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ABSTRACT 
 
The purpose of this study is to look at the impact of green marketing practices methods 
on consumer choices in selected restaurant businesses in Taguig, Philippines. Green 
marketing practices have played a vital role in promoting environmental sustainability to 
combat rapid detrimental effects on the environment. Utilizing a variety of strategies, 
including the introduction of environmentally friendly goods, consumer awareness, use of 
energy-efficient products, and the start of environmentally responsible practices. In this 
day and age, people are looking for environmentally responsible and sustainable dining 
alternatives. The study looked at how various green marketing methods used by Taguig's 
environmentally friendly restaurants influence consumer preferences. Data were 
collected using a survey to examine the link between green marketing strategies, 
customer attitudes, and buying behavior. The findings shed light on the effectiveness of 
sustainability initiatives in influencing restaurant choices and give significant information 
for both restaurateurs and policymakers interested in supporting environmentally aware 
practices in the sector. This study contributes to a better understanding of Relationship of 
green marketing practices in shaping the future of dining preferences in Taguig and 
beyond. This study investigated the complex subject of green marketing, specifically the 
impact of green marketing on shaping consumer preferences. 
 
Keywords: Green Marketing Practices, Consumer Awareness, Recycling, Energy and 

Water Efficient, Eco-friendly Supplies, and Menu Sustainability. 
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INTRODUCTION 
 

There is a lively and thriving restaurant scene in Taguig, a city that is a tapestry of 

cultures and flavors. The dining options in Taguig range from high-end restaurants to 

reasonably priced fast-food outlets, catering to a wide palate. But in recent times, a 

growing consciousness of environmental problems and the need for sustainability has 

begun to influence these lovers' choices. In the restaurant sector, green marketing 

practices, a tactical strategy that emphasizes eco-friendly activities and products is 

quickly gaining popularity.  

Customers are looking for dining experiences that reflect their ideals as they 

become more eco-conscious. The need for restaurants in Taguig to include sustainability 

into their business models is becoming more and more apparent, not just as a trend but 

as a necessity for long-term success. As to the findings of Karnai et al. (2021), green 

marketing refers to marketing initiatives that consider the enduring welfare of society and 

aim to establish connections between businesses, consumers, and the environment. 

Growing environmental consciousness and sustainability concerns have led to a 

significant rise in the popularity of green marketing in recent years. It is the responsibility 

of marketing to make customers aware that sustainable development encompasses more 

than only picking and sorting waste (Nozari, H.; Szmelter-Jarosz, A.; Ghahremani-Nahr, 

J, 2021). It entails advertising goods and services that are beneficial to the environment 

or that are eco-friendly. 35% of the respondents from the 2019 Global Consumer Insights 

Survey (Emmert, 2021) said they looked for ecologically friendly packaging, 37% said 

they looked for sustainable items, and 41% said they avoided using plastic wherever 

possible.  

According to PwC’s survey findings, responses to questions with comparable 

wording were ten to twenty points higher in percentage. Green marketing practices in the 

restaurant sector aim to not only reduce the environmental impact but also appeal to 

consumers who prioritize sustainability in their choices. The Philippines, particularly 

Taguig, has seen a surge in the food service industry, with an array of restaurants catering 

to diverse consumer preferences. This setting provides a fertile ground for examining the 

relationship of green marketing in shaping consumer preferences. Examining the impact 

of green marketing strategies on consumer choices in this fiercely competitive sector is 

crucial given Taguig's burgeoning restaurant industry and increased emphasis on 

environmental sustainability. Restaurants can gain from an understanding of the effects 

of green marketing strategies by drawing in eco-aware patrons and advancing 

sustainable restaurant industry standards. In order to help restaurant owners and 

marketers make wise decisions about sustainability initiatives, this study intends to close 

a gap in the literature by offering insights on the influence of green marketing techniques 

on consumer preferences. 
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Research Questions: 

Specifically, it sought to answer the following questions: 

1. What are the consumer’s preferences in dining a restaurant with green marketing 
practices considering the following facets:  

1.1 Recycling  
1.2 Energy and water-efficient equipment  
1.3 Eco-friendly supplies  
1.4 Menu Sustainability  

2. What is the assessment of the respondents on the green marketing practices of 
selected Restaurants in Taguig as to:  

2.1 Recycling  
2.2 Energy and water-efficient equipment  
2.3 Eco-friendly supplies  
2.4 Menu sustainability  

3. What is the relationship of green marketing practices in shaping consumer 
preferences in selected restaurants in Taguig? 

 
 
METHODOLOGY 
 

In this study, the researchers used the correlational quantitative research design to 

gather the needed information. This method focuses on understanding the relationship 

between two or more variables without intervening or manipulating them. The 

correlational quantitative research design is particularly suitable for investigating 

associations and patterns between variables, making it an apt choice for exploring the 

connection between green marketing initiatives and consumer preferences. In the context 

of this study, the correlational design allows researchers to collect numerical data on both 

green marketing initiatives and consumer preferences. This data could include metrics 

related to the implementation of green marketing strategies by businesses, such as the 

adoption of eco-friendly packaging, use of sustainable sourcing, or communication of 

environmental values in advertising.  

On the consumer side, data may involve preferences for environmentally friendly 

products, attitudes towards sustainability, and purchasing behavior related to green 

products. Furthermore, a Purposive sampling method was applied in this study. In this 

study, purposeful sampling was used. Purposive sampling, according to Dudovskiy 

(2011), is a sampling strategy where the researchers select study participants from the 

community based only on their own judgment. Thus, the study focused on 80 

respondents, as emphasized by Hair et al. (2018). It is imperative to maintain an 

appropriate sample-to-variable ratio to ensure the robustness of the analysis. While a 5:1 

ratio is often considered the minimum requirement, adhering to the more preferable ratios 

of 15:1 or 20:1, as suggested by Hair et al. (2018), can significantly enhance the study's 
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validity and reliability of the findings. They were chosen to be the respondents because 

they are important individuals in the development of sustainable consumption habits, and 

their viewpoints are crucial for determining how effectively green marketing initiatives can 

affect their eating habits and overall decision-making process. 

In this study, the researchers employed purposive sampling as a strategic approach 

to narrow down our pool of respondents to individuals who met specific predetermined 

criteria. This method proved beneficial in efficiently targeting participants who fulfilled the 

outlined requirements, allowing for a focused and streamlined data collection process. 

Non-probability sampling, characterized by its selection of participants based on 

predetermined characteristics rather than random selection, facilitated the rapid 

identification and engagement of our target demographic. To interpret the data 

completely, the researchers will make use of the following statistical treatment: 

Percentage, Weighted Mean, and Spearman Rho Test. 

 Statistical Treatment of Data 

To interpret the data completely, the researchers made use of the following statistical 
treatment: Percentage, Weighted Mean, and Spearman Rho Test. 

1. Percentage and Frequency Distribution - This is used to visually show the entire 

number of answers and percentages from this study, those from the survey 

questionnaire, such as the demographic information of the respondents. 

Formula:(100) P = F 

    N 

Where: 

P = Percentage 

F = Frequency of each category 

N = Total number of respondents 

100 = Constant multiplier 

 

2. Weighted Mean - The objective is to add up several scores. It is the average that 

was determined by giving several individual variables a different amount of weight. 

 

Formula: 

Where: 

WM = ∑ (W1f1+ W2f2…+wnfn) 

 n 

WM = weighted mean 

f1 = frequency of first cell 
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w1 = weight of first cell 

f2 = frequency of second cell 

w2 = weight of second cell 

n = number of cases 

  

3. Spearman Rho Test: The Spearman Rho Test is a statistical tool used to analyze 
the correlation between green marketing practices and consumer preferences. The 
Spearman Rank-Order Correlation, commonly known as Spearman Rho or 
Spearman's rho, is a non-parametric statistical test used to assess the strength 
and direction of monotonic relationships between two variables. In the context of 
research on the correlation between green marketing initiatives and consumer 
preferences, the Spearman Rho Test can be applied to investigate the extent to 
which there is a consistent monotonic relationship between these two variables. 
Green marketing initiatives encompass various strategies and practices adopted 
by businesses to promote environmentally friendly products and services. 
Consumer preferences, in this case, refer to the choices and inclinations of 
consumers towards environmentally sustainable or "green" products. Through a 
comprehensive Spearman Rho analysis, we aim to extract valuable insights that 
contribute to a nuanced understanding of the impact of green marketing practices 
on consumer preferences. This, in turn, will aid in the formulation of effective 
marketing strategies that promote sustainable practices within the restaurant 
industry. 
 
Formula: 

 

Where: 

p = Spearman’s rank correlation coefficient  
di =Difference between the two ranks of each observation  
n = Number of observations 
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RESULTS AND DISCUSSION 
 
 
Research Question Number 1: Socio-Demographic Profile of the Respondents in 
terms of: 
 

 
As revealed in Table, there are 25, or 31.30%, of the respondents whose age 

ranges from 18-25 years old. There are 26 respondents, or 32.50 % whose age ranges 
from 26 to 40 years old. There are 16 or 20% of the respondents whose age ranges from 
41 to 50 years old, and the remaining are 50 years old and older, with 13 or 16.20% of 
the respondents. Summarily, most of the respondents are 26-40 years old with 26 or 
(32.50%), 18- 25 years old with 25 or (31.30%), 41-50 years old with 16 or (20%), and 
the last is 50 years old and older with 13 or (16.20%). 
 

 
Table 2 revealed that 31, or 38.70%, of the respondents are male. There are 49, 

or 61.30%, of the respondents who are female; This gives the impression that most of the 
respondents are female, with 49 (61.30%) and 31 (38.70%) are male. 
 

 
Table 3 revealed that 48, or 60%, of the respondents are degree holders, and 32, 

or 40%, of the respondents are non-degree holders. Most respondents are degree 
holders, with 48, or 60%, and only 32, or 40%, are non-degree holders. 
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The table above reveals that 25 or 55% of the respondents are single, 26 or 

42.50% of the respondents are married, 16 or 2.50% of the respondents are separated 
or annulled, and on the other hand, widowers are zero respondents. 

 

 
Table 5 revealed that most of the respondents visit restaurants only on special 

occasions 36, or (45%); there are 24 or (30%) of the respondents who visit restaurants at 
least once a week; and the remaining respondents visit restaurants once a month 20, or 
(25%). This gives the impression that most of the respondents visit a restaurant only on 
special occasions. 
 

 
Tabe 6 revealed that most of the respondents are full-time, with 58 or 72.50%, 

followed by unemployed respondents with 19 or 23.80%, and the last are part-time 
respondents with 3 or 3.70%. 
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Research Question Number 2: Assessment of the Consumer’s Preferences in 

Dining a Restaurant with Green Marketing Practices 

 

Table 7  

Assessment of the Consumer’s Preferences in Dining a Restaurant with Green 

Marketing Practices in terms of Recycling 

 

Recycling Mean Interpretation Rank 

1. The restaurant minimizes the use of 

single-use plastics and other non-

recyclable materials. 

4.53 Strongly Agree 3 

2. The restaurant supports and uses eco-

friendly packaging that impacts the 

customer’s choice of restaurant. 

4.60 Strongly Agree 1 

3. The restaurant has designated bins or 

areas within the restaurant to 

encourage customers to participate in 

proper waste disposal and segregation 

systems. 

4.59 Strongly Agree 2 

General Weighted Mean 4.57 

Strongly 

Agree 

 

 
Table 7 presents the assessment of the consumer’s preferences in dining a 

restaurant with green marketing practices in terms of recycling. It can be noticed that the 
indicator that ranked first was the indicator that states, “The restaurant supports and uses 
eco-friendly packaging impacts the customer’s choice of restaurant.” with a mean of 4.60. 
It was followed by the indicator that states, “The restaurant has designated bins or areas 
within the restaurant to encourage customers to participate in proper waste disposal and 
segregation systems.” with a mean of 4.59. Lastly was the indicator that states, “The 
restaurant minimizes the use of single-use plastics and other non-recyclable materials.” 
with a mean of 4.53. All these indicators were strongly agreed upon by the respondents. 
In general, the respondents strongly agreed with the consumer’s preferences in dining 
restaurant with green marketing practices in terms of recycling with a general weighted 
mean of 4.57. 
 

Steg et.al (2009) research investigates the links between market behavior and 
environmental psychology in influencing the eating habits of consumers in the restaurant 
industry. One way that companies can contribute to environmental organizations is 
through the waste they produce is starting new recycling programs and teaming up with 
reliable suppliers. Another issue the analysis raises is the necessity of equipping the 3Rs 
(reduce, reuse, recycle) principle and the 2Es (energy and efficiency) approach to the 
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hospitality industry in eco-goings. The 3Rs are primarily concerned with waste reduction, 
resource conservation, and consumption reduction, while the 2Es foster energy efficiency 
and the absence of energy loss. This multidimensional ecological positive reaction 
enables companies to reduce their environmental impact while also increasing the 
reputation of the environmentally friendly companies. 
 
Table 8 Assessment of the Consumer’s Preferences in Dining a Restaurant with 

Green Marketing Practices in terms of Energy and Water Efficient 

 

Energy and Water Efficient Mean Interpretation Rank 

1. The restaurant uses energy-efficient 

lighting and appliances will be one of 

the factors in deciding where to dine. 

4.41 Agree 1 

2. The restaurant's water conservation 

efforts influence customers' 

perspectives when deciding where to 

dine. 

4.38 Agree 3 

3. The restaurant’s promotion of energy-

efficient practices resonates with 

customers who actively support such 

initiatives. 

4.39 Agree 2 

General Weighted Mean 4.39 Agree  

 
Table 8 presents the assessment of the consumer’s preferences in dining a 

restaurant with green marketing practices in terms of energy and water efficiency. It can 

be noticed that the indicator that ranked first was the indicator that states, “The restaurant 

uses energy-efficient lighting and appliances will be one of the factors in deciding where 

to dine.” with a mean of 4.41. It was followed by the indicator that states, “The restaurant’s 

promotion of energy-efficient practices resonates with customers who actively support 

such initiatives.” with a mean of 4.39. Lastly was the indicator that states, “The 

restaurant's water conservation efforts influence customers' perspectives when deciding 

where to dine.” with a mean of 4.38. All these indicators were agreed upon by the 

respondents. In general, the respondents agreed with the consumer’s preferences in 

dining a restaurant with green marketing practices in terms of energy and water efficiency 

with a general weighted mean of 4.39. 

 

The study done by Halm et al. (2014) tells us that restaurants are more profitable 
when energy and water efficiency are the priority in green marketing. This is possible 
because consumers not only buy what they want but also because sustainability is a 
significant qualification for them, and competitive restaurants winning the hearts of their 
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extensive customers generate a high profit. They are subsequently considered to be as 
considerable. Investments in these activities are not only the key to saving the 
environment, but they also benefit customers, and, ultimately, in the long run, they get a 
good competitive edge along with a strong financial performance. Thus, it is a dialectical 
triumph not only in environmental but also in economic terms. 
 
Table 9 Assessment of the Consumer’s Preferences in Dining a Restaurant with 

Green Marketing Practices in terms of Eco-friendly Supplies 

 

Eco-friendly Supplies Mean Interpretation Rank 

1. The restaurant’s use of 

sustainable and eco-friendly 

supplies contributes to a positive 

image in my perception as a 

customer. 

4.49 Agree 1 

2. The restaurant’s commitment to 

using eco-friendly utensils and 

containers significantly 

influences my overall satisfaction 

with the dining experience. 

4.38 Agree 3 

3. The restaurant handles the 

disposal of eco-friendly supplies 

to ensure they align with 

sustainable practices throughout 

their lifecycle. 

4.39 Agree 2 

General Weighted Mean 4.42 Agree   

 
Table 9 presents the assessment of the consumer’s preferences in dining a 

restaurant with green marketing practices in terms of eco-friendly supplies. It can be 

noticed that the indicator that ranked first was the indicator that states, “The restaurant’s 

use of sustainable and eco-friendly supplies contributes to a positive image in my 

perception as a customer.” with a mean of 4.49. It was followed by the indicator that 

states, “The restaurant handles the disposal of eco-friendly supplies to ensure they align 

with sustainable practices throughout their lifecycle.” with a mean of 4.39. Lastly was the 

indicator that states, “The restaurant’s commitment to using eco-friendly utensils and 

containers significantly influences my overall satisfaction with the dining experience.” with 

a mean of 4.38. All these indicators were agreed upon by the respondents. In general, 

the respondents agreed with the consumer’s preferences in dining a restaurant with green 

marketing practices in terms of eco-friendly supplies with a general weighted mean of 

4.42. 
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Reisch (2016) observed that consumers, in particular, seek out restaurants that 
use ecological products and materials and facilities that strictly discard waste materials. 
This finding reflects the rising awareness and prevalence of the issue and consumers' 
involvement in sustainable and environmental discourses. Such establishments, for 
instance, which vigorously follow the principles of responsible waste management, will 
stand out as the preferred choice for green energy lovers. Equally important, such actions 
do not only better a dining place's standing, but they are at the same time a reflection of 
the worldwide sustainability objectives. By integrating green practices into the operations, 
customer satisfaction and loyalty will substantially increase while the company gains a 
competitive advantage. This change is basically an indication that ethical and sustainable 
business techniques are key components of the food service industry now. 
 
Table 10 Assessment of the Consumer’s Preferences in Dining a Restaurant with 

Green Marketing Practices in terms of Menu Sustainability 

 

Menu Sustainability Mean Interpretation Rank 

1. The restaurant prioritizes 
sustainability in menu planning. 

4.43 Agree 2 

2. The restaurant offers a variety of 
menu options that highlight 
vegetables, promoting 
sustainable and plant-based 
food offerings 

4.38 Agree 3 

3. The restaurant effectively 
communicates its commitment 
to sustainable menu practices, 
and there are educational 
components in place to raise 
awareness about sustainable 
food choices. 

4.48 Agree 1 

General Weighted Mean 4.43 Agree  

 
Table 10 presents the assessment of the consumer’s preferences in dining a 

restaurant with green marketing practices in terms of menu sustainability. It can be noticed 
that the indicator that ranked first was the indicator that states, “The restaurant effectively 
communicates its commitment to sustainable menu practices, and there are educational 
components in place to raise awareness about sustainable food choices.” with a mean of 
4.48. It was followed by the indicator that states, “The restaurant prioritizes sustainability 
in menu planning.” with a mean of 4.43. Lastly was the indicator that states, “The 
restaurant offers a variety of menu options that highlight vegetables, promoting 
sustainable and plant-based food offerings.” with a mean of 4.38. All these indicators were 
agreed upon by the respondents. In general, the respondents agreed with the consumer’s 
preferences in dining a restaurant with green marketing practices in terms of menu 
sustainability with a general weighted mean of 4.43. 
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Verain et al. (2007) highlight that sustainability is a very important issue in the 
restaurant industry. They argue that by implementing sustainability goals in a menu, 
introducing plant-based menus, and communicating effectively, restaurants can attract 
eco-friendly customers and develop sustainable environmental and social projects. 
Research reveals that self-centered motives, such as expecting personal benefits or good 
results, are the key predictors of long-term behavior. Stressing that eating sustainably 
can bring good health, the taste of choice, and the privilege of being social can effectively 
drive consumer behavior to make eco-friendly choices. 
 
 
Research Question Number 3: Perception and Attitudes of Consumers towards 

Green Marketing  

 

Table 11. Assessment on the Perception and Attitudes of Consumers towards 

Green Marketing in Terms of Recycling 

Recycling Mean Interpretation Rank 

1. The restaurant emphasizes 
environmentally friendly 
messages in its advertising and 
promotional materials. 

4.43 Preferred 1 

2. The restaurants incorporate 
composting for organic waste 
into their menus. 

4.24 Preferred 3 

3. The restaurant implemented 
recycling measurements. 

4.31 Preferred 2 

General Weighted Mean 4.33 Preferred  

 

Table 11 presents the assessment of the respondents on the green marketing 

practices of selected restaurants in Taguig in terms of recycling. It can be noticed that the 

indicator that ranked first was the indicator that states, “The restaurant emphasizes 

environmentally friendly messages in its advertising and promotional materials.” with a 

mean of 4.43. It was followed by the indicator that states, “3. The restaurant implemented 

recycling measurements.” with a mean of 4.31. Lastly was the indicator that states, “2. 

The restaurants incorporate composting for organic waste into their menus.” with a mean 

of 4.24. All these indicators were agreed upon by the respondents. In general, the 

respondents agreed with the assessment of the respondents on the green marketing 

practices of selected restaurants in Taguig in terms of recycling with a general weighted 

mean of 4.33. 

 

Brennan (2018) proposes that the restaurant industry can take various actions to 
promote itself through green marketing. They can be, for example, recycling, composting 
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options, transparent reporting on recycling, and engaging customers through both 
educative and social media activities. 

 
Table 12. Assessment on the Perception and Attitudes of Consumer towards Green 
Marketing in terms of Energy and Water Efficient 
 

Energy and 
Water Efficient 

Mean Interpretation Rank 

1. The restaurant employee is 
aware about energy and water 
conservation in their 
organization. 

4.35 Preferred 1 

2. The restaurant knows about the 
monitoring and reporting 
systems for energy and water 
usage. 

4.29 Preferred 2 

3. The restaurant is integrated with 
smart technologies to enhance 
energy and water efficiency. 

4.28 Preferred 3 

General Weighted Mean 4.30 Preferred  

 
Table 12 presents the assessment of the respondents on the green marketing 

practices of selected restaurants in Taguig in terms of energy and water efficiency. It can 

be noticed that the indicator that ranked first was the indicator that states, “The restaurant 

employee is aware about energy and water conservation in their organization.” with a 

mean of 4.35. It was followed by the indicator that states, “The restaurant knows about 

the monitoring and reporting systems for energy and water usage.” with a mean of 4.29. 

Lastly was the indicator that states, “The restaurant is integrated with smart technologies 

to enhance energy and water efficiency.” with a mean of 4.28. All these indicators were 

agreed upon by the respondents. In general, the respondents agreed with the 

assessment of the respondents on the green marketing practices of selected restaurants 

in Taguig in terms of energy and water efficiency with a general weighted mean of 4.30. 

Ahmed (2015) discusses the need to work on various aspects of improving the 

efficiency of both energy and water in the restaurant industry. It includes both hardware 

and software aimed at disrupting the traditional water-wasting process. Businesses can 

train employees, buy sensors, and install smart systems to better control energy and 

water usage. Conservation-oriented publicity campaigns coupled with environmental 

education can go a long way to inspire people to live sustainably. If the adoption of 

efficiency measures remains inadequate, it is estimated that the total water requirement 

for the world will surpass the available supply by 40% in the year 2030. Energy and water 

efficiency are the top environmental improvements that restaurants are implementing, 

which not only meet customer requirements, but also to cut down costs and to create a 

green business image. 
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Table 13.Assessment on the Perception and Attitudes of Consumers towards 

Green Marketing in Terms of Eco-friendly Supplies. 

Eco-Friendly Supplies  Mean Interpretation Rank 

1. The restaurants employ eco-
friendly products, as indicated 
have an impact on the decision 
to choose them. 

4.41 Preferred 3 

2. The restaurant’s marketing 
materials emphasize its 
commitment to eco-friendly 
practices and its contributions to 
environmental preservation. 

4.50 
Highly 

Preferred 
1 

3. The restaurant has a diverse 
range of environmentally 
conscious menu options. 

4.46 Preferred 2 

General Weighted Mean 4.46 Preferred  
 

Table 13 presents the assessment of the respondents on the green marketing 

practices of selected restaurants in Taguig in terms of eco-friendly supplies. It can be 

noticed that the indicator that ranked first was the indicator that states, “The restaurant’s 

marketing materials emphasize its commitment to eco-friendly practices and its 

contributions to environmental preservation.” with a mean of 4.50. This indicator was 

strongly agreed upon by the respondents. It was followed by the indicator that states, 

“The restaurant has a diverse range of environmentally conscious menu options.” with a 

mean of 4.46. Lastly was the indicator that states, “The restaurants that employ eco-

friendly products, as indicated in their green marketing, have an impact on the decision 

to choose them.” with a mean of 4.41. All these indicators were agreed upon by the 

respondents. In general, the respondents agreed with the assessment of the respondents 

on the green marketing practices of selected restaurants in Taguig in terms of eco-friendly 

supplies with a general weighted mean of 4.46. 

Ahmed (2015) states that training programs, smart technologies, and monitoring 

systems are the prerequisites for promoting energy and water savings in the restaurant 

industry. Marketing campaigns and educational initiatives can be two ways by which 

restaurants can communicate with the customers to inform them about the correct 

conservational practices and to show them how to become environment friendly 

consumers. 
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Table 14. Assessment on the Perception and Attitudes of Consumers towards 

Green Marketing in terms of Menu Sustainability. 

 

Menu Sustainability Mean Interpretation Rank 

1. The restaurant's sustainability 
objectives, which are tied to 
menu offerings, are promoted 
through its green marketing 
activities. 

4.40 Preferred 3 

2. The restaurant is aware of the 
origin of the ingredients that are 
used in their menu. 

4.48 Preferred 1 

3. The restaurant uses locally 
sourced ingredients. 4.44 Preferred 2 

General Weighted Mean 4.44 Preferred   

 

Table 14 presents the assessment of the respondents on the green marketing 

practices of selected restaurants in Taguig in terms of menu sustainability. It can be 

noticed that the indicator that ranked first was the indicator that states, “The restaurant is 

aware of the origin of the ingredients that are used in their menu.” with a mean of 4.48. It 

was followed by the indicator that states, “The restaurant uses locally sourced 

ingredients.” with a mean of 4.44. Lastly was the indicator that states, “The restaurant's 

sustainability objectives, which are tied to menu offerings, are promoted through its green 

marketing activities.” with a mean of 4.40. All these indicators were agreed upon by the 

respondents. In general, the respondents agreed with the assessment of the respondents 

on the green marketing practices of selected restaurants in Taguig in terms of menu 

sustainability with a general weighted mean of 4.44. 

According to Hsu et.al (2012), the significance of the ecological consumer 

perceptibility and consumer attitudes towards menu sustainability initiative, especially in 

the practices of green marketing are emphasized. Restaurants are refining their markets 

and positioning their business processes environmentally responsibly by striving for the 

sustainability objectives, considering origin, using local resources. The research shows 

that self-interest is a big determinant of green purchase intentions. If consumers judge 

that personal benefits will outweigh the potential future inconvenience, they will be 

inclined to sustainable dining options. However, other variables encompassing the 

environmental worry, the social integration, and the perceived control must all also be 

taken into consideration. They also have important parts to make the intention and action 

of the consumers especially in the sustainability of the restaurant industry. 
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Table 15 Significant Relationship Between the Green Marketing Practices in 

Shaping Consumer Preferences in Selected Restaurants in Taguig 

 N SD Mean Pearson 
r 

Interpretation Decision 

Consumer’s 
Preferences in 
dining a 
Restaurant 
with 
Green 
Marketing 
Practices 

80 

0.55 4.43 

0.81 High positive 
Reject Null 
Hypothesis 

Assessment of 
the 

  

Respondents 
on the 
Green 
Marketing 
Practices of 
Selected 
Restaurant 

 0.63 4.36    

 

Table 15 presents the test of the significant relationship between the green 

marketing practices in shaping consumer preferences in selected restaurants in Taguig. 

The table shows that the Pearson r value is 0.81 which means a high positive correlation 

between the two variables. Null hypothesis should be rejected which implies a significant 

relationship. According to Table 15, there is a significant positive connection (Pearson r 

value of 0.81) between consumer preferences and green marketing strategies in a subset 

of Taguig restaurants. This strong link suggests that customer preferences for these eco-

friendly initiatives are likely to rise in tandem with the growth of green marketing methods. 

The statement suggests that the null hypothesis be disproved, proving that there is, in 

fact, a substantial correlation between customer preferences and green marketing 

strategies. Rejecting the null hypothesis in statistics indicates that there is sufficient data 

to draw the conclusion that the correlation between the variables (green marketing 

strategies and customer preferences) is not the result of pure chance. 

Conclusions 

1. According to the study, participants highly agreed with every metric pertaining to 
customer preferences for environmentally friendly restaurant marketing strategies, 
especially with relation to recycling initiatives. With a grand mean of 4.57, the 
weighted means of the indicators were 4.60, 4.59, and 4.53. This shows that the 
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statements or questions posed in the assessment about customers' preferences 
for a restaurant with green marketing practices—especially with relation to 
recycling efforts—were highly agreed upon by the respondents. The results offer 
insightful information on the intricate interactions among variables influencing 
consumer decisions in the restaurant sector. 

2. Most of the respondents agreed with the signs showing that customers favor 
restaurants that use green marketing techniques, especially when it comes to 
energy and water conservation. The weighted means for the indicators were 4.41, 
4.39, and 4.38, with a grand mean of 4.39, which falls within the "Agree" category 
on the typical Likert scale. 

3. The respondents generally agreed with the indicators regarding consumers' 
preferences for a restaurant with green marketing practices, particularly 
concerning eco-friendly supplies. The weighted means for the indicators were 
4.49, 4.39, and 4.38, with a grand mean of 4.42, which falls within the "Agree" 
category on the typical Likert scale. This suggests that respondents generally 
agreed with the assessment's statements. 

4. The respondents generally agreed with the indicators regarding consumers' 

preferences for a restaurant with green marketing practices, specifically regarding 

menu sustainability. The weighted means for the indicators were 4.48, 4.43, and 

4.38, with a grand mean of 4.43, which falls within the "Agree" category on the 

typical Likert scale. 

5. The survey results indicate that respondents generally agreed with the assessment 

statements in terms of recycling the weighted means for the indicators were 4.43, 

4.31, and 4.24, with a grand mean of 4.33, which falls within the "Preferred" 

category on the typical Likert scale. 

6. The survey found that respondents generally agreed with the assessment's 

statements across all indicators in water and energy efficiency. The weighted 

means were 4.35, 4.29, and 4.28, with a grand mean of 4.30, which falls within the 

"Preferred" category on the Likert scale, indicating overall agreement with the 

survey's findings. 

7. The respondents generally agreed with two indicators and strongly agreed with 

one, with two indicators rated as "Aware" and one as "Highly Preferred," indicating 

a high level of agreement with the statements or questions associated with the 

indicators in the eco-friendly supplies. 

8. The survey found that respondents generally agreed with the assessment's 

statements or questions. The weighted means for the indicators were 4.48, 4.44, 

and 4.40, with a grand mean of 4.44, which falls within the "Preferred" category on 

the typical Likert scale, indicating overall agreement. 

9. The study discovered a strong correlation between Taguig restaurant patron 

choices and green marketing strategies. The two variables have a high positive 

connection, as indicated by the Pearson correlation coefficient (r) value of 0.81, 

which suggests a substantial and robust association between customer 
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preferences and green marketing strategies. As a result, it is appropriate to reject 

the null hypothesis, showing a substantial and favorable association between 

customer preferences and green marketing strategies. 

Recommendations 
 

Taguig restaurants may meet customer expectations and stand out in a competitive 
market while also making a beneficial impact on environmental sustainability by 
emphasizing and promoting these features of green marketing strategies. Based on the 
findings of the study, which indicate a strong alignment between consumers' preferences 
and green marketing practices in Taguig restaurants, the researchers recommend the 
following: 

 

1. Recycling: According to this study, the researchers found that a consumer's 
choice and preference are positively affected by efficient recycling, meaning that 
these consumers care a lot about being environmentally conscious. Hence, the 
scientists suggest a thorough recycling program that would include awareness 
campaigns to educate customers about the benefits of recycling and its role in 
reducing environmental impact. Plus, work with the local recycling facilities to 
ensure proper disposal and the creation of partnerships with eco-friendly 
organizations for awareness drives. This fact can also add to the organization's 
good opinions and long-lasting reputation. 

2. Energy and Water-Efficient Supply: The study indicates that patrons value water 
and energy conservation efforts, thus giving the suppliers the chance to influence 
their energy-saving decisions positively. Exploiting these virtues of water 
management technologies such as smart valves, commodes, and systems of 
reclaimed water that can utilize water and save it from be misused, the researchers 
suggested. Intelligent taps can halt or lessen the temperature and flow use based 
on the user's behavior patterns, and systems for water distribution were able to 
preserve water by means of effective circulation without the need of heating water. 
Besides, the eatery can also go for smart light solutions like LED bulbs and 
occupancy sensors that will automatically adjust the brightness of the light to the 
level of sunlight and the number of people present as well. 

3. Eco-friendly Supplies: The customers reacted well to introducing eco-friendly 
supplies considering it an important peasant in the overall design of preferences. 
In this regard, we suggest building relationships with suppliers mainly producing 
eco-friendly materials. 

4. Menu Sustainability: The researchers have surveyed the menu items about how 
they sustain the factors such as the sourcing of ingredients and the overall 
environmental impact of food offerings. Next, they promote the idea of sourcing 
the ingredients of local, organic, or sustainably made. A seasonal menu focused 
on the availability of locally grown products should be enacted. Moreover, the 
specific dish names could be supplemented with clear fact data that shows the 
sustainable characteristics of the dish, for instance, where (of origin) it was farmed 
or (practices) sustainable farming was done, thus greatly informing customers 
about the sustainability of the dish and each one of them. 
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