Journal of Environmental and Natural Resource Economics
Volume 4, Number 8, Spring 2024, pp. 29-49
Jiee.atu.ac.ir

DOI: http://dx.doi.org/10.22054/EENR.2024.80091.186

The role of green marketing on the economic prof
itability of Toranj Company

Samaneh Abedi " * I Economics faculty, Allameh Tabataba’i University, Tehran, Iran.

. M.Sc., Economics and E-commerce, Faculty of Economics,
Zahra Abolhasani Allameh Tabataba’i University, Tehran, Iran

Abstract

Environmentally conscious consumers have become increasingly prevalent in recent
years, leading businesses to use "green™ marketing tactics to attract attention. One
such approach is digital marketing, which can expedite a company's ability to reach
its target audience. Toranj Tile and Ceramic Company, seeking to expand its sales
market and stay current with the latest marketing methods, is considering
transitioning from traditional to green marketing strategies. However, this shift
requires careful economic justification. This research evaluated the economic
feasibility of green versus traditional marketing methods for Toranj Tile and
Ceramic Company using Benefit-Cost Ratio and Net Benefit-Investment Ratio
indicators under different discount rate scenarios. The results showed that the green
marketing approach has a clear advantage compared to traditional marketing with
the average Benefit-Cost Ratio and Net Benefit-Investment Ratio indices of 1.5 and
1.3 respectively. In addition, the green marketing strategy shows an average of 22.9
and 63.3 percent higher performance compared to the traditional approach in the
Benefit-Cost Ratio and Net Benefit-Investment Ratio indices.

Introduction

Marketing, as the main component of a company's financial health, shows the
necessity of the proper functioning of each department to create an efficient
process.” The main emphasis of traditional marketing is on the demands of
customers and does not pay much attention to social well-being and environmental
issues, but currently, environmental protection has become a very important issue
for all groups of people, whether as customers or producers, and this issue is in all
Organizational aspects have entered and influenced marketing and have led to the
formation of the concept of green marketing.? One of the low-cost and environment-
friendly ways to acquire customers is electronic marketing. With more than ten
years of experience in the field of tile and ceramic sales in Iran and outside Iran,
Toranj Company seeks to stabilize and expand its sales market. Currently, this
company uses electronic marketing methods (as one of the green marketing
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methods) and traditional methods in the field of communication with customers and
sales. This company seeks to organize its methods in the field of communicating
with customers, as well as to keep pace with new and effective marketing methods
and replace them with expensive and time-consuming traditional methods, but
considering that the traditional method has been around for a long time in this
company. is used and a lot of financial and human resources have been spent on it,
this alternative needs careful examination, especially from the financial point of
view, so that its next steps can be taken towards the main goal. It should be
mentioned the question under consideration is how much economic indicators will
change if green marketing is replaced by traditional marketing?

Methods and Material

This research is practical in terms of purpose. The intended statistical population is
the tile and ceramic industry of Iran, and the sample obtained from the document
review of Toranj Company is used. Calculations are made at two discount rates:
20.5% (one-year and long-term bank interest rate in 2023) and 25% (attractive
investment rate based on research background). The calculations are for the next ten
years and 2023-2024 is considered as the base year. This research is done based on
dynamic methods in which the time and lifespan of the plan, discount criteria and
indicators are considered. The desired indicators include the benefit-cost ratio and
the net benefit-investment ratio. It is assumed that green marketing is more
economical than the traditional one in Toranj Company.

Results and Discussion

In Table 1, the values of benefit-cost ratio, net benefit-investment ratio, the growth
rate of each of these two indicators in case of replacing the green marketing method
instead of the traditional one, and finally the average benefit-cost ratio and the
average net benefit-investment ratio in two discount rates were calculated for each
of the marketing methods.

Table 1. Examining the ratio of benefit to cost and the ratio of net benefit to green
and traditional marketing investment and its growth rate

Discount rate 20/5% 25% 20/5% 25% 20/5% 25%
BCR 1/50 1/40 1/22 1/17 22/95% | 22/90%
NBIR 3/40 2/90 2/10 1/80 62/80% | 63/80%

Average BCR 1/50 1/20 22/90

Average NBIR 3/10 1/90 63/30

“ Source: Research findings.

Using the information collected from the accounting unit of Toranj Company, the
comparison of the economic indicators of benefit-cost ratio and net benefit-
investment ratio in both green and traditional marketing was done in different
discount rate scenarios. Based on the calculations, the benefit-cost ratio in green and
traditional marketing was measured at the discount rate of 20.5%, equivalent to 1.50
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and 1.22, respectively, and at the discount rate of 25%, it was measured as
equivalent to 1.40 and 1.17, respectively. The average benefit-cost ratio in green
marketing is equal to 1.50 and in traditional marketing is equal to 1.20. As a result,
in terms of the benefit-cost ratio index, green marketing is completely preferred over
the traditional in both discount rates and by replacing the traditional with green
marketing, the average growth of the benefit-cost ratio will be 22.90%.

The amount calculated for the ratio of net benefit to investment in green and
traditional marketing was measured at a discount rate of 20.5%, equivalent to 3.40
and 2.10, respectively, and at a discount rate of 25%, it was measured as equivalent
to 2.90 and 1.80, respectively. The average ratio of net benefit to investment in
green marketing is equal to 3.10 and in traditional marketing is equal to 1.90.
According to this index, green marketing is completely preferred over traditional in
both discount rates, and by substituting green marketing instead of traditional, the
average growth ratio of net benefit to investment will be 63.30. Based on these
results, the hypothesis of the research that green marketing is better than the
traditional one is confirmed in Toranj Company.

Conclusion

According to the benefits of green marketing and its superiority over the traditional
method, in order to expand its green marketing activities, Toranj Company should
turn its product production and marketing process into a green chain. For this
purpose, first of all, the purpose of green marketing and the necessity of its
implementation should be specified for the employees of the company and the
necessary training regarding green marketing should be given to them. Then, with
the help of the following things, promote and improve green marketing. Choosing
recyclable raw materials and producing products with clean and environmental
technologies. Improving the production process and using sustainable technologies.
Using recyclable packaging and renewable materials. Using digital methods for
advertising and marketing, including online advertising and social media. Informing
customers about the benefits of green products and services, including protecting the
environment and reducing negative impacts on it. Conducting advertisements that
emphasize the importance of protecting the environment and encourage consumers
to buy green products. Providing more services to customers and creating a positive
shopping experience using environmental methods, in order to attract new customers
and retain existing customers. Participation in programs and projects of
environmental institutions and organizations. Holding exhibitions, conferences and
training workshops in the field of green marketing and promotion of green products.
Cooperation with stores and shopping centers that supply green products for the
purpose of joint advertising and promotion of green products.
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