from the crowd becomes increasingly itgmdrand green branding as a
strategy for differentiation and positioning.

Communication reveals brand and a company’s idettitough verbal messages and
strategic signals transmitted through media chanri&mbolism applied to visual and
audible symbols helps company to differentiate atetermine its identity from
competitors (Van Riel & Fombrun, 2007, p.68). Briawgdcreates the channel through
which a company communicates its core values thrqugmotion of multiple social
experiences and lifestyles that lead to an emdtibnad with a brand, as well as a
commercial commitment (Grainge, 2008, p.26).

2.3.6 Green Marketing Mix

Green Marketing MIX forms the foundational strueuframework for an innovative
corporate marketing strategy. Variations exist agn@nganizations in the choice of the

marketing mix. Some have 4 Ps and some have 7 Maubketing Mix. The 4 Ps of green
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marketing are that of a conventional marketing i@opih an innovative manner such that
environmental objectives are incorporated. Prodactd services in line with green
marketing should reduce resource consumption, fpatiand to increase conservation of
scarce resources (Keller man, 1978). The produnissarvices provided should be in
line with the needs of the customers who prefefrenment friendly products. Products
can be made from recycled materials or from usedigo

Efficient products not only save water, energy andney, but also reduce harmful
effects on the environment. Green chemistry foring growing focus of product
development. The marketer's role in product managérmcludes providing product
designers with market-driven trends and customguests for green product attributes
such as energy saving, organic, green chemicalal smurcing, etc., For example, Nike
is the first among the shoe companies to marketfits green. It is marketing its Air
Jordan shoes as environment-friendly, as it hasfgigntly reduced the usage of harmful
glue adhesives. It has designed this variety oksho emphasize that it has reduced
wastage and used environment- friendly materials.

Price is a critical and important factor of greearketing mix. Most consumers will only
be prepared to pay additional value if there issec@ption of extra product value. This
value may be improved performance, function, desigsual appeal, or taste. Green
marketing should take all these facts into consiti@n while charging a premium price.
Green pricing takes into consideration the peoplanet and profit in a way that takes
care of the health of employees and communities emrslires efficient productivity.
Value can be added to it by changing its appearahosctionality and through

customization (Peattie & Beltz, 2009 p.14).
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Green promotion involves configuring the tools abmpotion, such as advertising,
marketing materials, signage, white papers, webssivideos and presentations by
keeping people, planet and profits in mind. Britsttroleum (BP) displays gas station
which its sunflower motif and boasts of putting ragrninto solar power to emphasize
their green orientation (Dahlstom, p.18)

Green marketers can attract customers on the lbdsierformance, money savings,
health and convenience, or just plain environmefri@hdliness, so as to target a wide
range of green consumers. Consumer awareness carebted through customer
education programs on environmental benefits oemgrproducts. Positing of profiles
related to green marketing on social networks eseatvareness within and across online
peer groups. Marketing can also directly targetchresumers through advertisements for
product such as energy saving compact fluoresampd. Bank customers can be
reached through messages on their bank statenddritbcards and ATM machines.

Place is the choice of where and when to make dugtcavailable will have significant
impact on the customers. Very few customers willaga of their way to buy green
products. Green place is about managing logistacscut down on transportation
emissions, thereby in effect aiming at reducing taebon footprint. The choice of
products can create substantial cost savings anthe same time conserve the
environment. The use of imported goods for instancesases environmental pollution
arising out of transport and logistics, which addshe already high cost of imported
goods. Companies should for instance used locanitiwe, stationery, packaging

materials and fittings to minimize on import coatal transportation costs.

2.4 Green Marketing and Cost M anagement
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According to Barrett (1991), companies can man&gée tosts through the adoption of
practices which would influence legislation by mayibeyond compliance. Companies
that go beyond the compliance requirements aretali@nimize on disruptions and the
associated costs, thereby positioning themselvesefeerging market opportunities.
Expenses incurred at the present may be lower Wieat is usually applicable when
companies are in the last minute rush to complylora(1992) points out that shell
petroleum company started disposing solid wastanainerators in anticipation of
legislation in UK way before this was enacted, rafeggislation was done in USA
outlawed incineration of solid waste in the open.sAstainable strategy for cost
management therefore should lie in forward lookowst management strategies for
competitive advantage.

The use of strategic alliances in green marketaggyldeen identified as an effective green
marketing cost management strategy. According #&otrilan (1997), green alliances
which are partnerships between businesses andoamental groups can substantially
help companies manage their costs. Green alliagicakle organizations integrate their
corporate environmental objectives into their méangactivities. Companies are able to
manage their cost through environmentally respdagiliograms which are developed by
stakeholders. This strategy reduces the burdemi@mnal organizational resources on
green marketing.

Using the stakeholder theory, crane (1998) argbas green alliance depends on the
congruency of bonds between various stake holddprsacsuch as suppliers,
environmentalists and consumers. Alliances crdaeatenue through which companies

are able to attain mutually beneficial goals basedombined synergy.
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2.5 Summary
The study highlights the theoretical foundationat tanderpin this study. This includes

the institutional theory, the stakeholder theorgd dhe systems theory. The theories
explain why an organization may not operate suabdynin isolation of their operating
environments. The need to conserve responsiblyddyeasing stakeholder expectations
and adopting strategies for cost management thrabhghgreen agenda has been
discussed. Key green marketing practices and hewdthn be used to manage costs have
also been highlighted. The chapter also addressed for cost management through
strategic alliances and partnerships with enviramaleconservation actors such NGOs

and competitors.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
This chapter presents the research methodologypesckedures that were used in this

study. It describes the research design, the pbpnjasample size, sampling technique,
nature of data to be used for the study, data cadie tools, data collection procedure, as
well as analysis techniques.

3.2 Resear ch Design

According to Kothari (2004), research design igrategy of investigation conceived so
as to obtain answers to research questions. Theofaksearch design is to integrate the
different components of a research study in a @fteand logical manner. A Research
designs provides an action plan or model whichatiécthe manner in which sampling,
data collection and analysis is carried out (Crdis®@803).

The research study shall adopt a descriptive cesiswgy design. According to Mugenda
and Mugenda (2003), a descriptive design is adedoatescribing phenomena, attitudes,
values and characteristics. Orodho (2003) argussatiiescriptive design survey design
allows researchers to gather, present and intergoetmation. A survey usually involves
selecting a group of people or items to be stuthegurposes of collecting information
which is considered as representative of the emgpiozip. Collected information when
analyzed is used to draw generalizations for the#esgroup (Nworgu, 1991). A similar
study on the factors that influence the adopticegrmarketing practices in Kenyan tea
firms, Ofunya (2012) used the same design sucdbssfuing to the small number of tea

firms.
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3.3 Population of the Study
Cooper and Emory (1995) define a population astdked collection of elements about

which the researcher wishes to make inferencespoépalation for the study shall be all
the 43 commercial banks registered and operatingeinya by December 2013(CBK,
2014). Due to the small number of number of baaksgnsus survey shall be conducted
on all the 43 commercial banks in Kenya.

3.4 Data Collection

Primary data was collected through questionnairdsctw were given out to the
respondents. The data collected was used to prewisi@ers to the research questions on
green marketing strategies and their influence ast mmanagement at the commercial
banks in Kenya.

The questionnaires comprised of both open ended eoded questions. The
guestionnaires had three main sections. Sectiomtated the demographic information
of the respondents. Section Il of the questionnaweprised of questions on green
marketing strategies used in commercial banks imye Section Il of the questionnaire
had questions on cost management in commerciagimny&

In order to obtain reliable data and informatioatadwas collected from departmental
heads of the marketing departments in commerciakdan Kenya. These respondents
were selected because they have information rglatingreen marketing strategies and
how they are used for cost management in commeraias in Kenya. The respondents
were drawn from various bank branches in Kenya. rEisearcher employed a drop and
pick method as this was found convenient. Sometmquesires were also emailed for

respondent who could not be reached physically...
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3.5 Data Analysis
Collected questionnaires was edited for completeraxled and entered for data analysis

using the statistical package for social scien&%SS version 20). Descriptive statistical
analysis was used to summarize the collected. patsentation shall be in the form of
frequencies, percentages, charts and tables. Bearaher shall use percentages, sum of
frequencies, means and standard deviation to leetalsiummarize and interpret collected
data. Further analysis shall be done on the datey worrelation analysis and multiple
linear regressions. To establish the relationslefwveen green marketing strategies and
cost management in commercial banks in Kenya.

A regression model was used to determine the oalslip between cost management and
the strategies used;

Cost management = B1+ B2(green marketing mix)+B&fgr innovation)+B4(green
procurement)+ B5(green operations )+ E, where B21B3,B4 and B5 are constants to
be determined from the regression equation aiscae error term that was assumed to

be zero.
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CHAPTER FOUR: DATA ANALYSIS, FINDINGS AND
INTERPRETATIONS

4.1. Introduction

This chapter presents the key findings based omwbeobjectives of the study which
were; to determine the green marketing strategileptad by commercial banks in
Kenya, and to establish the influence of green etarl strategies on cost
management amongst commercial banks in Kenya. fiteepretations of the findings
have also been provided. The main purpose of titystias to determine the influence

of green marketing strategies on cost managemeomhgeommercial banks in Kenya.

4.2 Responserate
The respondents targeted for the study were markethanagers and the staff

performing equivalent roles within commercial banksit of a total 43 respondents
who were issued with questionnaires, a total off@ly filled and returned the
guestionnaires constituting 62.8% response rateoring to Mugenda and Mugenda

(2003) a response rate of 50% is considered adedpraanalysis.

4.3 Demographic Profiles of Respondents
The demographic profile of the respondents wasidersd important for the research.

The researcher therefore among other characterisas interested on the age, gender,
work experience, education status and the banks wleeked for. The findings are

presented here below;

4.3.1 Gender of respondents
The respondents were required to indicate theidgernThe findings are presented in

Table 4.3.1
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Table 4.3.1 Gender of respondents

Gender Frequency Per centage
Male 12 44 .4
Female 15 55.6

Total 27 100.0

Source; Research data (2014)

The findings in table 4.3.1 revealed that thereens5.6% of the respondents who were
female, while 44.4% were male. This finding agreeth the trends industry where
majority of staff working within marketing depaménts tend to be female.

4.3.2 Age Bracket
The researcher also sought to know the age bradkiste respondents to be able to

predict characteristics of the respondents. Thdirfiys are presented in Table 4.3.2

Table 4.3.2 Age of respondents

Age frequency per centage
21-30 8 29.6

31-40 16 59.3

41-50 3 111

Total 27 100.0

Source; Research data (2014)

The findings from table 4.3.2 showed that majoatystaff working within marketing
departments in banks were aged between 31 and &@, ywith 59.3%.There were
11.1% of the respondents who were aged over 4@ ykavas therefore the opinion of
the researcher that banks consider staff youngegenas being more aggressive in

marketing and therefore better placed to advaneenidrketing agenda of the bank.

25



4.3.3 Education level
The education level of the respondents was importanthe study. This was so

because the level of education is an indicator atumty and ability to provide answers
based on informed opinion. The respondents wereefibre required their indicate
level of education. The findings are containechia Table 4.3.3

Table 4.3.3 Education level

Education Level Frequency Per centage
University 22 81.5
Masters 5 18.5

Total 27 100.0

Source; Research data (2014)

The findings from table 4.3.3 showed that majoatystaff working within marketing
departments in banks had first degrees (81.5%)lewthie rest (18.5%) had post

graduate degrees.

4.3.4 Position of respondents
The researcher considered the rank of the resptsdeportant for the study. This was

because the answers expected were a function ofdtites performed by the

respondents based on the description of theirijl@s t
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Table 4.3.4 Position

Title Frequency Per centage
Marketing director 5 18.5
Marketing Officer 7 25.9

Sales Director 2 7.4

Others 13 48.1

Total 27 100.0

Source; Research data (2014)

Terms used included corporate affairs managersfimtdags from table 4.3.4 showed
that there were 18.5% of the respondents who iteticthat they were marketing
directors, 25.9% marketing officers and 48.1% whayendesignated using other titles
other than marketing. The researcher however ceraidthat the ranks of the

respondents placed in positions where they wereimfermed on the issues under the

study. Two respondents 7.4% were designated aslisa#ors.

4.3.5Work experience

The work experience of the respondents was coresidenportant for the study. This
was so because more experienced staff would bemefib about marketing issues than

those that are just starting work. The findingsevasmmarized and tabulated as shown

in Table 4.3.5.

Table 4.3.5 work experience
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Years Frequency Per centage
lessoneyear | 6 22.2

2 to 5 years 12 44 .4

6 to 10 years 9 33.3

Total 27 100.0

Source; Research data (2014)

The findings from table 4.3.5 revealed that theantyj of the respondents had worked
for more than two years. There were 44.4% of tlspaordents who had worked for
between 2 and 5 years, while 33.3% of the respdaded worked for over six years.
6 of the respondents had worked for less than eae. yfhe opinion of the researcher
was that based on the wide of experience, the nelgmis understood well what was

happening in their banks in green marketing.

4.4 Green Marketing Strategies adopted by Commercial banksin Kenya
The research study identified various parameterséoin gauging the extent to which

green marketing had been adopted amongst commebeiaks in Kenya. The
parameters identified included having departmesgpansible for communicating and

advancing the green agenda and the specific peadinat the banks were involved in.

4.4.1 Green Marketing Departments
The researcher sought to know from the respondénte banks had departments

handling green marketing. The respondents weresfibrer required to indicate if the
banks had created green marketing departments doessd green marketing and

sustainability issues and the findings are conthinelable 4.4.1

Table 4.4.1 Green Marketing department
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Parameter to measure frequency per centage

Banks with green marketing departmen 18 66.7
Banks without green market| 9 33.3
department

Total 27 100.0

Source; Research data (2014)

From the findings from table 4.4.1 showed thatrtegority of the banks (66.7%) had
identified green marketing as a strategic priomtitich was demonstrated by the
creation of department’'s responsible green margetibhis implies that green

marketing had been identified as a key strateggdmymercial banks.

4.4.2 Active campaign on Green Banking Practices
Green banking is gaining prominence as a competitigapon based on the realization

that customers modify their buying behaviors basadenvironmental concerns of
organizations supplying services goods or prod(&tacigslu & Tathdil, 2009). The
research study therefore sought to find from thgpoedents if their banks were
actively involved in creating awareness about gréanking practices. This was
considered an important strategy in enhancing oustoretention and therefore
reducing costs associated with acquiring new custemThe respondents were
therefore required to state if their banks weravalyt involved in promoting green
banking practices. The findings are contained inlgd4.4.2

Table 4.4.2 Active campaign of green banking
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Extent O] Frequency Percent
Campaign

Not at all 5 18.5
moderate extent 12 44.4
large extent 8 29.6
Very large extent | 2 7.4
Total 27 100.0

Source; Research data (2014)

The findings from table 4.4.2 showed that only 7.4%the banks were actively
involved in campaigning for green banking practicése opinion of the researcher
was that even among the banks that had green lmpdiepartments, there was not a
strong campaign to promote green banking practidé® majority of the banks
(44.4%) had a moderate on campaign on green bapkaagices. It was revealed that
some banks (18.5%) made very little or no efforptomote green banking practices.
This would explain as a perception that green niemfgedid provide a strategic

marketing competitive advantage.

4.4.3 Social environmental Awar eness
The research study sought to find out the banksechrout social environmental

awareness about green marketing. This was condideportant for the study because
adoption of green products was an outcome of kmigdeon the benefits of green
products on the environment. The findings were wa&ot and summarized as shown in
Table 4.4.3.

Table 4.4.3 Social environmental awareness
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Extent frequency Percent
Not at all 5 18.5
little extent 7 25.9
moderate extent 13 48.1
large extent 2 7.4
Total 27 100.0

Source; Research data (2014)

The findings from table 4.4.3 revealed that theamsj of the respondents 13(48.1%)
used social environmental awareness moderataladtalso evident that 25.9 % of the
banks sampled used social environmental awareaeséittle extent. This implied that
social awareness was not considered as a stronketimgr weapon. The number of
banks that used the social environmental awareiegdarge extent was less than ten
percent. The opinion of the researcher was thexefoat banks did not use social
environmental awareness to a large extent becheyefelt that this did not provide a

strong marketing competitive tool.

4.4.4 Green Bank products
The research study sought to find out the extemthich green products were used by

commercial banks to manage costs. This was impbktecause the adoption of green
products was an evidence of green marketing adapfimdings from the study were
summarized and presented in Table 4.4.4

Table 4.4.4 green bank products
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Extent Frequency Percentage
Not at all 3 11.1

little extent 4 14.8
moderate extent 14 51.9

large extent 6 22.2

Total 27 100.0

Source; Research data (2014)

The finding from table 4.4.4 shows that the bankat thad adopted green bank
products to a large extent were 22.2%. More thdihdfidhe banks were reported to be
using green bank products to a moderate extentutAbae quarter of the banks
surveyed in the study based on the findings weteisiog green bank products in their

operations.

4.4.5 Green Innovation and Branding
The respondents were required to indicate the extewhich their banks had adopted

green innovation and branding strategies. Usingeagoint Liker type scale where 5

was to a very large extent, 4 was large extenva8 moderate , 2 was little extent and
1 not at all to which each of the strategies wasdiegble to their banks . The findings

are presented in Table 4.4.5

Table 4.4.5 Green Innovation and Branding strategies
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N Minimum | Maximu| Mean Std.
m Deviation

Green Branding 27 1.00 5.00 2.93 1.54
Printed Paper 27 1.00 5.00 3.07 1.04
Teleconferencing 27 1.00 5.00 3.26 1.16
Online Banking 27 1.00 5.00 3.96 1.16
Sgygeem Bilg 57 1.00 5.00 4.11 1.21
\|>lveitvr\1lout Accourf  H7 1.00 5.00 3.19 1.14
Receipt Printing 27 1.00 5.00 3.81 1.52
Valid N (list wise) | 27
Average 3.04 1.25

Source; Research data (2014)

The findings from table 4.4.5 show that overalhbause green branding was
moderately adopted with a mean score of 3.040 tamdiard error of 0.211.0n specific
green branding strategies, online bill paymentinenbanking and withdrawals without
receipts were adopted by commercial banks to & largent with mean scores of 4.1,
3.9 and 3.8 respectively. On the other hand, gm@ege branding had the lowest mean

score of 2.9

Strategies that were most prevalent in green bngnséemed to be the emergence of
online banking. The study revealed that most bdwakadopted the online payment of

bills which did not require the use of paper tat@é extent (4.11).

The findings also revealed that online banking wsed to a large extent with a mean
of 3.96 (STD error =0.2369). It was also revealedt tcustomers who did not print
receipts were charged less by some banks as a m#arencouraging trees

conservation. The mean for receipts printing wamtbto be 3.814 and a standard error

33



of 0.29. Green branding and electronic advertiskegmed to be least important

strategies for cost management.

4.5 Content analysis on ways of enhancing green marketing practicesin the
banking sector

The research was interested to know from the redgus what would be done to
enhance green marketing in their banks .this wag®itant because they are the people
involved in the implementation of green marketinggggams and therefore better
placed to identify roadblocks and challenges tleeefin managing cost through green

marketing.

4.5.1 Green Branding Strategies
The findings revealed that banks can enhance dreerding through the introduction

of green branding messages on banking slips and witMirawal receipts. It was also
suggested that The ATM salutation messages camdneldd with messages on green
orientation. The stationary used and correspondeiiitecustomers it was suggested

would enhance the green marketing for the banks.

4.5.2 Rain Water Harvesting
It was evident from the study that few banks harvais water for use in their branches

and this would be enhanced to manage costs. Bas#shuge amount water for
cleaning, their premises and leaning of lavatoriRespondents indicated that by
harvesting rain water, water bills can be reduced the benefits passed on to
customers besides conserving the environment thraeguced carbon emissions

arising from bumping water.

The use of glossy paper was also noted to be emaatally unfriendly and it was
suggested that easily decomposable paper qualdylghe used. The creation of
environment awareness on green marketing was sieglgebhis would include tree

planting and environmental cleaning services.
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4.5.3 Green promotion
The respondents indicated that banks can redudettbosigh increased messages on

green marketing in all the communication chann&lsis would include the social
media, the print media and public awareness campaighe banks it was also
suggested can partner with companies that promodéengagenda by providing

favorable finance terms to their projects.

It was also suggested that introduce green markesnpart credit appraisal system for
people seeking loans. It was also suggested that#mks should form a consortium
working on promoting green marketing in banks. dswalso noted that banks rely
heavily on billboard advertising which interfereghwthe environmental quality. This

practice it was observed contributed to environ@lgmbllution.

4.5.4 Green Based Appraisal for Employees
Respondents were of the opinion that t the inteapgraisal systems of staff should

include their participation and contribution to tiieeen marketing agenda. This would
ensure that the banking staff would step up effortggreen marketing. Respondents
observed that Bank branches should be rated ontheyhandle their green agenda

and if possible introduce interbank and inter bhracempetitions on green marketing.

4.5.5 Green labeling
Respondents indicated that banks should strengtiein green labeling policy such

that suppliers of all consumables are requireddibeee to sound green marketing
practices. Green labeling policy will ensure thatyosuppliers that adhere to green

marketing practices which emphasize on efficieneypaeferred over those that do not.

4.6 Green cost management Operations
The research sought to find out from the resporsdéme strategies that had been

adopted to manage costs through operations. Thamgéers chosen for this variable
included the policies in place to control costotilgh green marketing , printing cost
management , packaging, collaboration with gregplsers, design of buildings to use
natural light, the management lighting costs. e Tiimdings were captured and

presented intable 4.4.1
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4.6.1 Printing Cost M anagement
Printing and stationary costs consume substantm@ntial resources in terms of

tonner, ink, electricity bills and repair. The raessh therefore was interested in
knowing if there was a policy on printing that shtgo reduce paper wastage. The

findings are captured and presented in Table 4.6.1

Table 4.6.1 policy on printing and stationary

Extent o, Frequency Percentage
application

little extent 3 111
moderate extent 7 25.9

Very large extent | 17 63.0

Total 27 100.0

Source; Research data (2014)

It was evident from table 4.6.1 that majority ottbanks (63%) had a policy on
printing that was adhered to a very large exteheé riespondents indicated that printing
was restricted to two page printing as a meangadiging on paper costs. It was also
noted that the banks that did not a have clearcpan paper waste and printing
associated with printing were 3(11.1%). The respeoisl indicated that the policy on
printing on both sides of paper applied to a ligtktent. This implied that lack of policy
on printing was a reflection of the banks inability recognize the cumulative costs

savings as a result of applying the rule of prigptam both sides of the page.

4.6.3 Use of mail encouraged for correspondence
The researcher was keen to know the extent to whigmail communication was

encouraged as a means of conserving on pringatscThe results were captured and

presented in Table 4.6.3.
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Table 4.6.3 use of e-mail

Extent of E-Mail Use | Frequency Per centage
little extent 3 11.1
moderate extent 7 25.9

large extent 4 14.8

Very large extent 13 48.1

Total 27 100.0

Source; Research data (2014)

The findings from table 4.6.3 show that slightlgdethan half of the banks sampled
relied on email communication as a strategy ofrggain printing costs to a very large
extent. This revealed that the banks had not elihe costs that could be saved by
relying on e-mail communication. There were 48.1%the respondents who indicated
that email communication was used to a very lasgent for internal communication

while 14.8% of the banks used e-mail communicatiioa large extent.

4.6.4 Green certified labelson printers
The use of inefficient printers can be costly imme of energy consumption and

subsequent environmental degradation. The reseamhs therefore interested to
know if the banks had measures in place to purchesdriendly certified printers .The

findings were captured and presented as show ite#a6.4

Table 4.6.4 Green Certified Labels on Printers
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Extent Frequency Per centage
Not at all 7 25.9
moderate extent | 16 59.3

large extent 2 7.4

Very large extent | 2 7.4

Total 27 100.0

Source; Research data (2014)

The findings from table 4.6.4 revealed that slighthore than one quarter of the
respondents did not consider the use of eco-friepdhters as important. There were
four banks representing 14.8% of the banks thatl asetified printers. This implied

that eco-friendliness not a strong consideratiothe purchase of printing equipment

for most of banks.

4.6.5 Solar Lightingin Banks

The research study sought to find out if the banked solar lighting as a cost
management strategy. This was important for thearet study because heating and
lighting costs consume substantial resources. iflgenys were captured and presented

as shown in Table 4.6.5

Table 4.6.5 Solar Lighting in Banks
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Extent Frequency Per centage
Not at all 14 51.9

little extent 4 14.8
moderate extent | 9 33.3

Total 27 100.0

Source; Research data (2014)

The findings from table 4.6.5 show that the usesofar energy had not been

extensively adopted amongst commercial banks. Tivere 51.9 % of the banks that

did not use solar at all. Those banks that usear ®vlergy to a moderate extent were
33.3%, while there were 14.8% banks that were usatgr for lighting to a very little

extent.

4.6.6 Green House Design

The research study sought to find out the exteniviiich the design of buildings
incorporated the use of natural light. This is luseathe design of bank buildings if not
incorporated in the architectural design of theldmgs may result in higher lighting

costs. The findings were captured and presentédfte 4.6.6

Table 4.6.6 Green House Design
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Extent Frequency Percentage
Not at all 5 18.5

little extent 2 7.4
moderate extent 7 25.9

large extent 4 14.8

Very large extent | 9 33.3

Total 27 100.0

Source; Research data (2014)

The research findings as shown in Table 4.6.6 fedethat 33.3% of the banks

considered the architectural design of buildings #mccount to be able to use natural
light to manage lighting costs to a very large ekt he findings revealed that the

architectural design to accommodate natural lightias considered to a very large
extent by 33.3%. There however some banks thahdicconsider the use of natural
light as important. There were 7(25.9%) banks wliemas reported that the design
was not very important. The opinion of the researahas therefore that the banks did

not consider lighting costs as comprising of amysicant cost implications.

4.6.7 Group transport
The researcher was interested to know the exterwhich the banks used group

transport. The respondents were therefore askeddtoate the extent to which the
banks had implemented this in their work place asrategy on green marketing and
cost management. Group transport has the advamtageducing both the carbon
footprint and the transport costs for the banks fidsults were tabulated as shown in
Table 4.6.7.

Table 4.6.7 Group Transport

40



Extent Frequency Percentage
Not at all 5 18.5

little extent 2 7.4
moderate extent 11 40.7

Very large extent | 9 33.3

Total 27 100.0

Source; Research data (2014)

The findings as shown in table 4.6.7 indicated traup transport had not been fully
integrated to a large extent by most of the commakbanks. There were 40.7% of the
banks that were using group transport to a modexsatent. Those banks that used
group transport to a moderate extent were 33.4%ilewi8.5% did not use group
transport at all. There were 7.4% of the banks tisd group transport to a little

extent.

4.6.8 Eco friendly lighting bulbs
One of the strategies used to save electrical graard power consumption is through

the use of energy efficient bulbs. This has theatfbf reducing electricity bills and
thereby reducing the overall burden on the buddée researcher therefore was
interested in knowing the light energy efficientlimiwere used. The findings were

captured and tabulated as shown in Table 4.6.8

Table 4.6.8 Energy Efficient Bulbs
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Extent Frequency Percentage
Not at all 2 7.4

little extent 3 11.1
moderate extent 12 44 .4

large extent 2 7.4

Very large extent | 8 29.6

Total 27 100.0

Source; Research data (2014)

The finding as shown in table 4.6.8 indicates that all the banks in the study had
implemented a policy of using energy efficient mulifhe banks that were using eco
friendly bulbs to a moderate extent were 44.4%]evk9.6 % the banks were using the
eco-friendly bulbs to a moderate extent. Those bdhkt used the bulbs to a very
little extent were 11.1%. The number of banks tissd the eco-friendly bulbs to no
extent was 7.4%. The management of lighting cdstsugh eco-friendly light bulbs in

the opinion of the researcher can yield substastigings on the lighting budget and at

the same conserve the environment.

4.7 Correlation between Green Marketing Strategies and Cost Management.
The researcher carried out a regression analysietermine the key determinants of

green marketing strategies for cost management g@nilo®@ commercial banks in
Kenya. A total of 10 predictors were retained im@del that was generated by forward
difference method, each of them being significaqt & 0.001 as shown in Table.4.7.1

Table 4.7.1: Regression analysis
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Coefficients’

Model Unstandardized Standardize Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) 3.755 .000
EAZ?E‘Q?EZN Of Grel 1570 | 000 | -1.168
Green Products -.075 .000 -.105
Social Media 299 .000 484
g(r)?fenspondenceMarketm Si8471E- 000 000
' Packaging -.289 .000 -.562
Group Transport .625 .000 1.422
Lighting 462 .000 .889
Green Branding -.522 .000 -1.240
Printed Paper 531 .000 .847
ATM Receipt Printing -.522 .000 -1.222

a. Dependent Variable: company ownership

Source; Research data (2014)

The key predictors of green marketing as shownalret 4.7.1 were found to be

department of green marketing, green products, abauedia, packaging, Group

transport, green branding, and printed paper amdptinting of receipts. What was

evident was that a regression model had both negatid negative linear relationships

between the strategies that were used in cost reamag. Green branding had a

negative constant of 0.522, since branding invobasts which in the long run can be

recovered through enhanced brand equity. The aon&ba printing cost was 0.531

meaning that a unit changes in the printing paméunae would result a 0.5 marginal
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cost in the printing cost. The cost associated watliespondence on bank forms would

be negligible.

The regression equation generated indicated thatitachange in the group transport
parameter would result in 0.25 changes in the divigeansport. Lighting it was noted
would the costs associated with lighting by a maxgi0.462.

The regression equation on cost management wiiktbiee be of the form

Cost management = 3.75+0.53( cost of printing )30 $ocial media advertising )-
0.522( green branding) +0.462(green lighting) +26.§¢ group transport) —( 0.522)
ATM paper printing- 0.289( green packaging)-0.07&ém products )+ error term.

4.7.2 Analysis of variance
The researcher carried out an analysis to deterihihe banks surveyed differed in the

choice of strategies on green marketing dependingsiae. The findings were
represented in Table 4.7.2 as shown.

Table4.7.2 ANOVA
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Sum o| df Mean F Sig.
Squares Square

Between Group{ .652 2 .326 128 | .881
green branding Within Groups | 61.200 24 2.550

Total 61.852 26

Between Group{ 1.652 2 .826 757 | .480
printed paper Within Groups | 26.200 24 1.092

Total 27.852 26

Between Group] 6.235 2 3.118 2.589 .096
teleconferencini Within Groups | 28.950 24 1.206

Total 35.185 26

Between Group{ 3.430 2 1.715 1.30§ .290
online banking  Within Groups | 31.533 24 1.314

Total 34.963 26

Between Groupy 2.783 2 1.392 931 .408
Online  —bills \yiipin Groups | 35.883 24 1.495
payment

Total 38.667 26

Between Group{ 5.941 2 2.970 2.534 .100
New accounts  Within Groups | 28.133 24 1.172

Total 34.074 26

Between Groupy 13.791 2 6.895 3.57q .044
Receipt printing Within Groups | 46.283 24 1.928

Total 60.074 26

Source; Research data (2014)

The result from the analysis of variance (ANOVAhpw that all the strategies on

green marketing were not specific to nature ofine sf bank ownership. The ANOVA
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table 4.7.2 show that except foe receipt printialtj,strategies were applied in same
manner across the banks with P>0.05. The findimggefore indicate that green
marketing strategies had taken root almost to éineescapacity in both the large, small,
medium and large banks

4.8 Discussion of findings
The objective of the research study was to detegrthie influence of green marketing

strategies on cost management in commercial badks. key observation was that
green marketing had been identified as a cost nenegt strategy amongst
commercial banks given that more than half the ba6k.7%) had operational green

marketing departments.

The parameters that were considered were greewnation, green branding and green
operations. The findings revealed that the threstegiies had been adopted at different
levels by various banks. The implication of thedfimgs was that the banks considered
some of the strategies more important than othelsan rank obtained for the

strategies adopted were green branding (3.48),ngmgeerations (3.2) and green

innovation (2.7). Green branding it would be argued a more prevalent strategy for
green marketing compared to green innovation aeergoperations. The researcher
therefore suggests that all areas of green matkaged a closer evaluation so that cost

management can be improved.

It was also noted that among the variable that wemeer investigation , the
management of costs through printing policies, uke of online banking and green
advertising were considered as the most significargt management strategies.
Printing was considered as the most important m@stagement strategy together with
online payment systems which had scores of slightlye than 4.00.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS

51 Introduction
In this chapter, the researcher presents the suynofianajor findings, the discussions,

conclusions, recommendations and the limitatiorthefstudy in that order.

5.2  Summary of thefindings

The purpose of the study was to determine theenfte of green marketing on the cost
management amongst commercial banks in Kenya. Ausesurvey study design was
used for the study because of the small numbemankdé The main instrument of data
collection was a questionnaire which had both opeded and closed questions. The
response rate achieved was considered adequatediysis.

There were two main objectives for the study tiheeg marketing strategies used in
commercial banks and the influence of green margesirategies on cost management.
The findings revealed that majority of the banksl lseeated departments that were in
charge of green marketing to steer the cost manawgetimrough green marketing.

It was observed that the banks had adopted stestegich as active campaign on green
marketing and the use of social media to commuaitted green marketing agenda.th use
of green marketing advertising was used to a moelesatent by the banks. Social
awareness was also noted to be used to a modgtetd. e

Green Bank products were noted to be one of tlagegies which banks on average to a
moderate extent. Other strategies identified tanbese included innovation branding ,
electronic advertising , online bills payment , ATWithdrawals without receipt printing
and the opening of new accounts using online powdlich did consume paper therefore

saving on paper cost and trees.
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The banks were noted to be relying on billboardsiciwhit was observed were
contributing to environmental pollution.

Eco-friendly bulbs use was noted to be used to demade extent, while few banks were
using rain water harvesting as a strategy of c@stagement.

5.2.1. Green Marketing strategies

The study was guided by two objectives namely th&teggies used in green marketing
and the influence of the strategies on cost managenthe strategies identified for the
study were green innovation, green branding aneérg@perations. The main finding
under green marketing was that the variable was gheen marketing was used to a
moderate extent. The banks had adopted the gragteting by actually setting up green
marketing departments.

The banks were noted to have adopted green magketinovation through the
introduction new products such as online bankingline cash payments, online
marketing and the use of social media for marketinggas however noted that the banks
had not been aggressive in advertising and creatogl awareness on green marketing.
The study noted that green branding as a strateagy more popular with banks as a
strategy on cost management. The study revealddgtean branding ranked highest
among the strategies used in green marketing.iffpbed that the marketing department
relied on green branding as a strategy of reduciagketing costs. This would be based
on the perception that a green brand is eastigewble and therefore less expensive to
market because of a strong market presence.

The study identified green operations a one styabégnanaging costs. This included the

use of solar for heating and lighting, use of meifecient printers, saving on paper and
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printing costs. Printing costs and the manageménthe costs of stationary were
identified as the main green cost management girate was noted that banks would
reduce costs by using ATM outlets, use electronarketing and online banking for
green marketing.

5.2.2 Green Marketing and Cost M anagement

The study revealed that green marketing had beamtifekd as a cost management tool
among commercial banks in Kenya. The main areastifal as leveraging on cost
management in green marketing centered on innovatiorough the use of
technologically oriented green marketing practices.

Some of the practices identified included cost ctida through advertisement in the
social media, the use of green marketing messagebaak paying in slips, ATM
withdrawal receipts and bank statements. Other tipesc identified included cost
management practices in the area of operations asclghting, and cleaning using
harvested water rather paying bills on piped watetransporting water in Lorries for
cleaning within bank premises.

5.3 Conclusion

From the study findings, the researcher made tHewimg conclusions based on the
research questions; the green marketing strategéspted to a large extent on cost
management among commercial banks in Kenya includedy ATMs, electronic media
and the use of green banking products such amemanking and payment of bills. The
study revealed that cost management would signifigdbe influenced by among other
strategies the use of; teleconferencing, intemetommunication, and organized group

transport system for staff, lighting costs managa@inting and online advertising.
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5.4 Recommendations from the study
Upon the conclusion of the study and after carahalysis of the findings, the researcher

made the following policy recommendations. The greearket strategies should be
adopted by all commercial banks in Kenya since fkeag to a reduction in operational
cost of the banking industry. The green marketeflias should be made more efficient
through digital technologies in its relevant field®anks should encourage the use of
strategies such as teleconferencing to reducepoainsosts. Banks can substantially
reduce their marketing costs by exploring how teeseosts on water by creating water
harvesting systems and use solar in lighting anthéir offices. The costs that can be
recovered in the long run by adopting the use of veater and the use of solar for
heating and lighting would reduce operational costs

5.5 Limitations of the Study

One of the limitations of the study was the unwiiness of banking staff to give
information freely and willingly. This contributée low response rate in the study. An
intensive case study design approach may yield méanation since it will be easier to
involve the whole organization as a whole orgamzat

5.6 Recommendationsfor further studies

The findings from the study identified various stughps that form a basis for further
research in green marketing in commercial bankssé&lstudies if undertaken will enrich
the findings of this study. One of the suggestediss is the study of on the influence of
green branding on cost management among commeéesniés in Kenya. Further studies
can be carried out to determine the extent to whaities on printing can be impact on

cost management in commercial banks in Kenyas fiiither recommended that studies
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be carried out on the impact of green marketing taedimpact of using recycled paper

on cost management among commercial banks in Kenya.
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Appendix 1: Questionnaire
Name of the bank-- S —

Size of the bank according to CBK classification%anall  (b) medium (c) large

Section I. General Information

1. What is your gender ?

Male { }
Female { 1}

2 Kindly indicate your age

21-to 30 { 1}
31-40 { 1}
41-50 { 3
51-60 { }
Over 60 { 1}

3. Kindly indicate your education level

Secondary { }
College { }
University { 1}
Masters, post graduate { }
others { }

4. Please indicate your job title as describedhleyttank or what you do

Marketing Director { 1}
Head of Marketing { 1}
Marketing officer { 1}
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Sales Director { 1}
Others specify { 1}

5 .Kindly indicate the nature of ownership of yaoempany

Fully locally owned { 1}
Local and foreign { 1}
Local and foreign { 1}

6 please tick the number of years you have beeRimgin the marketing department for

your bank.

Less than one year

2 to 5 years

6 to 10 years

12 and more

7. Please indicate if your bank has a green mawgselepartment, dedicated to advancing
the green marketing agenda

a. {Yes} b. {No}
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Section |1

(a)Kindly indicate in the check boxes below theeaxtto which your company is
involved in the listed green marketing initiativessed on a scale of 1 to 5, where

5 =Very large extent, 4= Large extent, 3= Moderattent, 2=little extent, 1= Very little
extent

a. Green Innovation strategies

Parameter 5 4 3 2 1

Active campaign on green banking practices

Creating social awareness on environmental protecti

Development of innovate green marketing products

Existence of partnerships with green agenda orgfnizs

There is a strong partnership with the electronédia to enhance gre

agenda

Social media is actively used to advance green atiaik

The bank actively uses ATMS for green marketing

ATM cards have green marketing messages

Correspondence with customers has green marketiteriones

CSR activities actively involves the use of greearkating

The company uses the internet for green marketing

Please give suggestions on how the bank througingnmovation can reduce costs
(b)This section concerns green marketing strateigiegperations at your bank and the

extent to which they are applied to manage cogour bank. For each of the questions
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tick one option in check box immediately after theestion. The scale used is; 5 =Very

large extent, 4= Large extent, 3= Moderate ext@sliftle extent, 1= Very little extent.

Parameter 54 3 2 [1

There is a policy on printing restricting printing both sides of tt

page

Printing of internal memos is discouraged wheremail can do

All packaging in the bank is done using green pgitigaproducts

All suppliers of stationary must ascribe to the obeecycled paper

Group transport is encouraged to reduce fuel use

The bank branches have been fitted with solarihghgystems

All printers must have green certified labels askaaf efficiency

The design of buildings ensures that natural liglg is optimized

The company uses energy conservation lighting butbsall its

buildings

the bank has invested in rain water harvestingusad in cleanir

and washrooms
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These section deals with issues of green brandmegn advertisement and the extent to
which they are applied in your bank. A scale obl15thas been used, where 5 =Very
large extent, 4= Large extent, 3= Moderate ex@sliftle extent, 1= Very little extent

Green Branding

Parameter 5 4 3211

The company has developed a distinctive green braradje easil

noticeable by green consumers

Most of the adverts by the company avoid the ugwiated paper

Teleconferencing is frequentlysed for meetings to avoid phys

movement of personnel

Online banking by majority of our customers is aneged to avo

them being physically present at the bank

Customers are able to pay their bills online withbaving to visit th

bank

Most of the new bank customers can open accouriteuti having t

fill paper forms

Customers are encouraged to make ATM withdrawalsout printing
receipts (pay less in withdrawal charges) to erager papé

conservation

Briefly give suggestions on how the bank can redeost through the following green
branding strategies.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

APPENDIX 11

LIST OF COMMERCIAL BANKSIN KENYA
African Banking Corporation Itd

Bank of Africa Kenya Ltd

Bank of Baroda (K) Ltd

Bank of India

Barclays Bank of Kenya Ltd
CFC Stanbic Bank Ltd
Charterhouse Bank Ltd (Under statutory management)
Chase Bank Kenya Ltd

Citibank N.A.

Commercial Bank of Africa Itd
Consolidated bank of Kenya Ltd
Co-operative Bank of Kenya Ltd
Credit Bank Ltd

Development Bank of Kenya Ltd
Diamond Trust Bank Kenya Ltd
Dubai Bank Kenya Ltd

Eco bank Kenya Ltd

Equatorial Commercial Bank Itd
Equity Bank Ltd

Family Bank Ltd

Fidelity Commercial Bank Ltd

First Community Bank Limited
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23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

4].

42.

43.

Giro Commercial Bank Ltd
Guaranty Trust Bank (Kenya)
Guardian Bank Ltd

Gulf African Bank Ltd

Habib Bank A.G Zurich

Imperial Bank Itd

Investments and Mortgages
Jamii Bora Bank Ltd

Kenya Commercial Bank Ltd
K-Rep Bank Itd

Middle East Bank (K) Ltd
National Bank of Kenya Ltd
National Industrial Credit Bank Itd
Oriental Commercial Bank Ltd
Paramount Universal Bank Ltd
Prime Bank Itd

South Credit Banking Corporation
Standard Chartered Bank of Kenya
Trans-National Bank

UBA Kenya Bank Ltd

Victoria Commercial Bank Ltd
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