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Abstract
Green Retailing refers to the management of a retail business that cares for the environment and takes advantage of
environmentally friendly processes. It is a management approach that pursues environmental protection to improve
the retail value chain by eliminating waste, increasing efficiency, and reducing costs. The overall objective of green
initiatives is highly vulnerable in the long-term impacts on the economy of the Philippines. The researchers used the
Structural Equation Model (SEM) to evaluate the relationship of the different latent factors: Green Practices (Green
Purchasing, Green Design, Green Innovation, Awareness, Propensity to Shop and Personal Factors), Green Purchasing
Decision, Green Attitude, Green Retail Shop and Green Strategies by the retail companies in the Philippines. These
factors were analyzed and discussed how these affect each other using the measured variables, thus the study was able
to measure and analyze each latent factor to determine their interrelationship. Through SEM, the researchers were
able to determine the significant factors of each variable and identify the ranking of strategies to be recommended by
the retail companies in the Philippines. Then the researchers used the green retail strategy matrix (GRSM) approach
to rank and conclude with the strategies.
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1. Introduction
Green Retailing (GR) refers to the management of retail businesses that care for the environment and takes advantage
of environmentally friendly processes. It is a management approach that pursues environmental protection to improve
the retail value chain by eliminating waste, increasing efficiency, and reducing costs (Tang, Lai, and Chen, 2010).
Green retailing can play a significant role in helping consumers to make their consumption and lifestyles greener and
contribute towards a sustainable economy. According to the green purchasing good practice guide of (Plas &
Erdmenger, 2000), green products should not be chosen just for the sake of it, but also for economic reasons. Retailers
are not only expected to procure and offer green products but also offer consumers the opportunity to green the world
while they shop. The retailers serve as a strategic touchpoint between producers and consumers and own the
responsibility of offering green products and the greening of consumption (Sadowski & Buckingham, 2007).
Companies that embrace the concept of a green environment with environmental-friendly products and packaging can
charge a relatively high price for their products and hence increase the differentiation advantages of their products
(Shrivastava, 1995). Some studies have also confirmed that there is a positive relationship between environmental
management and financial returns adopting green retailing practices. Green issues have become a major societal issue
that threatens retailers in recent years (Piacentini, MacFadyen, and Eadie, 2000).
The increase in the differentiation advantages of their product is one of the strategies that retail companies consider.
Product pricing is one of the factors that need to consider differentiation advantages. Accounting of environmental
sustainability is a field that is constantly developing (Leopold & Paspala, 2007). According to the result of the study
of (Drozdenko, Jensen, and Coelho, 2011), consumers are willing to pay a premium for green products, although this
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premium varies by product category and potential savings resulting from the purchase. Therefore, even retail
companies are all practicing green retailing, not all of them may have a good income. Large retailers in different
countries practice green retailing such as Metro in Canada, IBM in New York, Tesco in the UK, and many more have
adopted green strategies and realized the significant benefits accruing from them. Green initiatives include green
buildings, efficient delivery systems, efficient lighting systems, and the use of renewable power such as solar, wind,
and biomass, and the promotion of green products (Ranjithkumar & Sakthivel, 2015). The overall objective of green
initiatives is highly vulnerable in the long-term impacts on the economy of the Philippines. Therefore, success in
implementing green initiatives of green retailers will also be a success in the economy of the Philippines. One of the
widely known companies that have been participating in green practices for environmental awareness is SM Prime
Holdings Inc., the largest mall developer, and operator in the Philippines. The company is pushing for higher
awareness of business sustainability amid climate change. The Philippines ranked third in the countries most exposed
to the effects of climate change like stronger storms, floods, earthquakes, and drought, data from the United Nations
University Institute for Environment and Human Security showed. Their agenda is all about green retailing which
focuses on disaster risk resilience, logistics programs, and sustainable best practices to empower the retail business in
preparation for the unforeseen effects of climate change (Aces Awards, 2014).
The study by Suplico (2009) on Filipino college students is merely called Grousers, who believe that businesses should
deal with environmental problems and perceive green products to be more expensive. In fact, Uddin and Khan (2016)
argued that youths who show concern and engage in environmental welfare issues tended to buy green products
because of emotional attachment rather than rationale. The Philippines reached 100.57 million household population
per person in 2015 (Philippine Statistics Authority, 2020a). This preference may have a youthful and vibrant consumer
market with strong growth potential. In the study, the highest concentration of socially conscious consumers was
found in the Philippines, where 68 percent of respondents said they were willing to pay extra for products and services
from companies that had implemented programs to give back to society. Therefore, Philippine retailers must
implement programs to give back to society by considering greening their portfolio and practices. However, for some
organizations like small-to-medium scale enterprises, the disadvantage in the introduction, implementation, and
monitoring of green practices seems to be difficult and beyond their resource capabilities. It can take some time to
implement across the board. Also, it will require constant monitoring and effort to ensure all systems can be converted
(Beamon, 1999). Also, according to Kahle et al. (1998), one of the disadvantages regarding the implementation and
adaptation of green practices was that values are shaped using people’s experiences and learning process. People who
behave environmentally responsible express their value of respect towards nature by maintaining a positive outlook
towards buying ecological products, recycling, and taking part in activities for environmental protection. People often
view and pay attention to environmental problems and to explore the new “attitudinal goals” associated with the
environment (Smith, 2018). Large and medium-sized organizations initiate eco-design for reuse, recycle, and recovery
of materials than small-sized organizations (Zhu, 2008). An eco-design and products consuming less raw
materials/energy would not only give profit to the companies but also can help in reducing the waste production. Retail
companies may be considered recovering, reducing, recycling, reusing the plastics to produce new products to avoid
dumping them in the land and to avoid pollution (David et al. 2016). There has been a lack of green strategy to be able
to implement green retailing in the Philippines. According to Roberts and Bacon (1997), it was essential to understand
the motives, attitudes, behavior, and actions of consumers about ecological issues to alleviate the damage to the
environment brought about by consumers. Interestingly an answer to the question “What key success factors and
consumer attitudes would constitute a sound basis in implementing strategy in the Philippine retail industry?” will be
worth looking into. In this light, a corollary inquiry of how Philippine retailers can choose a combination of varied
green practices as a strategy adoption to improve sustainability performance will be equally important to finding out.
Thus, the study aims: (1) To assess the adaptation and implementation of green practices of Philippine retailers. (2)
To determine the significant factors and elements that drive the adaptation and implementation of green retail in the
Philippines. (3) To recommend a Green Retail Strategy Matrix (GRSM) for adaptation and ranking green strategies
by retail companies in the Philippines. Retailers aim for a high environmental performance that could lead to more
opportunities for growth and development. As a provider in the retail industry, their strategies towards green practices
have a high impact that could affect the reputation and profitability of the company. The benefit of the study is for
retailers that are looking for an effective way on how to implement green retailing for long term growth and
profitability. The focus and assumptions of this research are the identifying and ranking of strategy to implement green
retailing in the Philippines. To accommodate the research scope, retail companies operating in the Philippines will be
analyzed in terms of their environmental performances to know the significant factors of green practices in retailing.
The study will rely on the survey results that will be anchored on green retailing related activities that company
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management perceives to be significant. The result of the study will merit the Students, this study may serve as a guide
and reference for the students undertaking similar studies. For retailers, this study may serve as an eye-opener to create
and implement green practices, and to use appropriate sustainable strategies. Community, this study will help the
environment to have energy reduction, waste reduction, and greenhouse gas (GHG) emission reduction. Professors,
this research will aid them in their discussions regarding related lessons. It will be simpler for them to handle related
subjects about this research. Future researchers related to this research will be a valuable reference for the researchers
who would plan to create a related study precisely the standard underlying the Bachelor of Science in Service
Engineering and Management program. Overall, this research study will aid the Philippines itself: the community,
retailers, students, professors, and future researchers in giving a sustainable retailing industry.

2. Methodology
2.1 Conceptual Framework
In the retail industry, there will be various tasks that have to be strategic. The implementation of green strategic
performance has been identified in the related literature. The study aims to determine the significant factors and
elements that drive the adaptation and implementation of green retail in the Philippines. From the study of Sinha and
Dhumes (2014), they stated that it is important to understand the relationship between attitude towards the environment
and green products from the customers as well as the retailer’s point of view. Hence, the conduct of the study will be
guided by the following conceptual framework as shown in figure 2.1.1.

Figure 2.1.1 Conceptual Framework
The framework shows the logic of the study in coming up with GRSM to rank green strategies of retail companies in
the Philippines. The study conceptualizes green purchasing decisions as perceived green practices to consumers and
retailers. Intensifying customer behavior, green practices, and retail strategies are associated with the green purchasing
decision. If the retail strategies are appropriate to the consumers, green purchasing may increase. In recent years, the
proportion of consumers who had never bought a green product decreased to less than one-half and some of their
survey participants said that they had to stop purchasing green because of a lack of choice (Manget, Roche, and
Münnich, 2009). On the other hand, Tsai et al. (2020) proved that consumers are likely to have greater confidence in
the brand, recognize ‘green action’ as a consumer initiative, and be more willing to purchase the brand’s green
products. Retail companies need to find the significance of green retailing that can develop effective methods that can
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derive green purchase commitments. The research proposes to assess the green practices that are being adopted for
green purchasing decisions. This leads to the first hypothesis:
H1: Perceived importance of green practices in green purchasing decisions.
The awareness of the consumers about eco-friendly goods and practices are becoming advanced. Nozarah (2013)
discussed his study on “Green awareness effects on consumers purchasing decision: Some insights from Malaysia”,
which attempts to examine the influence of consumers’ environmental concerns, awareness of the green product, green
price, and brand image on their purchasing decision of green products. The propensity to shop of the customers is
about their opinions and interest in the shopping process. Mourad (2012) indicated that most consumers of the green
brands use mostly the functional attributes of the green product that are related to its performance, and they derive
from it a “functional benefit” that makes them experience “environmental care” during their use of the product. Also,
the green products consumers experience “experiential benefits” which results in satisfying their needs to contribute
to the welfare of society. Finally, they gain “symbolic benefits” while using the brand (Rios et al. 2006). Green
purchasing means basing all purchasing decisions and allocation of contracts on environmental criteria along with
other criteria such as price and quality. The economic benefits affect the financial profit of the organization and the
environmental benefits affect the preservation of the environment. Some studies have also confirmed that there is a
positive relationship between environmental management and financial returns adopting green retailing practices.
Green design is intended to develop more environmentally benign products and processes (Otegbulu, 2011). The focus
of the green concept must be embraced from the early stages of building design, planning, and construction according
to Gottfried (1996), the decision made at the first phase of building design and construction can significantly affect
the costs and efficiencies of other phases as recent studies have shown that green building measures taken during
construction or renovation can result in significant building operational savings, as well as increases in employee
productivity. An effective green innovation identity should provide benefits to environmentally conscious consumers.
Consumers use the name of the brand to make inferences about the quality of a product they are not familiar with
mainly because the brand name tends to build a reputation of the product as a result of the associations it has by its
name and the utility or value of the product (Lassar, Mittal, and Sharma, 1995). Some scholars claimed that it is
necessary to explore further how green brand factors impact attitude and green purchase behaviors (Chen, 2010).
Customers have different behaviors in buying. (Sinha & Dhumes, 2014) said that environmental attitudes discuss the
set of beliefs, interests, or rules that influence pro-environmental action. This will lead to the second hypothesis:
H2: Perceived consumer’s understanding that affects green attitude positively.
The propensity to shop is determining the likelihood of a consumer to shop something. The following characteristics
define the strategic importance of a purchase: high involvement in the process; long-term commitment of resources;
truncated budget available for other goods and services (Koklic & Vida, 2009). These kinds of characteristics will be
able the consumers to perform green attitudes strategically and positively. The relationship between consumers’
environmental concerns and purchase intention is not straightforward but they need to be aware (Hojnik, Ruzzier, and
Konecnik, 2019). As people have become increasingly aware of the fact that the more conventional energy resources
on the planet are finite (Maidment, 2015). If consumers are practicing awareness of the green-related, they might be
convinced to also practice a green attitude. Buying green must also consider not only widespread environmental
improvements, but consumers may also need to be looking for personal factors too. Factors such as age, gender,
lifestyle, income, social status, geographical and cultural factors are known to influence the choices consumers make
and the process they go through to make choices. For this reason, marketers have established the strategy of market
segmentation which benefits the customer as well and the marketer (Hemsley-Brown & Oplatka, 2016). If these factors
are satisfied with green products, consumers can have a reason for a green attitude. Purchase intention is consumers’
tendency to purchase a given product (Boyd & Mason, 1999). This gives an abstract of the perceived green attitude
as a latent of three factors: the propensity to shop, awareness, and personal factor as shown in figure 2.1.1. This will
lead to the third hypothesis:
H3: Perceived green attitude on the effects of green purchasing decisions positively.
Green consumers are those who give importance to quality and price and choose products and brands that adopt
conservation practices and display environmental concern (Ciribele & Caneschi, 2011). Some of the consumers switch
to green consumption attitudes to encourage environment-friendly consumption behavior. The elicitation study
showed by [43] that the sample under study generally believes that the biggest advantage of purchasing
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environmentally friendly products (EFPs) is that they are better for the environment than non-EFPs (46%). The study
specifically inclines to help the retail companies to implement green retailing. From the study of Zhu (2008),
Shrivastava (1995), Ranjithkumar & Sakthivel (2015), and Khairani et al. (2017) there are four different strategies
that retail companies can use to implement green retailing. This will lead to the fourth hypothesis:
H4: Implementing green retailing on the identifying of green purchasing decisions for the ranking of retail companies.
An organization that practices green retailing is concerned about the environment, society, and the economy. The four
different strategies from Zhu (2008), Shrivastava (1995), Ranjithkumar & Sakthivel (2015), and Khairani et al. (2017)
are: (1) implementing ISO 14001, (2) change into differentiation strategy, (3) green initiatives, and (4) initiate eco
design.

2.2 Questionnaire Design
Table 2.2.1 shows the list of measurement questionnaire items. To extract the variables from our conceptual
framework a group of questionnaire items for each variable was made. The kind of questionnaire we are going to use
is a Likert scale (five-point), ranging from 1, which represents “Strongly Agree” to 5, which represents “Strongly
Disagree.” The demographics section and measurements section will use for questionnaire instruments. The total
questionnaire items are 37 and it was constructed by using references from past researchers.

2.3 Data Gathering
The researchers are considering a total of 500 respondents to answer an online survey questionnaire. 250 different
retailers such as the managers, store personnel, and other staff and 250 consumers such as consumers of apparel,
electronics, food, and other consumers of retail products. Based on the sample size calculator we have used the Check
Market (2020) with a margin of error of 5%, 95% confidence level, and a total of 101.137 registered retailers and a
47,515,537 consumer population ages 18 to 50 years old (Philippine Statistics Authority, 2020b). This total number
of respondents is enough for the researchers to be able to achieve accurate results that will be used for the SEM tool.
The researchers used an online survey questionnaire as a means of data gathering. The questionnaire consists of
questions that can be answered by retailers and consumers.

2.4 Data Analysis
The researchers used the Structural Equation Model (SEM) to be able to get the P-Value, R-Square, standard deviation,
and ANOVA accordingly for hypothesis testing.
The results of the SEM analysis was used in constructing a Green Retail Strategy Matrix (GRSM), patterned after
Quantitative Strategic Planning Matrix (Grand, 2002) in ranking available competitive business strategies and in
selecting the best option based on industry key success factors and market forces and company performance drivers.
The significant factors and indicator variables will form the criteria of GRSM for Philippine retailers to evaluate firmspecific competitive priorities as well as its sustainability initiatives. The overall objective of the study is to draw a
platform basis for Philippine retailers to choose a sustainable green strategy to adopt suited to their target market needs
and wants at the same time consistent with a green strategy to adopt suited to their target market needs and wants and
at the same time consistent with their long-term growth and profitability goal.

3. Results and Discussion
In Figure 3.1.1, we asked the consumers and retailers about the importance of green practices in different situations
knowing that 87.7% of them are aware of the concept of green products. Having green products will have a big impact
on the retail companies and the environment. 48.1% strongly agreed that green products will have a positive effect in
the environment and for the future of retailing.
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The first objective of the study is to assess the adaptation and implementation of green practices of Philippine retailers.
In the survey questionnaire, there are several questions about existing green practices that helped in the inclination for
helping the retail companies to implement green retailing. Figure 3.1.2 shows the result of the 4 existing green
practices wherein the results mostly strongly agreed and agree. Based on the survey, 70.78% of the consumers and
retailers strongly agreed that promoting reuse, recycling, and recovering raw materials are the strategies needed to
implement in green retailing.
There are a variety of green products available in different categories. In Figure 7, we asked how relevant the given
retail categories are in promoting green retaining. About 38.56% of them strongly agreed that they prefer green
products available in different categories. Consumer’s highest preference to purchase green products is the category
of hygiene products with 44.6% while only 41.7% of the retailers prefer to sell green products in the category hygiene
products. Retailer’s highest preference to sell green products is the category of home products like house tools and
cleaning products with 44% while only 42.6% of the consumers prefer to purchase green products in the category
home products.

Figure 3.1.1 Perceived importance of green practices in
green purchasing decisions

Figure 3.1.2 Implementing green retailing on identifying
of green purchasing decisions for the ranking of retail
companies

Figure 3.1.3 Categories in promoting green retail score

3.1 Structural Equation Modelling
Structural equation modeling (SEM) was used to test the hypothesis. Table 3.1.1 is where the meaning of the latent
can be found. Figure 3.1.1 shows that the green purchasing decision model had 10 variables, including 6 exogenous
variables (Green Purchasing, Green Design, Green Innovation, Propensity to Shop, Awareness and Personal factors)
and 4 endogenous variables (Green Purchasing Decision, Green Attitude, Green Retailing Shop, Green Strategy).
Table 3.1.1 Table of Variables
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Variables

Description

GPD

Green Purchasing Decision

GP

Green Purchase

GD

Green Design

GI

Green Innovation

PS

Propensity to Shop

A

Awareness

PF

Personal Factors

GA

Green Attitude

GRS

Green Retail Shop

GS

Green Strategy

Figure 3.1.1 Initial SEM Standardized Regression Weight Result
Table 3.1.2 Initial Model Fit Result
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Table 3.1.2 shows the first step which is the model fit test that is done to estimate the values of parameter and to
capture the unreliability measurement in the model with the suggested cut-off. Overall, the final results from the
model fit test has passed the suggested cut-off. Therefore, the model is acceptable and can be used to analyze the
direct, indirect and total effect of each latent to each other.
Since there are several non-significant paths in direct effect, the Green Design to Green Purchasing Decision, Green
Innovation to Green purchasing decision, Awareness to Green purchasing decision, and Personal factors to green
attitude has been removed and re-run in AMOS. The results came out all positive.
Overall, the final results from the final model fit test as shown in table 3.1.3 has still passed the suggested cut-off.
Therefore, the model is now very acceptable since the results is much better and can be used to analyze the direct,
indirect and total effect of each latent to each other.
Table 3.1.3 Final Model Fit Result

Figure 3.1.2 represents the final SEM standardized regression weight result and table 3.1.4 shows the direct, indirect,
and total effects of the different latent factors. The researchers had formulated four hypotheses through the SEM.
Based on the SEM, the hypothesis produced a positive result which would mean that the model is an excellent
representation of the implementation of green retailing. Knowing which parts of the green practices of the consumers
are excelling and are lacking, this research aims to provide strategies for the company on how they can implement
green retailing.
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Figure 3.1.2 Final SEM Standardized Regression Weight Result
Table 3.1.4 Direct, Indirect, and Total Effect
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3.2 Green Retailing Strategy Matrix (GRSM)
The pattern of results in SEM extends understanding of green retailing. The GRSM is designed to determine the
relative attractiveness of the green retailing companies of feasible alternative strategies. As shown in Table 6, a GRSM
framework consist of strategies from the previous research (Zhu, 2008; Shrivastava, 1995; Ranjithkumar & Sakthivel,
2015; Khairani et al. 2017). Available strategies are primarily centered on identifying the roles of knowledge about
the environment and involvement of the ethical and/or moral aspects of the green purchasing behaviors for both
consumer and retailer. The framework of green GRSM is provided in table 3.2.1. The strategies are arrayed across the
top row, with retailer and consumer factors arrayed down the left column. As discussed previously, the various
strategies are related with green strategies of the companies. The rare green practices of the firms to improve green
purchasing decisions inhabit decision-making whereas quantity and quality of the green products may benefit the
company. Retailer and consumer factors require weights be assigned for being successful in the given green practices
and strategies. Weights are assigned to each factor, depending on how important that factor is for being successful in
practicing green. As indicated in table 3.2.1, the assigned weights of the retailer and consumer factors ought to be
placed in a column adjoining to the retailer and consumer factors and the weights used for GRSM are from the final
standardized regression weights results which is shown in figure 3.1.2.
Table 3.2.1 Green Retailing Strategy Matrix

4. Conclusion
The primary reason why there’s a big impact for the company in going green is because to satisfy customers who
prefer products of good quality, performance and convenience at affordable cost and which do not have a harmful
impact on the environment. It can improve the companies “green” image and by proper handling, the company can
save and earn money. Green retailing is important because consumers today are becoming more and more ecoconscious and socially responsible. Based on the results of our survey in figure 4 most of our respondent strongly
agreed with the green practices and there are 276 out of 503 respondents who are into green products. And with that
adopting green retailing can help the retailing companies to gain competitive advantage. The researchers used the
Structural Equation Model (SEM) to evaluate the relationship of the different latent factors: Green Practices (Green
Purchasing, Green Design, Green Innovation, Awareness, Propensity to Shop and Personal Factors), Green Purchasing
Decision, Green Attitude, Green Retail Shop and Green Strategies by the retail companies in the Philippines. These
factors were analyzed and discussed how these affect each other using the measured variables, thus the study was able
to measure and analyze each latent factor to determine their interrelationship. Through SEM, the researchers were
able to determine the significant factors of each variable and we are able to identify the ranking of strategies to be
recommended by the retail companies in the Philippines. Then the researchers used the green retail strategy matrix
(GRSM) approach to rank and conclude with the strategies given and discussed from the previous chapters. Retailing
companies are not considering all the factors for green strategies. The GRSM described in this paper could be helpful
to retailers in deciding which green strategy or strategies would be the most attractive. Practically, GRSM analysis
will be used as one of the strategic planning management tools to achieve green products and a green environment for
everyone. Like other business tools, GRSM should not dictate decisions but rather should be improved and input green
practices to the company. The key factors of GRSM were analyzed simultaneously to access green attractiveness by
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utilizing Structural Equation Modeling (SEM) approach. SEM showed that consumers are into green purchasing. The
GRSM could be beneficial for green retailers and start-up companies.
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