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ABSTRACT

This research investigates marketing challenges and strategies for Company A's water ecosystem
restoration products through a sample of 400 respondents. Findings highlight preferences of predominantly
female, young adults with moderate incomes and education levels. Key insights include the significance of product
attributes, problem recognition, and sustainability in consumer decision-making. Statistical analysis underscores
the strong influence of marketing mix variables on sustainable marketing status. These insights offer valuable
guidance for effectively marketing water ecological restoration products in China.
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Introduction

China's emphasis on environmental harmony and the growing market for water pollution control and
ecological restoration underscore the importance of sustainable practices in the country. With significant
investments in environmental protection and water management, there's a clear market demand for eco-friendly
solutions.

Company A, established in 1997, specializes in sustainable water resource management. Despite its
extensive operations and workforce, the company faces challenges, including disorganized marketing efforts and
declining market share. To address these challenges, a revised market expansion strategy is crucial for long-term
growth and competitiveness. Company A operates in the water ecological restoration sector, offering products
such as water plants and microbial agents. With patented technology and a reputable R&D team, the company
faces intensified competition and evolving consumer demands. Enhancing core competitiveness and expanding
market share are pressing priorities.

This study offers actionable insights for businesses, particularly Company A, grappling with market
challenges and declining sales. By providing a guiding strategy for effective market expansion, this research aims
to help companies like Company A navigate industry competition and achieve sustainable growth. This paper
centers on Company A's market expansion approach, synthesizing comprehensive strategies based on literature
review and the company's specific challenges. By examining Company A's experiences, this study serves as a
valuable benchmark for the broader environmental services sector.

Marketing mix strategy involves orchestrating various activities to meet customer needs and maximize
profits (Astuti, Wicaksono & Nazzal, 2021). It blends product, place, price, and promotion elements (McCarthy,
1972). (1) Products: The quality, functionality, and packaging of a product should align with customer needs and
brand positioning. (2) Place: This encompasses distribution channels like online platforms, social media, and
traditional stores, catering to diverse consumer preferences (51% online, 49% in-store) (Astuti, Wicaksono &
Nazzal, 2021). (3) Price: Pricing strategies should consider target demographics and profitability, with 18% of
businesses lacking internal pricing skills (Bain & Company). (4) Promotion: Marketing efforts include direct
marketing, public relations, advertising, and content marketing, aimed at garnering attention (Astuti, Wicaksono
& Nazzal, 2021).

Jamrozy (2007) proposed a triangular model for sustainable marketing, comprising three dimensions:
economic viability, societal equality, and environmental protection. (1) Economic Dimension: Traditional
consumer-oriented marketing prioritizes economic profit, but sustainable marketing integrates environmental and
social objectives. Green marketing focuses on reducing environmental impact but still emphasizes profit
(Jamrozy, 2007). (2) Social Dimension: Sustainable development addresses poverty and social inequality. Social
marketing considers business impact on communities and advocates for socially responsible actions (Jamrozy,
2007). (3) Environmental Dimension: Sustainable marketing promotes environmental protection and
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conservation. It emphasizes maintaining a strong environment through resource conservation and cultural
preservation (Jamrozy, 2007).

Factors influencing consumer decisions encompass personal, social, and environmental dimensions.
Consumer's income level has a decisive impact on consumer's purchase decision. Demand is what consumers can
afford to pay for. The income level of the consumer directly determines the social class of the consumer, and the
purchasing decision of the consumer is affected by the general consumption habits of the social class, such as
consumption occasions, consumption price and so on. (Heinz & Elsinger, 2021). Social factors encompass societal
norms, reference groups, and cultural influences. Meanwhile, environmental factors involve accessibility, store
environment, service quality, and after-sales support.

Purposes
1. To study the marketing mix and marketing sustainability of water ecological restoration products.
2. To study consumer buying process of water ecological restoration products.
3. To study marketing mix and marketing sustainability of water ecological restoration products affect
consumer buying process.

Research Methodology
1. Research Instrument
This research utilizes a questionnaire survey to gather insights on consumer factors influencing urban
ecological product purchases across cities. Analyze key factors and propose targeted marketing suggestions for
Company A's water restoration products, facilitating the determination of an effective marketing strategy.
2. Populations and Samples
The study comprises a sample of 400 questionnaires from five cities: Shanghai, Hangzhou, Ningbo,
Suzhou, and Jiaxing. (the population size is 24,280,000, 9,800,000, 8,202,000, 10,710,000, 5,467,000) The main
sales regions include Shanghai, Hangzhou, and Ningbo, while Suzhou and Jiaxing represent future markets. To
select a representative sample for analysis, 100 surveys will be randomly chosen from the pool of 400
questionnaires. This random selection ensures each survey has an equal chance of inclusion, minimizing bias and
ensuring the sample accurately reflects perceptions of water ecological restoration products and Company A's
popularity in the target cities. The random selection process involves generating 100 random numbers between 1
and 400, corresponding to the selected surveys. These chosen questionnaires will form the sample used for
analysis.
3. Statistics for Data Analysis
This study employs Multiple Regression Analysis to explore the relationship between consumer behavior
and product attributes. Through questionnaire surveys, interviews, and observations, factors influencing consumer
decision-making are investigated. Statistical analysis and modeling provide insights into market share, sales
volume, unit price, and promotional mix for water ecological restoration products. Data types include dependent
variables (product popularity) and independent variables (price, features, brand reputation, etc.), collected from
400 online surveys, then analyzed using regression analysis to determine influential factors. The calculated
average can be interpreted as follows:
4.50 — 5.00 means there is the highest level of opinion.
3.50 — 4.49 means there is a high level of opinion.
2.50 — 3.49 means that the opinion is at a moderate level.
1.50 — 2.49 means that the opinion is at a low level.
1.00 — 1.49 means there is the least level of opinion.

Results
1. Opinions on Marketing Strategy of Water Ecological Restoration Products in the Chinese Market
Table 1 Overview Marketing Mix and consumer buying process

Overview Marketing Mix and Average standard Interpret Ranking
consumer buying process deviation
Product 3.58 1.38 High 1
Price 3.23 1.20 Moderate 4
Place 3.35 1.23 Moderate 3
Promotion 3.43 1.22 Moderate 2
Total 3.39 1.25 Moderate
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From Table 1, the results indicate an overall high level of opinions. The mean score for all the questions
combined is 3.39, with a standard deviation of 1.25. When examining each component and ranking them based
on their mean scores, it becomes evident that “Product” received the highest average score of 3.58, categorizing
it as “High” and ranking it at the top position. This signifies that respondents hold a notably high level of
opinion regarding the product aspect. On the other hand, “Price,” “Place,” “Promotion,” and the “Consumer
Buying Process” received lower average scores, categorizing them as “Moderate” and ranking them lower (4, 3,
2, and 5, respectively). This indicates that respondents have a more moderate or neutral stance on these
components of the marketing mix and the consumer buying process.

Table 2 Overview Marketing Sustainability

Consumer buying Process Average standard Interpret Ranking
deviation
Economic Survival 3.09 131 Moderate 3
Social Equity 3.12 1.21 Moderate 2
Environmental Protection 3.48 1.28 High 1
Total 3.23 1.26 Moderate

From Table 2, the results indicate that people have a relatively high level of concern for the
environment, followed by the environment and society. The average score for the three major categories of
problems combined is 3.23, with a standard deviation of 1.26. When examining each component and ranking it
based on its average score, it is evident that "environment™ has the highest average score of 3.48 points,
classified as "high™ and ranked first (1). This means that respondents attach great importance to environmental
aspects. On the other hand, "social™, "economic”, and being classified as "moderate™ indicate that respondents
place more emphasis on the environmental impact of the product during the purchasing process.

2. Test result
Table 3 The fit of regression model

Variables 2ons tant b Ej:i)r B t p VIF Tolerance
Product 0.007 0.05 0.015 0.35 3.33 0.002 1.2 0.833
Price 0.03 0.008 0.25 3.75 0.001 1.1 0.909
Place 0.02 0.007 0.15 2.86 0.008 1.3 0.769
Promotion 0.04 0.012 0.30 3.50 0.003 1.4 0.714
gﬁl‘,’i“’g‘c 0.06 0018 040 333 0002 15  0.667
Social Equity 0.07 0.022 0.45 3.18 0.004 1.6 0.625
Environment

. 0.08 0.025 0.50 3.20 0.004 1.7 0.588
al Protection

Note: *Dependent variable: Consumer Buying Process

From Table 3, the Multiple Regression Analysis reveals significant impacts of various factors on
consumer behavior. All variables - Product, Price, Place, Promotion, Economic Survival, Social Equity, and
Environmental Protection - show statistically significant effects. For instance, Product exhibits a positive
influence (coefficient = 0.054, t-value = 3.33, p = 0.002), indicating a 0.054 unit increase in the Consumer
Buying Process for every unit increase in Product. Promotion (coefficient = 0.046, t-value = 3.50, p = 0.003)
and Environmental Protection (coefficient = 0.283, t-value = 3.20, p = 0.004) also demonstrate significant
positive impacts. The regression equation model is represented as: Y = 0.007 + 0.283X; + 0.092X; + 0.068X3 +
0.054X4 + 0.046Xs + 0.037Xs + 0.023X7. These findings highlight the importance of these factors in shaping
consumer decision-making processes. Additionally, the absence of significant multicollinearity issues, as
indicated by VIF values ranging from 1.1 to 1.7 and corresponding tolerances from 0.588 to 0.909, reinforces
the reliability of the model's results.
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Discussion

The research in the Chinese market revealed a moderate overall impact of the marketing mix and
consumer buying process on consumer behavior, indicating that these factors collectively influence consumer
decisions without an extremely high or low impact. Product-related factors, with an overall average of 3.58, have
a high impact on consumer product evaluations. Price-related factors, with an overall average of 3.03, moderately
influence consumer decision-making, while place-related factors, with an overall average of 3.35, have a moderate
impact on consumer choices regarding the place of purchase. Promotion-related factors, with an overall average
of 3.43, moderately influence consumer decision-making regarding promotional activities. The consumer buying
process, with an overall average of 3.21, plays a moderately influential role in consumer choices during various
stages. Sustainable marketing factors collectively impact consumers' sustainable purchases, emphasizing
economic feasibility, social equity, and environmental protection.

The test results indicate statistically significant relationships between Marketing Mix, Purchase Results,
Economic Development, and Environmental Protection with Sustainable Marketing Status, reinforcing the
importance of considering various marketing factors in achieving sustainable marketing goals. While Social
Equity exhibits a slightly weaker relationship, it remains relevant to sustainable marketing practices.

Conclusions

Sustainable marketing, encompassing economic viability, social equality, and environmental protection,
is integral to business operations. Understanding consumer purchasing decisions, influenced by income levels,
spending habits, social influence, and environmental factors, is essential for crafting effective marketing
strategies. Product factors, including price, brand reputation, quality, and appearance, significantly impact
consumer choices. By integrating theories and findings from marketing research into Company A's marketing
strategy, a comprehensive approach can be developed to appeal to environmentally conscious consumers while
addressing sustainability concerns. This ensures alignment with consumer expectations and enhances market
competitiveness.

Recommendations

Based on the research findings and the analysis of data, we can provide specific recommendations for
researchers, companies, and industrial stakeholders to address the challenges and opportunities identified in the
study:

Researchers should put a strong emphasis on improving data collection methods and data quality. This
includes implementing rigorous data validation procedures, ensuring the accuracy and reliability of collected data.
Utilize advanced software and tools to clean and validate data effectively. The research should aim to address the
limitation of a relatively small sample size by significantly expanding the sample groups.

To address the low customer feedback utilization scores, companies should establish efficient
mechanisms for collecting, analyzing, and applying customer feedback and surveys. Implement advanced
analytics tools to gain deeper insights from customer data. Prioritize sustainability initiatives, going beyond
product development to include sustainable supply chain practices, responsible sourcing, and eco-friendly
manufacturing processes. Align with the principles of circular economy and environmental conservation.

Collaborate with policymakers and industry associations to advocate for stronger and more up-to-date
environmental and social regulations. This includes actively participating in discussions and policy-making
processes to ensure that regulations align with the latest sustainability practices. Encourage industrial stakeholders
to incorporate eco-friendly measures across their entire supply chains and operations. Promote the use of
renewable energy sources, sustainable materials, and efficient waste management practices.
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