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Abstract 
 

Purpose and research question: The purpose of this study is to provide and attain a 

deeper understanding of how the business philosophy of green marketing affects 

recreational adventure tourism. Further, the study intends to identify and analyze green 

marketing in relation to service development, green marketing strategies, branding, 

segmentation and positioning in the dive tourism sector. This has formulated our 

research question: 

 

How does green marketing affect adventure tourism? 

 

Methodology: A qualitative research method offers a deeper understanding of the 

effects of green marketing in the context of recreational dive tourism sector which is 

currently one of the fastest growing categories of adventure tourism. The study has 

followed an abductive research approach with an inductive initial departure and 

thereafter a simultaneously assemble of a theoretical framework during the sequence of 

conducting ten in-depth interviews.  

 

Conclusion: During this study we have identified tendencies deriving from the 

empirical findings and the literature review. The theoretical implications of this thesis 

involve filling the research gap of green marketing in a context of dive and adventure 

tourism. Furthermore, the practical implications involve that an implementation of 

green marketing can imply competitive advantages and exert a strong differentiation 

effect on brands. Thus, the integration of green performances and the communication 

sustainability could facilitate the dive tourism sector’s development towards increased 

environmental awareness. We further argue that the effects of green marketing in the 

dive tourism could be applicable in other categories of adventure tourism due to its 

dependency on nature and the current increasing trend of environmental awareness.  

 

Keywords: green marketing, dive tourism, adventure tourism, service development, 

green marketing strategies, green branding, green segmentation, green positioning. 
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1 Introduction 
This chapter will provide an introduction and background to the area of research. 

Concepts which are relevant for the study will be defined and will be followed by a 

more detailed problem discussion, which is conducted in order to explain the relevance 

of the topic. Thereafter, the chapter will present the research question and purpose of 

this thesis and conclude with delimitations and outline of the study. 

 

1.1 Background 

Some of the most debated global issues of today are those of environmental kind. The 

domination of human beings has resulted in climate change, natural disasters, 

extinctions, biodiversity loss (Shah 2015), and soil, air, and water pollution in every 

country on every continent (Garg 2015). The greenhouse gas is now at the highest level 

in history and it affects the most vulnerable and the poorest people the furthermost (UN 

2015). However, the exploiting of the environment is meant to increase economic 

growth and quality of life for the people within societies, but it also has a great impact 

on the increased pollution (Peattie 1995). In the beginning of the twenty-first century, 

the social and environmental consequences of the unquestioning hunt of economic 

growth have become increasingly evident (Peattie & Charter 2003). Frequently, 

companies are blamed for contributing to these issues and Peattie (1995) argues that 

marketing has contributed to current environmental crisis, due to its central role as a 

driving force behind the unsustainable growth in consumption. Consequently, the 

majority of consumers have realized that their purchasing behavior and 

overconsumption have a direct impact on many environmental issues (Laroche, 

Bergeron & Guido 2001). 

 

The current, conscious marketplace reveals an escalating emphasis on environmental 

sustainability, and firms are increasingly seeking ways to respond by integrating 

environmental concerns into organizational activities (Olsen, Slotegraaf & Chandukala 

2014). Perhaps the most convincing evidence supporting the growth of ecologically 

favorable consumers is the increasing number of individuals who are willing to pay 

more for environmentally friendly products and services (Laroche et al. 2001). Thus, 

Peattie (1995) claims that the interest in environmental issues among consumers implies 

that organizations and marketers should be heading towards improved corporate 

environmental performance. 
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1.1.1 Green marketing 

Green marketing was first introduced and highlighted in 1975 when the first ‘ecological 

marketing’ workshop was organized by the American Marketing Association. 

Consequently, it resulted in a first book on the topic ‘ecological marketing’ in 1976, 

published by Henion and Kinnear (Peattie & Charter 2003). Peattie (2001) describes 

how the concept has changed since then; from ‘ecological’ green marketing, to 

‘environmental’ green marketing and finally, to today’s ‘sustainable’ green marketing. 

Many definitions have emerged over the years, and one of the most predominated 

definitions is presented by Grundey and Zaharia (2008:131) through a use of green and 

environmental marketing as synonyms:  

 

“…the sum of activities to generate, facilitate and to satisfy human needs or wants with 

minimal detrimental impact on the natural environment”. 

 

Charter (1992) on the other hand, claims that there is no absolute definition since green 

is unattainable, and suggests therefore, that the concept should be replaced by ‘greener 

marketing’. However, green marketing is the most used and common term of the 

business philosophy (Peattie 2001). The philosophy has resulted in an emergence of a 

wide range of concepts such as green design, green production, green packaging, green 

pricing, green logistics, green promotion, green labelling and green washing (Carlson, 

Kangun & Grove 1996; Cocca & Granz 2015; Garg 2015: Peattie 1995: Peattie & 

Charter 2003). Thus, green marketing and enclosed concepts are all narrowly related to 

sustainability (Charter 1992; Peattie 1995). Traditionally, sustainability is seen as triad 

of ecological, economic and social objectives (Cocca & Granz 2015). However, 

sustainability is hard to measure (Peattie & Charter 2003) and can be defined as 

“development that meets the need of the present without compromising the ability of 

future generations to meet their needs” (World Commission on Environment and 

Development 1987).  

 

Over the years, there has been an explosion of environment-friendly alternatives, as 

organizations have been trying to capitalize on the increased concern of consumers to 

environmental issues (Garg 2015). Furthermore, Wasik (1996) argues that green 

marketing will become a powerful force in society, due to the growing consumer 

awareness throughout the world. More recently, Garg (2015) argued that green 
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marketing is recognized as one of the most important business strategies in order to 

achieve sustainable development. 

 

1.1.2 Adventure tourism 

Tourism is currently the largest leading industry in the world. By the end of 2015, travel 

and tourism will contribute to 10% of global GDP and the sector will account for more 

than 284 million jobs, which represent 9.5% of total employment (WTTC 2015). 

Furthermore, adventure tourism is a broad concept often pointed out as one of the 

fastest growing in the tourism sector (Buckely 2015). In 2010, it was estimated that 

26% of the leisure trips taken around the world included an adventure travel component, 

and with a continued growth of the same pattern, adventure components could be 50% 

of all reasons to travel by 2050 (ATTA 2011). However, adventure tourism is according 

to Swarbrooke, Beard, Leckie and Pomfret (2003) a form of tourism with the aim to 

discover known, as well as remote and exotic areas which are sometimes hard to access 

by regular means of transport. Addison (1999:417) defines adventure tourism as:  

 

“… any activity trip close to nature that is undertaken by someone who departs from 

known surrounding to encounter unfamiliar places and people with the purpose of 

exploration, recreation, sport and tourism.” 

 

Adventure tourism can be divided into different categories of marine, snow, river, 

wildlife and nature activities. Thus, the adventure tourism is a complex industry that 

offers a wide range of elements both from the ordinary tourism industry and special 

activities (Beedie 2010). Swarbrooke et al. (2003) explain the growing phenomenon of 

adventure tourism as a result of re-packing already existing activities and re-branding 

these as adventures. Furthermore, the activities are associated with challenges, beating 

the odds and experiencing full freedom while being responsible for one’s own action 

due to safety risks (Lipscombe 2007). Cloutier (2003) states that adventure tourism is a 

customer service industry, largely driven by customers’ needs and demands. Moreover, 

Swarbrooke et al. (2003) discuss the positive impact that adventure tourism has on the 

environment by giving it an environmental monetary value. Adventure tourism 

evidently contributes with several negative impacts such as; the damage on coral reefs 

caused by diving, visits in sensitive and unexplored areas, littering and construction of 

facilities. Thus, the future development of adventure tourism will need to adjust to 

environmental limits in order to be sustainable. 
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One category of adventure tourism is recreational SCUBA (Self Contained Underwater 

Breathing Apparatus) diving which is a leisure activity that has constantly increased 

during the past 30 years (PADI 2012). The dive tourism sector has become an important 

global market segment (Garrod & Gössling 2008) and The World Tourism Organization 

forecasts that SCUBA diving will be the fastest growing sector of the tourism trade by 

2020 based on numbers from the Professional Association of Diving Instructors (WTO 

2001). The association further estimates to involve a total of ten million divers and 

additionally certify 900 000 new divers every year (PADI 2015).  The image of 

SCUBA diving has transformed from being a ‘dangerous activity’ into a popular 

tourism activity (Petreas 2003) and reasons to the exceeding growth are according to 

Dimmock and Musa (2015) the increased interest in nature and development of safer 

equipment and transport. Dive tourism is defined by Garrod and Gössling (2008:7) as: 

 

“…individuals travelling from their usual place of residence, spending at least one 

night away and actively participate in one or more diving activities.” 

 

The invention of the ‘self-contained underwater breathing apparatus’ during the first 

half of the 20th century, made it possible for the general public to discover the marine 

world for recreational purpose (Garrod & Gössling 2008). The majority of recreational 

SCUBA diving occurs according to Inglis, Johnson and Ponte (1999) in tropical 

environments, where warm water, geographical and biological environment offer 

attractive settings. Therefore, Garrod and Gössling (2008) highlight that diving has at 

times put significant pressure on the marine ecosystem in tropical regions through 

breakage or abrasion of corals, behavioral change and altered feeding habits of marine 

fauna and disturbance caused by diving with marine mammals. However, it is claimed 

that one third of the active divers will travel to combine their interest of diving with 

holiday on an annual basis (WTO 2001). Therefore, Hampton and Haddock-Faser 

(2010) suggest improvements through diving restrictions, sustainable dive plans at site 

level and increased education in order to achieve a sustainable tourism diving industry. 

Additionally, Ghosh (2011) claims that in order to develop sustainable recreational 

tourism activities, organizations need to stop overexploiting marine and coastal areas. 
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1.2 Problem discussion 
1.2.1 The practical problem 

The ongoing green marketing paradigm is based on the exploitation of earth’s resources 

in an unsustainable manner (Peattie 2001). The modern development and the hunt of 

economic growth have had a great impact on today’s experienced environmental issues 

(Peattie 1995), and there is therefore a global need of more sustainable production and 

consumption (Peattie 2001). Furthermore, Carlson et al. (1996) claim that there is a 

growing public desire to protect the environment by avoiding products and services that 

are believed to contribute to environmental degradation. Therefore, in today’s 

competitive economic climate, most companies are forced to adopt new ways of 

marketing and selling products and services. Due to the attention and increased green 

awareness, more and more companies are willing to accept the environmental 

responsibility (Chen, Lai & Wen 2006). Thus, as a response to this global consumer 

trend, firms are increasingly introducing environmentally sustainable green products 

and services (Olsen et al. 2014), and there is a dramatic increase in environmentally 

friendly goods and services on the market that customers are willing to pay additional 

for (Chen 2008). Charter (1992) agrees on this view by claiming that opportunities will 

arise worldwide due to emergence of new markets and greening of existing markets.  

 

The environment is occasionally viewed in terms of legal responsibilities and cost 

burdens. Therefore, opportunities brought by the ongoing green paradigm shift can 

result in an imposed sustainability dilemma for some. The dilemma that remains is that 

much of the environment in need of protection is located in less industrialized countries; 

where there is a greater need to exploit it in order to develop economically (Peattie 

1995). Furthermore, the shift to green may appear to be expensive in short term, but will 

prove to be advantageous in long term (Mirsha & Sharma 2014) and can therefore 

imply a substantial investment (Garg 2015). Baden (1992) further claims that worrying 

about environmental issues in developing nations is a luxury that the countries cannot 

afford. Although, Garg (2015) argues that an implementation of green marketing as a 

norm in developing countries could have the potential to substantially contribute in 

saving the world from environmental pollution. Moreover, climate change and water 

pollution, for example, are serious threats to companies in the tourism industry and 

caused by their own success in attracting customers (Peattie & Charter 2003). Hence, 

managers and marketers should be interested in green marketing and its influences on 

service development in the adventure tourism sector. We therefore suggest that the 
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practical relevance of the outcome of this thesis could help the dive tourism sector to 

adopt and realize the effects of a greener marketing approach. The results will thereafter 

presumably be possible to transmit to other categories of the adventure tourism. 

 

1.2.2 The scientific research gap 

Previous research in the field of green marketing has emphasized the importance of 

green marketing with a primary focus on solely products and their physical contribution 

to the environment pollution. Despite the fact that services globally account for the 

majority of economic activity and of economic growth, yet there is little research on the 

environmental impacts of services. Moreover, some elements of the service economy 

such as transport, travel and hospitality, have considerable social and environmental 

impacts (Peattie & Charter 2003). Furthermore, extant research on environmental 

sustainability has mainly focused on profiling the typical green consumer (Fuentes 

2015; Olsen et al. 2014), understanding the willingness and motivation behind acquiring 

green products (Finistierra do Paco & Reis 2012; Olsen et al. 2014), and identifying 

consumption behavior of green products after purchases (Olsen et al. 2014). Although 

the environmental concerns have received major attention in relation to the business 

world, the question regarding the competitive consequences of implementing 

sustainable initiatives has remained insufficient for a long time (Fraj, Matrínez & 

Matute 2011). Moreover, the majority of studies often discuss the matter of how green 

marketing should be implemented; although there are relatively few studies of how 

green marketing is actually carried out in practice and day-to-day activities (Fuentes 

2015; Olsen et al. 2014).  

 

Previous research in the field of adventure tourism is mainly linked to concepts of 

adventure, extensions to outdoor recreation (Beedie 2010; Buckley 2015; Swarbrooke et 

al. 2003) and obvious connections between adventure tourism and safety issues (Page, 

Steele & Connell 2006). However, limited research regarding environmental impacts 

and environmental issues has mainly focused on environmental damage caused by 

different adventure activities (Swarbrooke et al. 2003). Despite a growing awareness 

concerning the need to integrate sustainable principles and policies into adventure 

tourism, inadequate research have been conducted into sustainability planning and green 

marketing (Hudson & Miller 2003; Kent, Sinclaire & Diduck 2012). Hudson and Miller 

(2003) highlight the need of future green marketing research to demonstrate examples 

of best practice, guidelines and strategies in order to attain a more green and sustainable 
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sector. Furthermore, a pattern involving a lack of environmental concerns is evident in 

previous research in the field of SCUBA diving tourism. The main focus is primary on 

divers’ profiles, motivation, experiences and satisfaction (Dimmock & Musa 2015; 

Garrod & Gössling 2008). Thus, there seems to be an absence of research regarding 

green efforts towards sustainability performed by dive tourism sectors and host 

communities. Moreover, research of green marketing in relation to dive tourism is either 

strictly limited or non-existing. However, researchers encourage and suggest further 

research to emphasize sustainable approaches and strategies (Dimmock & Musa 2015; 

Garrod & Gössling 2008; Petreas 2003). 

 

To conclude, environmental sustainability is clearly a critical global issue, which entails 

great potential to become strategic business opportunities. This is especially relevant to 

industries that are dependent on the physical environment they operate in, such as 

different categories of adventure tourism. Therefore, this study aims to contribute to a 

better understanding of the affects and the relationship between the adventure tourism 

sector and green marketing. To summarize, we have identified a research gap regarding 

how green marketing affects the adventure tourism sector, with a primary focus on the 

scope of dive tourism. 

 

1.3 Problem definition and research question 
Due to human’s unsustainable treatment of natural resources we find it interesting to 

investigate green marketing initiatives related to the protection of the environment and 

its biodiversity in the context of adventure tourism. Furthermore, the increasing 

awareness and concern of environmental health and the explosion of environmentally 

friendly alternative, has until recently focused on products and not services. Due to the 

complexity of the service industry and the excessive amount of service sectors which all 

differ from each other to various degrees, we have chosen to investigate one sector that 

we find unique. Adventure tourism is a sector that takes customer participation to a new 

level, is largely dependent on the nature and delivers such a range of experiences that 

barely can be compared to, for example, the service a dry cleaner offers. We therefore 

argue that green marketing ought to be of interest in the dive tourism sector. In order to 

get the best possible understanding of what green marketing can offer adventure and 

dive tourism, we present our research question: 

 

How does green marketing affect adventure tourism?  
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Chapter 1 
The introduction chapter consists of a 

background followed by a problem 
discussion, research question and purpose of 

the study.  

Chapter 2 
The literature review chapter will provide a 
relevant theorectical framework regarding the 

subject of the study in order to analyse the 
gathered empirical data.  

Chapter 3 
The methodology chapter will present 
choices and motives of  methodology in 

order to conduct the study. 

Chapter 4 
The empiricial findings chapter contains 
the study's empirical findings derived from 

ten respondents.  

Chapter 5 
The analysis chapter will connect the 

empirical findings to the theoretical framework, 
together with the authors voice. 

Chapter 6 

The conclusions chapter will summarize 
main arguments and thus answer the 

research question and purposes, and finally 
present recommendations and suggestions 

for further research. 

1.4 Purpose 

The overall purpose with this study is to attain a deeper understanding of green 

marketing, as a growing business philosophy, in the adventure tourism category: dive 

tourism, by analyzing and clarifying: 

 Service development and green marketing strategies (subsidiary aim 1) 

 Branding, segmentation and positioning (subsidiary aim 2) 

 

1.5 Delimitations 

This thesis is limited to study and analyze how green marketing impacts dive tourism in 

the case of a sector in the Philippines. The empirical data will therefore derive from a 

single sector and the active and experienced actors within the Philippine dive tourism 

market. Thus, the thesis will solely explore issues and effects from a Philippine 

perspective. Therefore, it should be acknowledged that respondents from other countries 

might not share the same experiences due to political, economic, cultural and legal 

differences etc.  

 

1.6 Outline 
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2 Literature review  
This chapter will present the theoretical framework with a main focus on green 

marketing. The chapter begins with introducing green marketing and further present 

relevant theories of service management and marketing strategies such as the green 

marketing strategy mix and carrying capacity. This is followed by a review of green 

branding and communication which will consequently lead to a final review of 

segmentation and positioning. To conclude, a conceptual framework will be presented, 

which aims to provide an understanding of how the theories relate to each other. 

 
2.1 Green marketing 
Green marketing is a central part of the environmental dimension of corporate social 

responsibility (CSR) (Olsen et al. 2014) which reflects a commitment to the well-being 

of the economy, society, and environment (Wehrmeyer 1992). The most commonly 

accepted definition of CSR is “the idea that corporations should engage in some form of 

responsible behavior” (Brammer, Jackson & Matten 2012:8). Historically and to some 

extent even nowadays, many organizations have considered that their business’ social 

duties are fulfilled solely by paying taxes to the state and thereby creating wealth for 

societies. CSR includes regular economic activity of corporations, such as creating jobs 

and producing and selling various products or services. Moreover, the concept also 

includes helping certain groups of people (e.g. local community, the disabled, artists), 

supporting causes (e.g. sports, culture, research, education) and reducing negative 

impacts on the surroundings (environmental issues) (Balcerowicz 2014). Although 

environmental efforts are a fundamental part of the larger CSR, Olsen et al. (2014) 

argue that research regarding CSR has mainly focused on social rather than 

environmental initiatives. 

 

In 1976 Henion introduced the first definition of green marketing as an implementation 

of marketing programs directed to environmentally conscious market segments 

(Banerjee 1999). Since then, several different definitions have emerged and Peattie and 

Charter (2003:727) define green marketing as “a holistic management process 

responsible for identifying, anticipating and satisfying the requirements of customers 

and society, in a profitable and sustainable way”. Furthermore, a more recent definition 

of green marketing is presented by Mishra and Sharma (2014) as a process of 

developing and promoting products and services in order to satisfy customers whom 
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prefer good quality, performance and convenience at affordable cost, without a 

detrimental impact on the environment. Even though there is not one flawless 

definition, green marketing has grown into a highly acclaimed business philosophy 

(Peattie & Charter 2003). However, green marketing is according to Peattie (1995) no 

longer an ‘alternative’ policy; it is now a generally agreed principle of future economic 

growth and development. Thus, green marketing is relevant for sustainable development 

and can additionally be perceived as a promotional tool to build customer trust (Garg 

2015). The key characteristics of green marketing are an open-ended perspective, rather 

than a long-term perspective, and its strong focus on the core value and usefulness of 

the natural environment (Peattie 1995). Existing companies which introduce green 

concerns include a wide range of activities regarding changes in production, 

development procedures, packaging, distribution, advertisement, waste disposal, etc. in 

order to conserve the environment (Garg 2015). Additional changes such as internal 

education and external construction of reliable partnership are of importance for green 

marketing (Peattie & Charter 2003). 

 

2.2 Green service management 
Historically, services have been considered as something that was necessary, without 

adding much value for the society (Grönroos 2007). Nowadays, services can in the 

simplest terms be described as the process and performances provided or co-produced 

by one entity or person. But for the most part, the service is represented to the client 

with values as the primarily performances and actions performed for customer or co-

produced with them (Zeithaml, Bitner & Gremler 2013). Furthermore, services are 

according to Grönroos (2007) part of a complicated phenomenon characterized by 

nearly inseparable production and consumption processes. Lovelock and Wirtz (2011) 

continues by describing services as intangible activities or processes that cannot be 

stored or reused. 

 
2.2.1 Service development 

In a service development process it is of importance that all elements are considered and 

integrated. The critical aspect in the process is to involve both customers and employees 

frequently. Service development can further be performed in various ways; from major 

innovations of new services to style changes, which is the most modest service 

development, although they are often highly visible and can have significant effects on 

customers’ perceptions (Zeithaml et al. 2013). Furthermore, Grönroos (2007) argues 
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that internal marketing can be a powerful means in the development of a service, its 

service culture and activities in order to enable employees, managers, supervisors and 

customers to understand and accept the business mission, strategies and tactics as well 

as the external activities and marketing. Training accompanied with communication is 

the predominate tool in creating a holistic service strategy, which enables the 

organization to develop. However, good practices among service providers show that 

companies are able to contribute to sustainable development by developing innovative 

and high-quality services. However, greening the service sector should rather be seen as 

a continuous learning process in which companies contribute the best they can to 

become ecologically friendlier (Cocca & Granz 2015). 

 

2.2.2 Value creation 

Brodie (2009) highlights the increased use of value creating processes in the service 

sector, which affects customers’ experiences. In order to create customer value the 

organizations should be able to provide experiences that convey with the service 

promises. Furthermore, Grönroos (2007) describes value as perceived by costumers in 

their everyday activities and processes, and in interactions with suppliers or service 

providers when consuming or making use of services, goods, information, personal 

contacts and other elements of ongoing relationships. Jensen and Prebensen (2015) 

argue that in order to achieve a successful value creation, the organization needs to 

enable customers with the right skills and characteristics, by facilitating customer 

experiences. Further, in order to capture value for customers, interaction and building 

relationships are needed. By creating customer value, the organization highly creates 

satisfied customers who remain loyal (Kotler 2013). Value can additionally be 

developed when the customers start to feel safe, thus developing trust through safety, 

credibility and security in order to achieve satisfied and loyal customers (Grönroos 

2007). 

 
2.2.3 Customer participation  

In the service process, customer participation becomes partly a co-production activity 

and partly a co-creation of a solution for the customers’ value creation (Grönroos 2007). 

The degree of participation and the way customer participate may nonetheless vary 

(Jensen & Prebensen 2015). Consequently, Kotler (2013) claims that customers are 

playing a larger role in shaping their own and others’ brand experiences. Furthermore, 

internet has provided customers and groups with opportunities to share information 
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about companies and their behavior (Grönroos 2007; Peattie & Charter 2003). This 

exchange might occur through planned or uninvited customer –to –customer exchanges 

in different service situations. However, companies are also increasingly inviting 

consumers to play a more active role in shaping products, services and brand messages 

(Kotler 2013). Customers’ involvement and participation in the experience process rely 

on the organization and the service providers’ ability to include and empower 

consumers to become active in the service (Zeithaml et al. 2013). 

 

2.3 Green marketing strategies 

Marketers are increasingly taking an interest of environmental issues as they 

progressively emerge as issues of strategic importance with the potential to influence 

consumers’ attitudes and behaviors (Peattie & Charter 2003). Furthermore, the 

integration of green values in the marketing strategy does not only help firms to manage 

their resources more rationally, it can additionally improve the corporate image and 

reputation, while better satisfying the demands of highly environmentally aware 

customers (Fraj et al. 2011). The green marketing approach is followed by a 

development of strategies that initially can be treated as separate activities, but should 

later be progressively integrated into the corporate approach. In order to realize 

objectives, green marketing strategies should be directly related to the organizational 

planning process and environmental policy formulation (Charter 1992). However, it is 

important to acknowledge that some strategies may not be applicable in every 

organization, therefore it is essential to evaluate individual circumstances in advance 

(Cocca & Granz 2015; Ginsberg & Bloom 2004; Peattie & Charter 2003). 

 

2.3.1 Green marketing strategy mix  

Ginsberg and Bloom (2004) stress the importance of managers’ realization of the fact 

that there is no single green marketing strategy that is accurate for every company. 

Thus, strategies should be applied depending on different market and competitive 

conditions range. The researchers present a model of ‘the green marketing strategy mix’ 

(for summary, see figure 1.) with four diverse strategies:  

 Lean green organizations are not focused on marketing their green initiatives - 

instead they focus on reducing costs and creating a lower-cost competitive 

advantage. Furthermore, they do not consider green market segments to be 

profitable and most of the performed green initiatives are due to legislation. 

Although, lean greens are trying to be good corporate citizen. 
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DIFFERENTIABILITY 

ON GREENNESS 

SUBSTANTIALITY 

OF 

GREEN MARKET 

SEGMENTS 

Low 

High 

Low 

High 

Figure 1. ‘The green marketing strategy mix’ (Ginsberg & Bloom 2004) 

 Defensive green organizations view green marketing as a precautionary action in 

order to respond to crisis or competition. They consider green market segments 

to be profitable, they seek to enhance a green brand image and although their 

green initiatives are genuine their promotion is irregular and temporary. 

Moreover, defensive greens only invest in green campaigns when they see a 

chance of obtaining competitive advantages. 

 Shaded green organizations invest in long-term, systematic and environmentally 

friendly activities that require smaller investments or non-financial commitment. 

However, they are not stressing their greenness as a primary factor, as they have 

other more primary and profitable attributes to stress. Furthermore, the majority 

of shaded greens’ promotion is conducted in mainstream channels emphasizing 

the direct and tangible benefits.  

 Extreme green organizations are shaped by holistic philosophies and values 

integrated with environmental issues. Further, the greenness is the driving force 

and their practices involve life-cycle pricing approaches, total-quality 

environmental management and manufacturing for the environment. Extreme 

greens sell their product or services through special channels or on their niche 

market.  
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Figure 2. Strategies and examples of different green service types according to their 

absolute or relative ecological sustainability potential (Cocca & Granz 2015)  

2.3.2 Green service strategies 

Cocca and Granz (2015:181) define green services as “…services, in the offering or use 

of which the key target criterion is ecological sustainability”. Furthermore, green 

services commonly involve two types of services: firms that either offer services which 

aim at being greener themselves or services that support other companies from other 

industries to become greener. The researchers further present four green marketing 

strategies which additionally differ due to their relative or absolute ecological 

sustainability potential. Compensation strategy is a key strategy which includes actions, 

such as payments, in order to counterbalance consumptions and emissions. With other 

words, it can be seen as investments for environmental restoration. The replacement 

strategy is to offer or use services to replace physical assets. This can occur either on 

the consumer’s side or on the company’s side, by for example replacing paper-based 

processes with internet-based processes. Advisory strategy is a knowledge-intensive 

service type utilized by for example consulting firms, meanwhile enabler strategy is to 

offer supporting services in order to achieve absolute ecological sustainability in 

different areas (for summary, see Figure 2). 
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2.3.3 Ecological carrying capacity 

The concept of carrying capacity refers to the amount of people that can use a resource 

without causing unacceptable impacts or change to a particular environment (Barker & 

Roberts 2008). The concept is further an operational tool to achieve sustainability, and 

is sometimes seen as a hard management approach that includes restriction of access to 

different areas (Peattie 1995). Moreover, the regulatory measure aims to reduce 

damages to the environment by restricting number of visitors in order to spread visitors 

load more equally, or even exclude them from particularly sensitive areas. These 

restrictions are used to address problems of crowding and environmental degradation 

(Barker & Roberts 2008). Furthermore, the aim of imposing strict limits might slow 

down the short-term ‘consumption’ of the environment but might not sustain the 

economies depending on them (van Treeck & Eisinger 2008). Barker and Roberts 

(2008) further argue that the carrying capacity will be influenced by factors beyond just 

the number of users, including the level of other damaging activities and present 

impacts. Thus, the whole carrying capacity concept is rather subjective and hence 

impractical at the basis of a management approach (van Treeck & Eisinger 2008). 

However, the carrying capacity limits often leads to smaller groups of visitors and will 

consequently improve the visitors’ experiences, compared to areas with overcrowding 

issues (Peattie 1995).   

 

2.4 Green branding 
Kapferer (2012) and Grönroos (2007) recognize the increased importance of brand 

awareness and development into a strategic issue in many sectors. The concept of 

branding is symbolized by the unique values and benefits of a brand, and seen as the 

long lasting and stable memory of a product or service. The starting point in creating a 

brand is through the communication of brand values, which are built upon the two 

strategies of segmentation and positioning. Moreover, a successful branding process 

requires a long-term involvement and a high level of resources and skills.  

 

The importance of green branding has increased as a result of the efforts and benefits 

made for sustainable development (Danciu 2015) and there has been a remarkable 

development in firms’ green branding efforts (Hindol 2012). Furthermore, the ultimate 

goal for a branding strategy should be gaining more customers (Danciu 2015) and 

should be seen as a long-term approach to involve a better utilization of limited natural 

resources (Hindol 2012). The main requirement for achieving this goal is by offering 
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green products and services which bring supplementary individual benefits to the 

customer (Danciu 2015). Russo (2010) further argues that a significant part of green 

branding is the believable communication that should be integrated in the development 

process of a green approach. Thus, all arguments regarding green concerns should be 

integrated into a communication strategy, which could convince the customer of what a 

purchase from a green brand could bring them. Furthermore, it can be argued that there 

are three categories of green brands; the first category include the brands which have the 

greening as core, the second group includes brands which have the greening integrated 

in the core and the third category includes the brands which have the green values in 

their guarantees.  

 

2.4.1 Green brand image 

An important aspect of the brand is the image, which can be represented by customers’ 

associations accompanied with their perceptions of an organization. Brand image 

includes symbolic meanings that associate with the specific attributes of a brand (Keller 

2008). Cretu and Brodie (2007) argue that a brand image includes the mental picture of 

the brand linked to its offerings in the minds of the customers. Thus, it is relevant to 

develop strong, unique and favorable brand associations in order to create a positive 

brand image. However, different sources are influencing customers’ brand associations; 

from direct experiences and word of mouth to associations customers makes of the 

brand itself influenced by for example its logo, name, country or identification with a 

company (Keller 2008). Grönroos (2007) further claims that a favorable image enhances 

the experience, but a bad one might destroy it.  

 

Green brand image is defined by Chen (2010) as a set of perceptions of a brand in the 

consumers’ mind that are linked to environmental commitments and concerns. 

Enhancing and improving a company’s green image will have a positive impact on the 

overall image. Charter (1992) suggests that a greener approach might enhance corporate 

image and develop customer recognition. Moreover, marketing activities should reflect 

the corporate response to environmental issues and it is essential to incorporate the 

agenda in the mission statement. Clifton and Buss (1992) claim that organizations 

cannot even plan to develop its green image to the public if it is not prepared to go all 

the way. Furthermore, Hu and Wall (2005) assert that an increased environmental image 

can enhance the competitiveness in tourism and can not only avoid the trouble of 
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environmental protest or punishments but also enhance the customer satisfaction 

concerning the environmental desire, sustainable satisfaction and green needs.  

 

2.4.2 Green communication  

Marketing communications is according to Fill (2011) an audience centered activity 

which attempts to encourage engagement between participants and to provoke 

conversations. There are three categories of influences affecting an organization’s 

marketing communications. First, there are internal influences which involve the 

corporate parts within a firm, such as strategy, culture, positioning and branding. 

Second, the market influences which involve the influences from consumers, partners 

and competition as well as market trends. Finally, external influences which involve 

political, economic, social, technological and environmental forces situated out of 

organizations’ control. 

 

There is according to Clifton and Buss (1992) no magic green method or style for green 

communication. Thus, green marketing communication should be approached in the 

equivalent way as any other communication; the basics are the same. Although, Carlson 

et al. (1996) suggest that communication should not focus on an organization’s overall 

green image as it might not affect the public as strongly as the communication of unique 

efforts and benefits. Consequently, consumers may find it easier to judge and compare 

different organizations’ green attributes in advertising. The organization should 

therefore regularly provide feedback in order to demonstrate the difference consumers 

are making (Laroche et al. 2001; Wasik 1996). Additionally, Wasik (1996) stresses that 

the best way to achieve the public’s confidence is to complete green efforts through 

special annual reports and outside inspections.  

 

Claims of environmentally friendly products and services have become important 

selling points (Mintu-Wimsatt & Bradford 1995) and the unique selling proposition of 

the green service should be immediately obvious, and the reason why customers prefer 

to choose the green service instead of the ‘traditional' one (Cocca & Granz 2015). Thus, 

there is an importance of communicating the significant impact that the purchase of 

green can have on the welfare of the environment. There might be a need to persuade 

consumers that environmental protection is not a sole responsibility of business and that 

each individual can make a difference (Laroche et al. 2001). Furthermore, sustainable 

communications strongly stress a dialogue with stakeholders, particularly customers, 
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aimed at informing and educating those, and seeking to establish the social and 

environmental credentials of the company and its products (Peattie & Charter 2003). As 

managers and marketers attempt to inform consumers of their brand’s products or 

services, they often struggle with determining the messages for an effective 

communication strategy (Olsen et al. 2014). Kronrod, Grinstein and Wathieu (2012) 

suggest that assertive phrasing can be effective communication for consumers who 

perceive the issue as highly important. Moreover, Fill (2011) argues that 

communication messages can have two different appeals: informational and 

transformational. The informational appeals are characterized by facts or 

demonstrations while transformational appeals have an emotional approach. Green 

issues provide good opportunities for both informational and emotional marketing 

communications (Peattie & Charter 2003).  

 

2.4.3 Green washing 

Peattie and Charter (2003) stress that if one part of an organization is attempting to gain 

competitive advantage on the basis of green performances, then competitors, NGOs, the 

media and regulators will be waiting in a queue to attack if it is seen to be failing to live 

up to the image. Thus, if customers perceive a gap between what the organizations are 

doing and what their messages are externally communicating, it could negatively affect 

corporate image and reputation. Therefore, in the task of communicating these 

environmental activities, firms have to be particularly careful if they do not want to be 

accused of greenwashing (Fraj et al. 2011). 

 

There are an increasing amount of consumers searching for offerings that evidently 

reduce pollution and protect the green environment (Mintu-Wimsatt & Bradford 1995), 

and the driving force behind is the realization of their contribution to environmental 

issues through consumption activities (Carlson et al. 1996). Peattie (1995) highlights 

that attempts to exploit consumers’ environmental concern in order to promote 

companies and sell products or services should not be confused with green marketing. 

However, some claims are not legitimate and reflect companies simply taking advantage 

of uninformed consumers. Those types of misleading or dishonest claims have coined 

the term green washing (Carlson et al. 1996). Green washing is a deceptive use of green 

marketing to suggest the firm is more environmentally friendly than really is the case 

(Fraj et al. 2011) and it makes target groups believe that a dishonest and manipulative 

company is green (Cocca & Granz 2015). Furthermore, some organizations utilize 
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trends by suggesting that they are actively working with environmental issues when in 

fact it is only for profit-making purposes (Gummesson 2008). Wasik (1996) adds that 

partnerships which are seen as insincere or established for the sake of appearance could 

also result in greenwashing. Marketers therefore need to ensure that all claims are 

honest and can be sustained, because an organization is what it does, and a million of 

clear and effective green messages will not erase the fact that it pollutes (Charter 1992). 

Clifton and Buss (1992) add that organizations that do not practice what they preach 

will probably end up in the spotlight from a better-informed media and a more skeptical 

public. Peattie and Charter (2003) indicate that it is evident that poor and misleading 

green concerns result in massive competitive disadvantages. 

 

2.4.4 Green labelling 

Green labelling or eco-labelling is according to Peattie (1995) a marketing activity with 

the aim to create competitive advantages by convincing consumers that some particular 

brands are less harmful to the environment than others. Cocca and Granz (2015) add 

that certifications and labelling serve as a source of guidance to help service providers 

as well as their customers to identify ecologically sounder alternatives. Green labels 

function as a promotional device, which provides customers with simple and 

trustworthy signals of social and environmental benefits (Peattie & Charter 2003) and is 

often associated with specific goods and services (Danciu 2015). Although green 

labelling gives credibility to its communication by enlisting third parties such as 

environmental groups and international organizations, it should be noticed that the 

environmental soundness of a service cannot be judged solely by its partnerships, 

labelling or certifications (Wasik 1996). Organizations that obtain endorsements or 

certifications from trustworthy parties should according to Garg (2015) inform their 

consumers of the meaning behind these labels as it may enable consumers to appreciate 

the green marketing initiatives more. Furthermore, there are according to Peattie and 

Charter (2003) several specific schemes and labelling programs that might vary in 

whether or not they are mandatory or voluntary within a particular industry. 

  

2.5 Green segmentation 

Keller (2008) describes segmentation as a process of dividing the market into distinct 

groups of homogenous consumers who have similar needs and behaviors. The basis of 

segmentation can be made from behavioral, demographic, psychographic and 

geographic variables. It is further important to identify target groups due to that 
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different customers may have different knowledge structures and perceptions of a brand. 

Grönroos (2007) highlights the importance for companies to have market segments that 

fit together and do not counteract with each other. If an organization has knowledge of 

its target groups the process of pricing and the providing of services according to the 

customers’ needs will become easier when companies adapt to competitive strategies. 

Mintu-Wimsatt and Bradford (1995) stress the importance for managers to thoroughly 

perform an identification of the market and to decide on a target market. It further 

requires in-depth understanding of the market and its trends, the own company’s 

competencies and external factors such as competition and regulations. Moreover, 

recognizing the stakeholder audience, understanding their concerns and communicate 

effectively is the green key for companies. 

 

2.5.1 Green markets 

Mintu-Wimsatt and Bradford (1995) identify four direct segments in the total market for 

green products and services; the general consumer, government agencies, private 

industries and non-profit organization (for summary, see Figure 3). The general 

consumer demonstrates an increased concern for green issues, which provides marketers 

with opportunities for improvements and differentiation. Clifton and Buss (1992) 

believe that the increased concern emerges in consumers’ realization of that they, 

personally, can do something to make a difference in the world. Despite the evidence of 

an increased willingness to purchase green products and services, general consumers 

still seem to be more concerned of their economy rather than green issues. Furthermore, 

government agencies are, according to Mintu-Wimsatt and Bradford (1995), 

increasingly involving the green issue in political campaigns and have in some cases 

become a political platform. Private industries are further facing new government 

regulations and will probably spend considerable resources for environmental control. 

Therefore, there is a need for private companies to carefully consider choices of partners 

and suppliers. Occasionally, companies might even refuse to be connected to brands 

that do not have the same green standards as them. Nonprofit organizations are also 

viable alternatives for organizations that offer green products or services.  
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2.5.2 Green consumers 

The increasing concern for environmental issues leads to an assumption of that 

increasing environmental knowledge will result in an increased desire to purchase green 

products (Peattie & Charter 2003). Moreover, the majority of consumers admit an 

existing concern for the environment, a desire to buy greener and a willingness to pay 

more or accept some quality reductions that might follow (Ginsberg & Bloom 2004; 

Peattie & Charter 2003). However, in practice it seems to be different, for example, 

when consumers are forced to make trade-offs between product attributes or helping the 

environment, the environment is unlikely to win (Ginsberg & Bloom 2004). 

Gummesson (2008) argues that as a consumer there are several possibilities to make 

individual choices, but in the collective society it often becomes easier to hide behind 

others.  

 

Understanding the target consumer will according to Ginsberg and Bloom (2004) help 

marketers to know how to respond to consumers’ varying degrees of environmental 

concern. The market can according to the researchers be divided into different shades of 

green; true blue greens, greenback greens, sprouts, grousers and basic browns: 

 True blue greens have strong green values and try to effect positive change by 

avoiding products or services provided by not environmentally conscious 

organizations. They will unlikely compromise on attributes such as performance, 

quality, price, availability or convenience when purchasing green products or 

services. 

 Greenback greens are more willing than the average consumer to purchase green 

products or services, but they do not take the time to be politically active like the 

true blue greens.  

Figure 3. The total market for green goods and services (Mintu-Wimsatt & Bradford 1995) 
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 Sprouts believe in environmental causes in theory but not in practice. They will 

rarely buy green if it will result in spending more, but they might be convinced 

into green purchases nonetheless.  

 Grousers tend to be uniformed about environmental issues and skeptical about 

their own ability to make a difference. They compare green to competition and 

conclude that green purchases are too expensive and of lower quality.  

 Basic Browns are the segment caught up with day-to-day worries and do not 

have the time or will to care about any environmental and social issues. 

 

2.6 Green positioning 
Positioning is described by Kapferer (2012) as the unique attractiveness of a brand, 

which aims to find the right location in the minds of group or market segments by 

achieving the desired brand associations. Aaker (1996) further describes positioning to 

be closely connected to a brand’s identity and their needs to be a clear relevance 

between a brand’s positioning and communication. Furthermore, Keller (2008) argues 

that a good brand positioning helps to guide marketing strategies by clarifying what the 

brand stands for. Moreover, to position a brand is to emphasize the unique 

characteristics that make the brand different from its competitors while it has the key 

role to guarantee and reassure customers about desired benefits, which forms the 

exclusive strength of the brand. However, a brand is free to choose its positioning and 

values, but once chosen and advertised, it becomes the basis for the customers’ 

satisfaction (Kapferer 2012). Mintu-Wimsatt and Bradford (1995) claim that after 

choosing the “right” target group and tapping into a specific market, a green approach 

might become a niche and result in providing marketers with a leading edge. Therefore, 

once a brand has chosen a specific positioning or meaning, it has to assume all of its 

implications and fulfill its promises (Kapferer 2012). 

 

Organizations that attempt to position themselves as environmentally conscious are 

increasing due to consumers’ expressed concern of green issues (Carlson et al. 1996). 

Chen (2010) further suggests that green marketing can become a new way of brand 

positioning in promoting and delivering customer value of environmental products. 

Danciu (2015) argues that the active green positioning starts by selecting a niche for the 

companies’ green product or service in the market place and continues by developing a 

green brand that addresses customer in the niche market. Moreover, environmental 
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services that are based on current trends are perceived to offer unique benefits to 

consumers, and strategies based on the ‘right’ segments are likely to differentiate green 

products or services from those of competitors (Chen 2010). 

 

However, Peattie (1995) argues that firms with a vibrant environmental focus could 

gain competitive advantage by communicating their green performances and thereby 

position themselves as a green brand. The researcher further presents the ‘Seven Green 

C’s’ which firms thoroughly need to negotiate before positioning themselves as green 

alternatives: 

 Complexity due to environmental issues complex nature without easy solutions 

and customers tend to be poorly informed of environmental issues. 

 Cacophony due to the current explosion of green messages, firms might find it 

hard to stand out from competition. 

 Credibility due to customers’ suspiciousness to the content of green messages. 

 Confusion due to firms increasing and counteracting messages leaving 

consumers confused of green claims. 

 Cynism due to the fact that customers are doubtful to the agenda behind green 

messages, if firms are environmental friendly or just seeking market 

opportunities. 

 Co-ordination through production and environmental claims and values. 

 Commercial confidence by firms becoming more transparent and demonstrate 

their green efforts which will communicate trust.       

 

2.7 Conceptual framework 

The literature review has demonstrated that green marketing can be integrated in the 

concepts of branding, communication, segmentation and positioning. Green marketing 

can furthermore be used as an important key in order to develop services, by using 

different marketing strategies. The literature review introduced the concept of green 

marketing containing definitions of the concept in order to create a clear view and 

structure for the thesis. Thereafter, the literature review explains the characteristics of 

services with focus on customer participation and service development. Furthermore, 

the literature review has shown the importance of communication in order to turn an 

organization greener, therefore the concepts of green branding, brand image, 

communication and green labelling is presented in accordance to each other. 
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Furthermore, the literature review indicates an increasing demand among customers 

concerning greener service organizations therefore a connection can be made to the 

concept of segmentation and green customers. The conceptual framework further 

demonstrates how green marketing can be used as a competitive advantage for 

organization in their positioning. The conceptual framework is used to explain how the 

selected theories are connected together with the subject in the research questions and 

purpose. Moreover some concepts used in the framework will not specifically be 

processed in the analysis, as they have the role to create a larger understanding about the 

subject of research.  

 

  

Figure 4. Conceptual framework 
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3 Methodology 
The following chapter will present and clarify the methodological framework for this 

study. The chapter presents methods to gather data, the chosen research approach, 

types of data and describes why methods were chosen. Finally, the chapter will be 

concluded in a presentation of the operationalization, method of data analysis and a 

discussion of quality and criticism concerning the study. 
 

 

 
 
 

3.1 Abductive approach 

Patel and Davidson (2003) states that the art of research is to relate theory and reality to 

each other, and there are three concepts that indicate alternative approaches; deduction, 

induction and abduction. The deductive approach is characterized by the way of 

drawing conclusions from general principles, existing theories and knowledge to 

individual occurrences. In other words, deductive research involves the testing of a pre-

determined explanation or hypothesis deriving from existing theory which can then be 

verified through the collection of empirical data. Patel and Davidson (2003) describes 

an inductive researcher to follow a path of discovery, as the research begins without any 

roots in existing theory, and thereafter formulates theories based on empirical data.  

 

According to Saunders, Lewis and Thornhill (2009) it is misleading to state that there 

are rigid divisions between deduction and induction, as it is perfectly possible to 

combine them within the same piece of research. The abductive approach figures as a 

combination of both inductive and deductive approaches and derives therefore from an 

empirical basis whilst it at the same time accepts a preconditioned theoretical 

framework. The advantage is that the theoretical framework can be adjusted and refined 

during the sequence of the research, which gives the researcher greater flexibility (Patel 

& Davidson 2003). For this thesis we consider the abductive research approach to be 

Research 
approach: 

Abductive 

Research 
method: 

Qualitative 

Data 
collection: 

Primary and 
Secondary 

data 

Figure 5. Disposition of methodology chapter 
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most appropriate due to our departure from an inductive approach when conducting the 

first interviews, then, simultaneously assemble the theoretical framework whilst 

conducting the last interviews. Further, we have adjusted the interview guide in order to 

ensure that the appropriate data has been collected. Since green marketing is relatively 

unexplored in relation to dive tourism we decided to combine the two approaches 

during the sequence of the research.  

 

3.2 Qualitative research 
Research methods are by tradition divided into either quantitative or qualitative research 

methods, where the main distinctions between the two are whether numbers and 

statistics or words and images are used for analysis (Gratton & Jones 2009; Denscombe 

2010). Qualitative research, on the other hand, involves inductive research where the 

data collection is focusing on soft data, for example, interviews and interpretive analysis 

with focus on the meaning of words. The qualitative approach is primarily associated 

with methods such as case studies, interviews and observations (Patel & Davidson 

2003). In qualitative research, the issue of ‘how many’ is not relevant as the approach 

aims to capture meanings or qualities that are not quantifiable, for example feelings, 

thoughts and experiences (Gratton & Jones 2009). Therefore, qualitative research aims 

towards an exploration of social relations by describing the reality, as experienced by 

the respondents, through methods of data collection and analysis that are non-

quantitative (Denscombe 2010). The qualitative research is often collected over an 

extended time period, and aims to analyze, describe and understand certain concepts. It 

is further the meaning of words that are relevant and it is difficult to meaningfully 

convert concepts and experiences into numbers (Gratton & Jones 2009). As this thesis 

aim to study and attain a deeper understanding of how green marketing can affect 

adventure and dive tourism, the qualitative research approach offers the opportunity to 

reach deeper in order to answer the research question. We consider a qualitative method 

to be the most applicable research method for this study despite the abductive approach, 

as we argue that it gives us a better possibility to reach deeper than quantitative 

measures. 

 

When it comes to case studies, Patel and Davidson (2003) argue that they are based on a 

holistic perspective that attempts to embrace as comprehensive information as possible. 

A qualitative case study design is characterized by being studied in depth, by the fact 

that a phenomenon is studied in its natural context and the study research takes the 
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perspective of those within the case, rather than the researcher’s perspective (Gall, Borg 

& Gall 1996). A case is a natural occurring phenomenon which exists prior to the 

research and will continue to exist afterwards (Denscombe 2010). Consequently, we are 

of the opinion that a case study design would be appropriate for this thesis, as we aim to 

attain a deeper understanding of an issue in a particular sector. Due to the holistic and 

deep analysis a case study design offers when studying organizations or sectors, we 

argue that the design is suitable to our purpose of attaining a deeper understanding of 

green marketing in the dive tourism sector, as a part of the larger adventure tourism. 

 
3.3 Data collection 
Gratton and Jones (2009) argue that data can appear to as intangible and unmeasurable, 

such as thoughts, experiences and feelings, or as tangible and unmeasurable. There are 

primarily two sources of information generally used for research purposes; primary and 

secondary sources of data (Adams 2007). Data collection can be performed by one or 

more research methods (Denscombe 2010) and it is an important aspect when gathering 

data available elsewhere (secondary) or own original data (primary) to achieve research 

aims and answer research questions (Adams 2007). Primary data is considered to 

provide more relevant data (Patel & Davidson 2003) and therefore in this study, the 

majority of empirical data are based on primary data. Furthermore, in order to establish 

a well-grounded methodological and theoretical framework chapter, a thorough review 

of secondary data has been accomplished. Gratton and Jones (2009) present several 

alternatives in order to collect relevant data that is suitable for the study, and in this 

study we have conducted interviews with respondents that were chosen through 

purposive sampling.  

 
3.3.1 Primary data 

In the qualitative research area, primary data is commonly collected through interviews, 

focus groups and observation (Adams 2007). Denscombe (2010) argues that interviews 

are the most common data collection method used in qualitative research. Moreover, 

interviews generally produce a rich and detailed set of data which are more complex and 

time consuming to analyze. Thus, data collected through interviews are likely to be 

analyzed qualitatively in order to reveal and understand ‘what’ and ‘how’ as well as 

placing emphasis on exploring ‘why’ (Saunders et al. 2009). Interviews can be 

accomplished through telephone, mail, email, online video conversation and face-to-

face meetings (Denscombe 2010). Consequently, we have chosen to collect primary 
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data by conducting solely face-to-face interviews, since the thesis follow a qualitative 

research method. Primary data collected through interviews gives us the opportunity to 

gather a rich and detailed set of data and therefore we have chosen to use primary data 

as the main source of information when gathering our empirical data. Fortunately, by 

being scholarship recipients the thesis was provided with the resources and opportunity 

to conduct ten face-to-face interviews during our eight weeks stay in the Philippines. 

 
3.3.2 Secondary data 

Secondary sources are those which are made available or have been collected for other 

research purposes (Adams 2007). The data include both raw and compiled data 

consisting of previous published material collected by others, for example books, 

articles and online resources (Saunders et al. 2009). In this thesis the use of secondary 

data is limited to the introduction chapter, the literature review chapter and the 

methodology chapter. The majority has been collected from books, scientific articles 

and a minor part from websites, although, all are relevant to the area of research.  

 

3.3.3 Purposive sampling 

In order to collect primary data, sampling will provide a range of techniques that 

enables the researcher to reduce the amount of data collection needed to answer 

research questions (Saunders et al. 2009). Available sampling techniques can be divided 

into two distinctive groups; probability and non-probability sampling. The non-

probability sampling, are samples based on the researcher’s subjective judgement and is 

common when the aim is to reach respondents with particular expertise and experience. 

Furthermore, the non-probability sampling technique is suitable for small, in-depth 

studies with a specific purpose (Denscombe 2010). A purposive sampling enables the 

use of researchers’ judgement to select cases and respondents most suitable for the 

study. Respondents tend to be chosen deliberately due to the contribution they offer, for 

example, their position and their unique insights. In this thesis we have chosen to adopt 

a purposive sampling technique in order to identify and select suitable actors and 

respondents relevant to the study (Saunders et al. 2009). The arguments and 

recommendations presented above indicate that purposive sampling is the most suitable 

technique to ensure a collection of valuable data for the study to attain a deeper 

understanding of the green marketing in the dive tourism sector. Hence, based on the 

study’s research question and purpose we have developed a sampling criteria 

necessitating that the respondents must: 
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1. be active in the dive tourism sector in the Philippines. 

2. have a prominent role in SCUBA diving. 

3. be in a managerial position that implies being involved in marketing activities. 

4. have experience in the dive tourism sector. 

 

3.3.4 The respondents 

1. Barbro Svensson 

Barbro Svensson took her first diving class in 1979 and has been a Dive Instructor since 

1983. Svensson has more than 35 years of experience in the dive sector is today active 

as a freelancing PADI Dive Instructor at Island Adventure Dive Center. Island 

Adventure Dive Center is a Philippine company founded in September 2014, located in 

the center of Alona Beach in Panglao. The new opened dive center offers SCUBA 

diving services, PADI courses and dive trips to several dives sites with the expertise 

from local Dive Guides and Professionals. 

 

2. Darwin Menorias 

Darwin Menorias from the Philippines possesses a great experience in the dive sector 

deriving from his previous managerial position at ProSafari and work as PADI Dive 

Instructor. Nowadays Menorias dedicates his time as Tourism and Coastal Resource 

Management Officer at Panglao Municipality where he is responsible for managing the 

coastal marine resources and developing policies and regulations regarding tourism in 

the area. The Municipality of Panglao is working with implementation of development 

projects and programs with focus on better social service, improved environmental 

protection and competitive business climate. The municipality works with the vision to 

be a global friendly, competitive and environmental safe tourist destination.     

 

3. Respondent X 

Respondent X from the Philippines is the owner and manager of dive center Y. The 

respondent is a PADI Dive Instructor with several years of experience in managing big 

dive organizations among islands in the Philippines. Respondent X’s experience in the 

dive sector involves among others more than thousands dives and hundreds of certified 

divers. 

 

4. Margarita Zafra 

Margarita Zafra from the Philippines works as the manager at SeaQuest Dive Centre. 

Zafra holds the positon as manager since November 2014 and describes her major 
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responsibilities to be customer service, scheduling dives, maintenance of equipment and 

human resource activities. SeaQuest Dive Center is a Philippine company founded in 

1990 and was the first dive center at Alona Beach in Panglao. The dive center offers 

PADI-courses from beginner to PADI Dive Assistant Instructor, equipment rental and 

compressor filling and has over the years become a ‘PADI 5-Star Training Center’. 

 

5. Gerhard Gauss 

Gerhard Gauss from Germany is the owner and manager of Sun Divers Dive Center. 

Gauss’s biggest interest is diving and when he first visited the Philippines in 2007 he 

decided to start his own dive organization which he has now managed for more than six 

years. Gauss is responsible for customer service, dive scheduling and marketing. Sun 

Divers is a Philippine company founded in 2009, located a short distance from Alona 

Beach in Panglao. The dive center offers PADI-courses from beginner to PADI Dive 

Assistant Instructor together with Polish and German Dive Instructors. 

 

6. Rena Sugiyama 

Rena Sugiyama is the manager and one of the owners of the dive center Philippine Fun 

Divers. Sugiyama is originally from Japan but has lived and worked in the Philippines 

since 1996. Sugiyama has been a Dive Instructor since 2000 and has more than 20 years 

of experience in the dive tourism sector. Philippine Fun Divers is a Philippine company 

founded in February 2008, located at Alona Beach in Panglao. The dive center offers 

PADI-courses from beginner to PADI Dive Assistant Instructor, equipment rental and 

compressor filling and has over the years become a ‘PADI 5-Star Dive Resort’ through 

active work with environmental protection and preservation. 

 

7. Holger Horn 

Holger Horn from Germany is a Dive Instructor and CEO at Philippine Fun Divers (see 

description in previous section). Horn has lived and worked in the Philippines since 

2002 and is the Squadron Commander of PCGA (Philippine Coast Guard Auxiliary) 

and the president of the dive sector association PADO (Panglao Association of Dive 

Operators). Horn has in total 17 years of diving experience within the Philippines and 

15 years of experience in the dive tourism sector. 

 

8. Melanie Wallace 

Melanie Wallace from the Philippines is the owner and manager of Buzzz Dive Shop in 

Dauis, Panglao. Wallance is since 2013 a certified diver and decided thereafter to open 

her own dive center together with an experienced Dive Instructor. The Buzzz Dive Shop 
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is a Philippine company founded in November 2015, located in Dauis in Panglao. The 

new opened dive center is a part of Bohol Bee Farm which is operated by the family 

Wallace. The philosophy at Bohol Bee Farm is to encourage and inspire a more organic 

and environmental friendly practice.   

 

9. Matt Reed 

Matt Reed from the United Kingdom is the general manager and one of the owners of 

Evolution. Reed has been active as a full time professional Dive Instructor since 1999 

and has experience in the Philippine dive sector since 2003. Reed has been a technical 

diver and instructor for over 11 years with the specialization in advanced trimix and 

overhead environmental training. Evolution is a Philippine company founded in the end 

of 2009, located at Bounty Beach in Malapascua. The dive center offers a range of 

PADI courses and advanced courses in technical trimix training and CCR rebreather 

diving. Additionally, the environmental friendly dive center has been awarded as one of 

the ‘Top 10 Members’ by GreenFins and possesses a PADI Green Star Award. 

 

10. Marcus Benders 

Marcus Benders from the Netherlands is the owner of Devocean Divers. Benders has 

experience in the worldwide dive sector and has lived and worked in the Philippines 

since 2006. He started his business experience in the country as a manager for more 

than eight years at SeaQuest Dive Center before deciding to open his own dive center. 

Devocean Divers is a Philippine company founded in July 2015, located at Bounty 

Beach in Malapascua. Devocean Divers is a rebranded organization of the former 

Malpascua SeaQuest Dive Center and possesses a ‘PADI 5-Star Rating’ and offers a 

complete range of PADI-courses from beginner to PADI Assistant Instructor.   

  
3.3.5 Structure of interview 

Interviews can be classified into structured, unstructured or semi-structured interviews 

(Denscombe 2010). A semi-structured interview is somewhere in between structured 

and unstructured interviews. In semi-structured interviews, the researcher still has issues 

to be addressed and questions to be answered but the questionnaire acts more as an 

interview guide, in which respondents are provided with adequate freedom (Saunders et 

al. 2009). Semi-structured interviews further allow the interviewer to be more flexible 

in terms of the order of topics and provide respondents with a greater chance to speak 

more widely and freely. The semi-structured interview is considered as highly 

qualitative in its nature and is therefore suggested to be more suitable when researching 
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complex issues (Denscombe 2010). Saunders et al. (2009) argue that semi-structured 

interviews will be appropriate when questions are either complex or open-ended and 

when the order and logic of questioning may need to be varied. 

 

In this study the respondents were provided with information of discussion topic prior to 

interviews without providing an insight of specific questions. According to us, it 

enabled the respondents to be prepared and provide information relevant to the topic 

while still being able to speak freely and widely throughout the interview. Furthermore, 

during the interviews an interview guide (see Appendix A) was used in order to guide 

us through the interview, and to make sure that no part was left uncovered. All of the 

ten conducted one-to-one interviews were realized face-to-face which is argued by 

Gratton and Jones (2009) to provide a higher response quality. The respondents were 

contacted in advance to discuss the agreed length of time, and setting up an appropriate 

location for interview as recommended by Denscombe (2010). We argue that the semi-

structured interview is the most suitable for this study, due to its flexibility of opening 

up for new ideas and discoveries addressed to the study. Further, we are of the opinion 

that a semi-structured interview will provide the possibility to ask follow up questions 

to make sure that needed data are collected. 
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3.4 Operationalization 
The aim with operationalization is to deconstruct, transform and divide the theory into 

more concrete questions. It implies that the researcher needs to develop the literature 

review into abstract terms with a connection to the real world by transforming central 

concepts in the literature review into interview questions (Patel & Davidson 2003). The 

theoretical framework will be operationalized as the interview questions (Appendix A) 

are based on these concepts: 

 

Concepts 
Interview 

questions 

 

Reasoning 

 

 

Introduction 

 

 

1-2 

To get a brief presentations of the respondents and the 

sector of research. The respondents were asked to 

introduce themselves and to speak freely about 

development in the sector due to their knowledge and 

experience. 

 

 

 

Service 

management 

 

 

 

6, 7, 12-15, 17 

Questions regarding the customers’ involvement in the 

service process and how the organizations create value 

to its customers were asked in order to create a better 

understanding of the service process and possibilities for 

service development. Furthermore, on the topic of 

service development questions regarding how green 

strategies can be incorporated in organizations 

development were asked. 

 
 

Green 

marketing 

strategies 

 

 

4, 10, 19, 21 

By introducing the topic of green and environmental 

questions, an understanding of the respondents’ view of 

these issues could be made. Furthermore, questions 

about green strategies and how they are implemented 

were asked in order to get an overview of what strategies 

the sector and different actors are applying. 

 

 

Green branding 

 

 

8, 11, 18-20 

Concerning green branding, questions on the topic of 

communication and promotion of green performances 

were asked. The topic of green labelling was also 

discussed in order to see the advantages and 

disadvantages of the concept. 

 
 

Green 

segmentation 

 

 

5, 9, 16 

The respondents were asked to describe their target 

groups and if they see any signs of more environmental 

concerned customers. The aim was to understand if there 

are demands for a more environmental concerned dive 

sector. 
 

Green 

positioning 

 

22 

Questions concerning possibilities for a green niche on 

the market were asked in order to understand if green 

performance can be used as competitive advantage.  

 

 

 

Others 

 

 

 

3, 23 

To get a better understanding of the sector of dive 

tourism the respondents were asked to describe the 

characteristics of dive tourism. To conclude what has 

been discussed throughout the interview, we asked about 

what green development and prospects they see and 

suggest for the future and if there was something that 

they would like to add. 
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3.5 Method of data analysis 
Qualitative studies often result in large volumes of data and in order to acquire an 

understanding of the research the data further needs to be analyzed (Patel & Davidson 

2003). Denscombe (2010) states that there is no single approach in the process of 

analyzing qualitative data, as the analysis can take place in a number of different forms. 

However, there are principles that generally are associated with qualitative research and 

the analysis can be presented through a number of different phases; data reduction, 

coding, data display and conclusions (Denscombe 2010; Yin 2011). The first phase 

includes collecting and organizing empirical material in order to get the best result of 

the data analysis. Thereafter, when interviews have been audio recorded, it is needed to 

re listen and transform the recorded material into written text. The second phase of data 

reduction contains the process of selecting, simplifying and transforming the written 

field notes or transcriptions (Yin 2011).  

 

The empirical data that was gathered for this thesis was collected through audio 

recorded interviews, which has been transformed into written text. Thereafter, the data 

has been reviewed in order to identify segments that can be used to answer the research 

questions. The identified segments have been given new labels in accordance to the 

different concepts that are presented in the literature review. The segments of empirical 

data are thereafter presented in three clusters according to the respondents’ positions. 

The division was conducted in order to provide a clear structure for analysis. 

Furthermore, the process allowed us to draw conclusions, which will be presented in 

chapter six. 

 

3.6 Quality of research 
In qualitative research the quality is symbolized throughout the entire research process. 

The objective with qualitative research is discovering phenomenon, interpret and 

understand the meaning of values and to describe different circumstances. A well-

completed qualitative analysis is characterized by an internal logic where different 

aspects can be related to a meaningful whole (Patel & Davidson 2003). 

 
3.6.1 Validity 

Validity indicates that the data, which is presented in a study, is correct and applicable 

(Denscombe 2010; Howell 2013). Further, Howell (2013) argues that researchers need 

to ask themselves whether the data they have collected is suitable and if it has been 



  
 

35 

correctly measured. There are different methods that can be used in order to increase the 

validity of the study. One method concerns respondent validation, where the process 

involves controlling that the researcher has understood the gathered information 

correctly by returning it to the respondents. Thus, this will allow a factual check of the 

gathered data and findings (Denscombe 2010). Another method in order to increase the 

validity of a study is through triangulation, which can be used by validation through 

several different sources of data such as different respondents, places or times where the 

actual phenomenon of study occurs (Patel & Davidson 2003; Denscombe 2010). 

 

To increase the validity of this thesis, an explanation of the interviews, the respondents 

and their roles in the sector were made. Since our research is based on interviews with 

actors that all have a strong connection but different roles in the sector, we believe that 

our research has a wide selection, which helps to increase the validity. In addition, a 

presentation of the research findings with the connections to the theory-based interview 

questions has been accomplished. 

 
3.6.2 Reliability 

Reliability refers to that research can provide the same or similar results when used 

repeatedly under similar conditions (Denscombe 2010; Howell 2013). However, this is 

difficult to determine, because it can never be certain that supreme factors during two 

periods of time have changed the phenomenon, which affects the reliability (Howell 

2013). To increase the reliability, the methodological procedure should be 

systematically presented (Denscombe 2010). Other ways to increase the validity is 

through structured interviews or to use different techniques when gather the empirical 

material (Patel & Davidson 2003). Furthermore, video and audio recording of 

interviews or observations is according to Patel and Davidson (2003) methods that 

could increase the reliability of the research. 

 

To increase the reliability of the research, the methodology chapter has been presented 

in a clear way. During the study all conducted interviews have been audio recorded, in 

order to be able to re listen afterwards and to make sure that the understanding of the 

interviews were correct. Furthermore, all interviews were conducted face-to-face and 

semi-structured interviews was used as an assurance of that the same topics and types of 

questions were used throughout the interview process. 
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3.7 Method criticism 
Qualitative research is generally concerned as being less representative compared to a 

quantitative research (Patel & Davidson 2003). There are many potential sources of 

error and bias when conducting an interview. The first and probably most obvious is the 

misunderstanding of questions or answers. Another known source or error is interview 

bias which could imply that a respondent may have memory failure and does not realize 

that answers are untrue. Therefore, it is important that the researcher is prepared and 

understands and identifies possible sources of errors (Adams 2007). In this study all 

interviews were recorded in order to secure the collected information. Further, the 

majority of interviews were conducted in English although it is not the mother tongue 

language for the majority of respondents involved in the interview process. Thus, it 

could consequently lead to misunderstandings or a failure of questions or answers. In 

order to minimalize those risks the questions were thoroughly prepared in advance. Due 

to our extensive travelling between locations during the research process we failed to do 

a respondent validation as it was estimated to be too time consuming. 

 

Ethical considerations are an essential part of establishing trustworthiness for the study 

(Denscombe 2010). Ethical considerations generally become crucial in two situations; 

the process of data collection and publication of study. Moreover, it is important that the 

researcher does not misinterpret information by for example guiding the interviewee in 

the ‘right’ direction (Sparkes 2014). Furthermore, Denscombe (2010) argues that 

researcher should guarantee the anonymity of individuals or organization, unless 

participants give explicit and written consent to identify them by name, in order to 

protect individuals and or groups from any kind of unwanted effects deriving from the 

study. The researcher needs to; make it clear that the participation is voluntary and 

provide the participants with adequate information about the research.  In this study we 

have considered the fact of bias, which has been prevented by conducting the most 

suitable methodology for this thesis. Furthermore, the respondents were prior to 

interviews informed about the study´s purpose. We handed out consent forms with 

information about the study and the interview to respondents before conducting the 

interview, which allowed them to get a preunderstanding and choice to decide whether 

to participate in the study or not. Moreover, we offered the respondents the alternative 

of full anonymity if desired, so that collected data will not be traced back to them. 
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4 Empirical findings 
The following chapter will present the empirical data that has been gathered during this 

study. The chapter begins with a summarized table containing brief information of 

respondents based on the previous presentations in the methodology chapter. The 

chapter has been disposed in a manner that corresponds with the theoretical framework 

in order to follow a clear structure. 

 

The respondents that participated in this study have significant experience in the 

Philippine dive tourism sector, and how business is conducted in a developing country 

through their work positions. Furthermore, the respondents are of different nationalities 

and the majority of organizations that are represented have a connection to an increasing 

environmental concern. All of the ten interviews were conducted face-to-face between 

the 13nd of November and the 27th of November 2015. The empirical findings are 

presented through a division into three different clusters of respondents representing a 

freelance dive instructor, a local municipality and eight dive centers.  

 

 

Name 
 

Origin 
 

Title 
 

Company 

 

Barbro Svensson 
 

Sweden 
 

Dive Instructor 
Island Adventure Dive 

Center 

 
 

Darwin Menorias 

 

The 

Philippines 

Dive Instructor, 

Tourism and Coastal 

Resource 

Management Officer 

 
 

Panglao Municipality 

 

Respondent X 
 

- 
CEO and Dive 

Instructor 

 

Dive Center Y 

 

Margarita Zafra 
The 

Philippines 

 

Manager 
 

SeaQuest Dive Centre 

 

Gerhard Gauss 
 

Germany 
 

CEO 
 

Sun Divers 
 

Rena Sugiyama 
 

Japan 
Manager and Dive 

Instructor 

 

Philippine Fun Divers 

 

Holger Horn 
 

Germany 
CEO, Dive Instructor, 

CEO of PADO 

 

Philippine Fun Divers 

 

Melanie Wallace 
The 

Philippines 

 

CEO 
 

Buzzz Dive Shop 

 

Matt Reed 

 

United 

Kingdom 

 

CEO and PADI Dive 

Instructor 

 

Evolution 
 

 

Marcus Benders 
The 

Netherlands 

 

CEO 
 

Devocean 
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4.1 Freelance Dive Instructor 

Green service management 

Svensson describes diving as a unique activity including three main elements; 

education, excursion and experience. She further compares diving to other similar 

adventurous activities such as skiing due to equipment necessities and the dependency 

of locations and seasons. Svensson highlights that the development of the dive sector 

should focus on the marine environment and its future instead of financial factors. She 

explains that there are possibilities to change and educate actors within the sector, but 

the lack of interest is a critical issue. 

 

Green marketing strategies 

Svensson explains that environmental fees are part of a common strategy which is based 

on green initiatives, but she is uncertain of where the money finally ends up. Svensson 

further describes that several ideas and strategies are often not applied in a proper way. 

She suggests that green initiatives should arrive from the management and thereafter be 

forwarded to employees as it is their responsibility to inform divers of proper 

underwater manners. Moreover, Svensson is positive to newly introduced green 

strategies such as coral planting. 

 

Green branding 

Svensson explains that dive centers mainly attract customers through their facilities, 

intermediaries, websites and social media. She further mentions that there are several 

dive exhibitions organized by PADI throughout the year, which has become the sector’s 

communication platform. Svensson considers the dive centers’ communication to not be 

characterized by green initiatives, but that few particular initiatives such as coral 

planting and animal protection is promoted in rare cases. Furthermore, she claims that 

organizations are affected by PADI’s policies, projects and certifications such as the 

project AWARE, which most of the dive centers are supporting. 

 

Green segmentation 

Svensson highlights that there are differences between customers attitude when it comes 

to environmental issues. She further explains that customers arriving from developed 

countries generally have a greater environmental knowledge and have therefore a higher 

concern. Svensson mentions that she has noticed tendencies of customers to reject dive 

centers without any green efforts. Moreover, she mentions that although the degree of 
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environmental concern is individual, a large part of the market is unfortunately often 

less concerned about the environment. 

 

Green positioning 

Svensson argues that green efforts can imply competitive advantage for dive centers in 

the future. She further explains that the overrepresentation of dive centers today is to a 

large extent competing solely on prices. Moreover, Svensson claims that the increased 

demand of greener alternatives needs to be satisfied, but it indicates a complicated 

process of spreading knowledge among actors. 

 

4.2 Panglao Municipality 

Green service management 

Menorias explains that the Philippine dive sector is characterized by being mainly 

operated by foreign actors, and that the recent years’ explosion of dive actors has led to 

increased damages. He mentions that the municipality is responsible for major parts of 

the development through local ordinances, environmental fees and their supportive role. 

Menorias further argues that it is obvious that higher costs are related to the 

implementation of green performances, especially organizational changes such as 

educating employees. He mentions that another obstacle for turning green is that many 

actors are still trapped in the era of mass tourism where they consider the amount of 

guests to the most important issue. 

 

Green marketing strategies 

Menorias describes the new environmental strategy of carrying capacity which was 

adopted by the government in marine sanctuary areas to have set limits to the amount of 

divers. The limit is set to a maximum of 300 dives a day per site, based on the amount 

of dive activity that the environment can handle. Before the implementation of a limited 

access to dive sites, Menorias states that there could be up to 60 000 dives on one single 

dive site each year, which according to research carried 16-18 % of coral damage. He 

compares it to today’s limit of 15 000 to 16 000 dives per year which will carry 

approximately 4 % of coral damage. Furthermore, in order to control the restriction a 

reservation system has been developed which implies that operators need to book their 

dives in advance. 

 

Green branding 

Menorias suggests that organizations should aim their focus on environmental issues 

and thoroughly communicate the reasoning of those to all stakeholders involved. He 
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further explains that the municipality communicates green issues through meetings, 

conferences, forums, social media and emails where actors get the opportunity to share 

information. Moreover, Menorias explains that there is a wide range of NGOs and 

environmental groups which accredit dive centers with ecolabels according to certain 

criteria. He claims that ecolabels are positive as their presence generally implies that 

organizations have to comply with new standards, but they might hurt the image of both 

organizations and the sector if it is discovered that rules were not followed. 

 

Green segmentation 

Menorias explains that during his extensive active time in the sector, he nowadays 

experiences a more environmentally concerned customer. He further mentions that 

cultural differences are creating a pattern in the increased concern, as some customers 

tend to show more environmental protection, concern and love for the nature. Menorias 

additionally claims that there is a growth of new first-time divers on the market who 

probably prefers to become certified divers in warmer tropical waters. 

 

Green positioning 

Menorias argues that today’s competition is mainly focused on how much and how 

cheap services an operator can offer. He adds that there is not only a definite room for a 

green niche in the dive tourism sector; there is also a great need for it. Menorias further 

explains that previously nearly anyone could enter the market as a dive operator. But he 

mentions that there today are stricter regulations and therefore the entry level on the 

market is higher. 

 

4.3 Dive Centers 

Green service management 

Diving is, according to Sugiyama, a phenomenal activity which enables individuals to 

enjoy the unique feeling of being able to breathe underwater and to approach aquatic 

life. Gauss further describes the dive experience as so special that it first needs to be 

experienced in order to be understood. Moreover, Benders explains that the diving 

experience is dependent on its surroundings and would probably lose its uniqueness 

without the biodiversity, which can be seen as the sector’s primary resource. Benders 

further emphasizes the importance of creating experiences and deliver value to 

customers by underlining that the experience is dependent on a wide range of factors in 

the surrounding. According to Wallace, the dive experience is strongly influenced by 

safety procedures such as rescuing and first aid, which are crucial for the service 
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quality. Horn claims that safety is always the most important issue in diving and without 

well-functioning safety management the diving experience will not be fun. High safety 

standards, well maintained equipment, service, professionalism, caring and teaching are 

according to Horn the keys for a successful value delivery. Interaction and developing a 

personal touch are, according to Reed, important aspects in the value creation and he 

suggests that encouraging employees to interact with customers and ensuring that 

managers and owners are available on site will have positive effects. Reed further 

explains that customers appreciate the meetings with local Filipinos and therefore prefer 

to have them as Dive Guides. Wallace also stresses the importance of involving and 

interacting with customers, and in order to satisfy customers, a convenient atmosphere 

and extra treats are necessary. Customer value is according to Sugiyama when 

customers reach their objectives such as catching the sight of an extraordinary aquatic 

animal or exploring historical wrecks. However, Sugiyama highlights the dilemma of 

customer value in the dive sector to be the knowing of how to tell customers that their 

behavior is inappropriate without offending them. Horn explains that smaller groups are 

a great alternative in order to ease interaction between employees and customers as well 

as to avoid disturbance from other customers. Therefore, the divers and students at Fun 

Divers will never be divided into larger groups than a total of four and beginners will 

always stay together with their own personal instructor.  

 

Reed explains that customers come in contact with dive centers through administrative 

staff before the purchase, through Dive Guides during the purchase and through digital 

channels afterwards such customer surveys by email or social media. Zafra explains that 

SeaQuest offers every customer a dive shop tour in order to provide information about 

service offerings, facilities and to introduce employees. Zafra further mentions that she 

believes that customers are highly involved in the service process due to their possibility 

to tailor their own dive plan according to preferences, organized together with Dive 

Masters or Guides. Gauss explains that the degree of customers’ involvement is 

constantly decreasing due to their demand of comfort. Therefore, Sun Divers nowadays 

prepares the customer’s equipment both before and after the dives. Reed agrees by 

arguing that customers are not involved enough during the diving procedures as all they 

need to do is to show up in time to find that all the equipment is already prepared and 

packed on the boats. Sugiyama explains that the environmental concern at Fun Divers 
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have resulted in that she frequently tries to engage customers in green issues by for 

example inviting them to participate in beach cleaning and coral planting.  

 

Gauss describes that the fast development of the dive tourism sector in the Philippines 

has made it difficult for actors to keep high quality on their services and to compete on 

the market. Respondent X highlights that there are two consequences of the sector’s 

current development; one is the growing amount of customers and the other is the issue 

of not being able to satisfy all of the customers and retain diving as an attractive 

activity. Sugiyama argues that when service development is discussed there is mostly a 

focus on growth and expanding which evidently is one of the facts contributing to the 

destruction of the marine environment. Sugiyama further describes that the sector’s 

uncontrolled growth will presumably lead to an increased percentage of damage on 

coral reefs and aquatic life. Horn explains that until recently there has been no limit of 

how many operators that are allowed to enter the market, and he believes that it is one 

of the reasons why the limit of what the environment can handle has been reached.  

 

Benders argues that a greener development implies focus on the education of employees 

and divers by adding information regarding environmental issues. Respondent X 

suggests that the sector should focus on educating dive students and inform them about 

green issues in an early stage, in order to increase the environmental awareness. This 

will according to Respondent X also require that organizations will need to involve their 

employees and encourage them to act like role models. Sugiyama mentions that initial 

education of employees and including environmental protection into their daily work is 

essential for green development. The obstacle of becoming greener is, according to 

Reed, a question about economic factors although it ought to be considered as a 

necessary investment. Sugiyama and Wallace argue that green initiatives are expensive 

but ought to be viewed as investments for the future. It is due to economical boundaries, 

according to Zafra, why larger dive organizations are more likely to invest in green 

performances than smaller ones. Benders further claims that organizational change, 

education and updating equipment are major cost burdens for smaller dive centers. 

Gauss considers that a greener dive sector would bring positive effects but would 

probably cost more than it gives back. Horn on the other hand, argues that the obstacles 

of becoming greener lays within the sector itself, either there is no will or knowledge to 

make a change. Respondent X states that the major obstacles in a greener development 
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of the sector are the alienated opinions and actions among actors. Respondent X further 

argues that an organization should consider a green development as a natural initiative 

in the dive sector, as the whole sector is dependent on the environment. 

 

Green marketing strategies 

Sugiyama describes that Fun Divers has introduced some general rules and policies for 

all diving activities which are clearly presented to the customer before descending in the 

water. For example, Horn and Sugiyama mention the dive center’s no-touching, no-

glove and no-dive stick policies, which are aimed to protect corals and other aquatic life 

from human impact. Reed explains that Evolution constantly inform customers of 

environmental issues and policies including the no-glove and no-touching or kicking 

corals policies. Furthermore, Reed explains how Evolution encourage divers and guests 

to collect garbage on shore and underwater, to take shorter showers, to unplug 

electronic devices when not in use, to use towels more than once and to place their 

garbage correctly in recycling bins etc. Reed further mentions that the facility has a no-

plastic policy, which implies that no drinks are served with straws due to the damage it 

causes to aquatic life. Sugiyama argues that the no-anchor policy is more critical than 

others due to the massive damages caused by anchors hitting coral. Benders explains his 

concern for the damage caused by anchors and adds that there are initiatives of placing 

buoys around dive sites to minimize the usage of anchors. Furthermore, respondent X is 

concerned of the coral damage caused by human activity and underlines the importance 

of divers’ buoyancy control underwater.  

 

Sugiyama describes that the catastrophic typhoon in 2011 affected the entire sector’s 

environmental strategies, for example in 2013, Fun Divers started with coral planting 

and rehabilitation. The coral planting will, according to Sugiyama and Horn, not only 

benefit the marine environment but also involve customers to make a difference and 

provide them with memories in logbooks and reasons to come back and see the growth 

of the corals. Furthermore, Zafra explains that strategies adopted by SeaQuest are 

mainly the participation in monthly clean-ups and the occasional customer invitations to 

join the coral plantation. Respondent X discusses that employees and divers are 

encouraged to contribute by for example collecting trash but it is important to not 

offend or to make customers uncomfortable. Benders mentions that the majority of 

actors in the sector recently started with garbage recycling and that they are encouraged 
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to improve their green progress through environmental groups such as GreenFins and 

PADI AWARE. 

 

Zafra argues that environmental fees and limited amounts of divers are beneficial 

strategies if they are used in a correct manner and for the right disposal. She further 

explains that most customers appreciate the sector’s initiative to reduce divers although 

it might strike back to some unfortunate customers that do not fit in the reservation 

system for the desired day. Wallace explains that a positive aspect of the controlled dive 

sites in marine sanctuaries are that only certified divers are allowed which consequently 

aids to conserve the marine environment. Respondent X claims that the benefits of 

marine sanctuaries and environmental fees are especially displayed through positive 

effects and developments for the locals. Respondent X further explains that a critical 

aspect of environmental fees is the risk of corruption. Benders, Gauss and Wallace 

mention that they are suspicious to environmental fees as they do not see any 

considerable efforts to protect the environment. Gauss further explains that the strategy 

has its limits, as the majority knows how to find loopholes to exceed the limit of 

allowed divers. Moreover, Reed mentions that several dive operators in certain areas 

have by the income of non-governmental environmental fees collected funds for shark 

protection plans and the construction of rope lines for divers to hold on to underwater. 

The ropes will keep divers on a secure distance from the reef while watching timid 

thresher sharks. 

 

Green branding 

Respondent X argues that green issues should be integrated in an organization’s 

marketing as it is something worth telling the world. Sugiyama explains that Fun Divers 

are working hard to show their customers that they honestly and truly care for the 

environment. She further exemplifies it by describing how much effort that is put into 

educating customers in buoyancy control. All the respondents agree that communication 

and the first connection with the customers are mainly completed by websites, email 

and social media. Respondent X and Wallace further emphasize the importance of 

word-of-mouth as a beneficial channel in order to attract more customers. Reed and 

Benders explain that major green information is attained through the dive centers’ 

website, dive shop and through interaction with employees. Moreover, Sugiyama 

mentions that she manages the communication of Fun Divers environmental values 

through TripAdvisor prior to arrival. Gauss explains that Sun Divers’ website is used to 
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inform customers about relevant updates and news concerning the dive center and the 

area. Horn mentions that Fun Divers regularly distributes newsletters, which partly 

contain environmental information to all its subscribed customers. Sugiyama adds that 

she sometimes purposely waits up to three months after a customer’s departure before 

she contacts them again by attaching pictures from diving experiences in order to 

remind customers of all the fun. Moreover, Horn further explains that he cautiously 

selects partners such as travel agencies in order to get stakeholders, which uphold the 

same environmental standards. Gauss mentions that the dive center sends offers to dive 

associations in Europe every year in order to broaden existing target groups. However, 

Zafra argues that customers have a lack of interest in green issues during holidays and if 

the dive center would experience a growing concern among their customers they might 

start to communicate their environmental performances. Thus, Zafra explains that 

environmental issues first are emphasized when customers already are in contact with 

the dive center.  

 

Reed mentions that there are several NGOs and environmental groups making green 

efforts through education of operators and local population. Reed further explains that 

the environmental organizations distribute scores of dive operators’ environmental 

efforts, provide them with recommendations for future improvement and distribute 

labels to those who meet certain standards. Respondent X, Zafra, Gauss, Horn, 

Sugiyama, Reed and Benders and their dive centers hold membership in NGOs such as 

GreenFins and PADI AWARE, which recently introduced online courses. Wallace 

explains that Buzz Dive Shop is not yet certificated with any labels, but is intending to 

apply for membership in the future. She believes that the memberships will have 

positive effects on environmental concerned customers. Zafra, Gauss and Benders 

mention that they are positive to the memberships and argue that customers clearly 

appreciate the labels. Respondent X adds that organizations which apply green labels 

will automatically communicate positive initiatives to its audience. Sugiyama further 

describes that the labels are situated in the dive shop and on their website in order for 

customers to be able to identify them. Moreover, Horn mentions that Fun Divers 

additionally are in collaboration with the Philippine Council for Sustainable 

Development in order to maintain and develop even higher green standards. Reed 

further explains that PADI has developed an award for dive operators that are 

environmentally concerned and that the awards have evidently been favorable from a 
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marketing point of view, as customers claim to choose certain organizations due to 

labels and certifications. However, Sugiyama and Horn further explain that they are 

partially critical to the use of labels due to the lack of regular checkups and their 

generous distribution systems.  

 

Benders argues that there is no evidence of misuse or misleading marketing connected 

to green labels in the area. Sugiyama further claims that it is difficult to control if dive 

centers follow their green values due to the fact that the majority of dive centers’ 

activities take place underwater. Respondent X discusses that there is an issue in the 

sector regarding the misuse of green marketing as some organizations’ environmental 

focus seems to contradict its performances. Wallace describes that an organization 

which abuse environmental concerns in marketing will sooner or later result in more 

negative attitudes towards the organization. 

 

Green segmentation 

Sugiyama argues that the majority of dive centers in the sector target customers with the 

same mother tongue as their instructors and guides. Sugiyama further describes that the 

Philippines Fun Divers’ target group consists of informed customers that require high 

quality. Zafra and Gauss explain that their dive centers’ customers mostly consist of 

experienced, certified and returning customers. Devocean Divers’ target group is, 

according to Benders, characterized by younger, independent and adventurous 

individuals. Reed describes Evolution’s customers as in general environmentally 

conscious and adventurous individuals looking for unique outdoor experiences. 

Moreover, Wallace describes that there is no developed target group focus of the new 

opened Buzzz Dive Shop; therefore it includes everyone interesting in diving.  

 

Horn argues that there is an ongoing move from the previous segments of walk-ins to a 

newer segment of customers that plan in advance. He describes that walk-ins are still 

common and are characterized by appearing at dive centers without prior bookings with 

a constant focus on prices and available promotions. On the other hand, Horn describes 

that the more informed customers tend to plan their entire stay in advance through 

online bookings completed through smart phones and tablets. Reed explains that diving 

is a relatively expensive activity which generally includes travelling, accommodation 

and technical equipment. Thus, he argues that the majority of the customers are between 

the ages of 30 to 60 due to the increased likeliness of a stable financial income at that 
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age. Furthermore, Sugiyama mentions that customers in the Philippines consist of 

international divers travelling from all over the world with objectives to see rare species 

and take photos. Gauss describes the segment to consist of mostly Europeans, but he 

acknowledges that it varies throughout the seasons. Moreover, Horn claims that the 

segment has developed into groups of well-educated and informed customers who are 

becoming more environmentally concerned. He exemplifies it by describing that 

customers often know where to go and that they often perform their own inspection of 

equipment, boats and employees when approaching a dive center.  

 

Respondent X explains that there are divers who are becoming more environmentally 

concerned, but that it is usually noticed first in the water through their behavior and 

actions. Wallace describes that there are clear signs of more environmental concerned 

customers and that she forecasts a growing environmental friendly trend in the dive 

tourism sector. Sugiyama also experiences an increase of green awareness among 

customers, although there are still obvious differences in environmental concern among 

nationalities and cultures. According to Sugiyama, it is evident that more developed 

countries tend to have a sounder attitude towards the nature and animals. Furthermore, 

Respondent X argues that the environmental concern depends on cultural differences 

and the consciousness of environmental manners differs. On the other hand, Zafra, 

Gauss and Benders claim that they do not experience any particular change in 

environmentally concerned customers, as they tend to be more concerned of prices and 

equipment rather than environmental causes.  

 

Green positioning 

Respondent X explains that the current competition among dive centers in the sector 

mostly concern prices. Gauss and Zafra agree by arguing that competitive advantages 

imply prices and quality rates rather than environmental performances. Wallace and 

Reed argue that despite a competition focusing on low prices, the service quality is still 

an important aspect to not be forgotten. Zafra explains that small and new organizations 

generally use lower prices and promotions to attract customers whilst larger and 

established brands flourish by the virtue of their ratings. She further mentions that the 

best way to stand out from competition is to invest in earning ratings such as ‘PADI 

star’ certifications. Sugiyama mentions that quality and safety are the most essential 

factors in order to develop long-term competitive advantages and she further explains 

that consumers easily can differentiate dive services by analyzing visual signs of quality 
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on boats, equipment and websites etc. However, Sugiyama explains that negative word-

of-mouth due to decompression illness or contaminated air will affect the entire sector 

and areas, and not just those actors involved in the accidents.  

 

Respondent X claims that the current competition situation in the Philippines is not 

characterized by an environmental concern. Although, Sugiyama and Wallace argue that 

there are opportunities for dive organizations to approach a green niche due to the 

growing environmental concern and the few green dive centers on the market. 

Furthermore, Horn mentions that it is important to communicate special qualities and he 

is certain that there it is beneficial for companies to position themselves as green. Horn 

further highlights that a part of Fun Divers’ success is the volume of effort put into 

becoming a safe, fun and environmental friendly customer choice. However, Benders 

states that even if there is room for additional green actors on the market a green niche 

will require not solely financial funds, but organizational change and a coalition of 

actors. Zafra describes that the green market would not be large and profitable enough 

in the dive sector. Despite this, Respondent X highlights the opportunity for dive centers 

to become greener, as environmental concerned customers will prefer to choose those in 

the future, which further will contribute to a more positive image of the dive centers and 

the entire sector. Further, Reed suggests that being associated with environmental 

groups, such as GreenFins, is a very useful and effective quality tool, as it helps 

customers to differentiate dive centers.  



  
 

49 

5 Analysis 
The following chapter will present our analysis, in which the empirical data will be 

analyzed in relation to the theoretical framework. The chapter is divided in accordance 

to previous chapter and each section will summarize findings that will further be 

presented in the following conclusion chapter. 

 
5.1 Green service management 
Zeithaml et al. (2013) suggest that organizations should frequently involve customers 

and employees when developing a service. It is evident that internal conflicts that might 

arise in companies, which attempt to become greener, might imply a need of a restraint 

of certain actions or behaviors. Training accompanied with communication is argued by 

Grönroos (2007) to enable organizations to develop a holistic service strategy. Our 

findings support this reasoning as the importance of internal marketing is stressed in 

relation to environmental awareness creation and green values promotion. Further, 

Grönroos (2007) argues that good practice among service providers could consequently 

contribute with more sustainable services. This is confirmed by Svensson and 

Respondent X, whom suggest that managers and employees must act like role models 

and demonstrate best practice to customers and other organizations in order to achieve 

green improvements. Moreover, Zeithaml et al. (2013) explains that service 

development can be accomplished in different ways, from smaller changes to 

innovations. Our empirical findings demonstrate the sector to currently focusing on 

growth as explained by Sugiyama and Respondent X, which is agreed among the 

respondents to negatively affect the environment. Service developments in the sector 

can therefore be identified as modest changes in order to achieve growth, apart from 

Menorias, who explains the municipality´s attempt to develop a greener sector by 

introducing larger modifications such as environmental fees in order to protect the 

environment. Moreover, the respondents agree on that there is a need for more green 

service development, but the main obstacle in developing greener organizations is the 

cost burden. Yet, the respondents define the process as a necessary investment for the 

future. The process of becoming greener could consequently decrease the cost burden if 

made constant and gradual as advised by Cocca and Granz (2015). Further, Respondent 

X and Horn identifies lack of motivation and knowledge as other obstacle in the 

greening process.  
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Furthermore, value is described by Grönroos (2007), as perceived by a consumer in 

interaction with service providers and when consuming or making use of a service or 

product. Brodie (2009) argues that organizations must be able to deliver experiences 

that convey with customers’ expectations in order to deliver value. Horn, Wallace and 

Benders argue that additional service delivered to the customer before; during and after 

dive experiences will increase customer value. Furthermore, Sugiyama highlights in 

accordance with Brodie (2009) that it is essential for dive centers to create experiences 

that fulfill the objectives of the customer meanwhile Sugiyama identifies a dilemma of 

finding a balance between customers’ objectives and appropriate manner in order to 

protect the environment.  

 

Jensen and Prebensen (2015) argue that interaction and building relationships can be 

key factors in achieving customer value and satisfaction. Grönroos (2007) explains that 

customer satisfaction and value can be created from relationships built upon security 

and service quality and result in a development of trust. Horn and Wallace highlight the 

safety aspect as an important issue in dive experiences as it can increase the level of 

trust and customer value, but also if not being taken serious negatively affects the 

experience. Furthermore, Wallace and Reed explain that customer value at Buzzz Dive 

Shop and at Evolution is created through personal interaction and building customer 

relationships. Consequently as argued by Kotler (2013) when organizations create 

customer value they also create satisfied customers, who remain loyal.  

 

Grönroos further (2007) argues that value creation and customer participation are 

essential processes, as customers are inevitably becoming both co-producers and co-

creators of their own value creation in the service process. Moreover, the degree of 

customer involvement and satisfaction is according to Zeithaml et al. (2013) dependent 

on the individual organization’s ability to empower customers to become active. The 

empirical findings demonstrate customer participation as an important element, and 

Zafra confirms this by describing that customers are invited to influence their dive 

experience according to their preferences. Further, Sugiyama explains that customers 

are invited to participate in green activities like coral planting and beach cleaning at Fun 

Divers. In contrast, Reed and Gauss describe that the degree of divers’ participation is 

decreasing in the service process and it can therefore, as argued by Jensen and 

Prebensen (2015) be described that customer participation to a large extent varies 



  
 

51 

depending on organizations ability and motivation. Furthermore, Horn argues that 

through a limitation of participating customers the dive center decreases potential 

negative effects and eases the interaction between employees and customers. This is in 

accordance to what Kotler (2013) identifies as a supplementary effect that customers 

might have on other customers. Moreover, Grönroos (2007) and Peattie and Charter 

(2003) explain that the growth of internet has provided customer with possibilities to 

easily share information. Our findings highlight the importance of word-of-mouth and 

online interaction, where customers both positively and negatively can affect the 

experience of others. Thus, Zeithaml et al. (2013) state that the crucial part in value 

creation is for organizations to know when and where to involve customers in the 

process.  

 

To summarize, internal marketing could be an appropriate approach in order to develop 

greener services since green initiatives and strategies needs to be presented and 

understood in order to create a long-term involvement in green issues. Moreover, it is 

clear that interaction and relationships are significant aspects in order to create customer 

value in the dive tourism sector. Thus, organizations should engage in delivering 

superior value for customers as argued by for example an integration of safety, 

interaction and environmental causes. It can also be argued that organizations should 

actively invite customers to voluntarily participate in activities like coral planting or 

beach cleaning to a larger extent, as it could be an exceptional opportunity to create 

value both for customers and for the environment. 

 

5.2 Green marketing strategies 
Before applying green marketing strategies, firms initially have to acknowledge 

individual circumstances (Cocca & Granz 2015; Ginsberg & Bloom 2004; Peattie & 

Charter 2003) and the strategies should be directly connected to the firm’s 

environmental planning and policy formulation (Charter 1992). Ginsberg and Bloom 

(2004) categorize four common green marketing strategies through ‘the green marketing 

strategy mix’ of lean greens, defensive greens, shaded greens and extreme greens. From 

the empirical data that has been gathered, it is apparent that there are similes between 

the green marketing mix and the respondents’ environmental strategies. Zafra, Gauss 

and Benders could be identified as what Ginsberg and Bloom (2004) refer to as lean 

greens due to their less accurate attitudes towards green initiatives and their view of 
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green segments as non-profitable. Furthermore, Respondent X emphasizes genuine 

green initiatives as a response to legislation and occasionally promotes green issues and 

low-cost promotion which could be argued to be positioned somewhere in between a 

lean green and defensive green approach. Moreover, shaded greens are according to 

Ginsberg and Bloom (2004) investing in environmentally friendly activities but mainly 

not promoting them as their primary attribute which resembles the effort undertaken by 

Sugiyama, Horn and Reed. The three last mentioned respondents’ approaches also 

indicate that they partially apply to the characteristics of the extreme greens, as they 

integrate their green concern with corporate values and driving forces in the service 

development. Thus, the majority of the respondents can be found in the green marketing 

mix and in accordance to Ginsberg and Bloom (2004) the approaches vary due to 

individual circumstances.  

 

Cocca and Granz (2015) argue that green services either are ‘green services’ or ‘green 

by services’ types. According to our findings it is apparent that Svensson and the dive 

centers exclusively offer green services whilst Menorias’ role at the municipality 

involves supporting actors in the process of becoming greener. Furthermore, Cocca and 

Granz (2015) present a matrix of absolute and relative green strategies. The empirical 

data provided by the respondents indicates that there is an extensive usage of 

environmental user fees at dive sites, which are in accordance to the absolute 

compensation strategy. The respondents mention that the fee payments are aimed to 

finance investments for environmental recovery, which relates to Cocca and Granz’s 

(2015) description of compensating actions in order to counterbalance emission and 

damages. The empirical findings indicate that coral planting and rehabilitation are 

increasingly utilized compensation strategies in the dive tourism sector. The majority of 

the respondents further explain that they are suspicious to where the fees eventually end 

up. However, Cocca and Granz (2015) argue that the replacement strategy implies the 

replacing of physical assets by services which Benders demonstrates through PADI’s 

introduction of online education with online manuals in order to substitute physical 

books. Furthermore, enabler and advisory strategies which Cocca and Granz (2015) 

refer to as supporting and knowledge-intensive services can be partly identified through 

Menorias supportive role through the local government unit. 
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Barker and Roberts (2008) argue that ecological carrying capacity refers to a limitation 

of individuals in certain areas in order to conserve the environment. The regulating tool 

will reduce and minimize both the amount of visitors and the amount of damage. This 

corresponds to Menorias’ description regarding the recent implementation of restricted 

access to dive sites through reservation systems and exclusion of non-certified divers. 

Further, the respondent demonstrates estimations of coral damage, which will decrease 

due to the restriction of maximum 300 dives, although Menorias mentions that divers 

are not contributing to the majority of the damages. However, Peattie (1995) argues that 

the strategy often is experienced as a hard management approach which van Treeck and 

Eisinger (2008) argue will harm the actors who are financially dependent on them. This 

correlates to what Zafra mentions as occasions when firms experience unhappy 

customers due to fully booked dive sites. However, the majority of the respondents are 

positive to the limits and Horn highlights advantages with a reduced amount of divers to 

be increased safety and more genuine experiences which correspond to what Peattie 

(1995) argues to be the improving of experiences that the carrying capacity carries. 

Despite the negative impacts hard restrictions and limits may have, the ecological 

carrying capacity can be adopted in order to control the, according to Respondent X, 

rapid growth in the dive tourism sector. Our findings support that the implementation of 

limits in especially sensitive areas, as recommended by Barker and Roberts (2008), will 

reduce future damage and increase customers’ experiences underwater (Peattie 1995).  

 

To summarize, it can be argued that greenness can appear in several shades amongst 

actors in the sector and that the green image of the dive tourism sector will naturally be 

affected by firms’ individual choices of green marketing strategies. However, it is 

evident that the introduction of greenness in the dive tourism sector indicates an 

introduction of compensation strategies, which evidently affect both firms and 

customers within it. Moreover, it can be argued that the doubtfulness in relation to 

regulations regarding financial means is unavoidable, but can be reduced through clear 

reasoning and displaying of investments.  

 

5.3 Green branding 
Russo (2010) describes that green brands can be divided into three categories depending 

on the organizations’ level of greenness. Our empirical findings demonstrate that 

Evolution is the only dive operator that can be associated to brand with greening as a 

core as the dive center actively works with greening their brand and the whole 
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organization is further symbolized by green initiatives. Dive center Y, Fun Divers, 

Buzzz dive shop and Devocean have greening integrated in their core through active 

engagement in green causes, although several activities at the dive centers are 

symbolized by green initiatives. Moreover, SeaQuest and Sun Divers can be portrayed 

as brands with green values in their guarantee, which can be related to more basic 

initiatives taken in order to protect the environment. Consequently, the reason why only 

Evolution fits in the first category of brands with greening as core can be explained by 

Danciu (2015) who argues that the branding process should be seen as extensive and a 

long-term approach.   

 

Further, Russo (2010) argues that the significant part of green branding is to develop a 

believable communication that integrates all the green concerns of an organization. Fill 

(2011) states that there are three categories of influences affecting an organization’s 

marketing communication. First, the internal influences which can be identified as the 

communication, activities and culture within an organization. Our empirical findings 

demonstrate internal communication as essential for green development. Respondent X, 

Sugiyama and Benders argue that education of employees regarding environmental 

issues is essential and required in order to successfully communicate green initiatives. 

Second, the market influences can be recognized as influences from customers, the 

competition and market trends (Fill 2011). The empirical findings determine that the 

market is characterized by a competition based on prices. However, Respondent X, 

Sugiyama, Horn and Wallace identify market trends of an increased demand among 

customers regarding more environmental friendly organizations, which could influence 

the communication towards greener messages. Hu and Wall (2005) emphasize that 

environmental market influences can enhance the competitiveness as it applies to the 

customer interest of environmental satisfaction. Finally, Fill (2011) explains the 

external influences to be identified as uncontrollable political, economic and 

environment forces. These influences are described by Menorias who explains that 

initiatives from municipality regarding ordinances and environmental fees, to affect the 

sector in a green transformation. Additionally, Fill (2011) argues that communication 

messages can have two approaches; informational with a focus on facts or 

transformational with a focus on emotions. The empirical findings demonstrate 

examples of both approaches through statistical facts and emotional messages 

concerning extinctions of marine species.   
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Theory further highlights that certifications and labels serve as promotional devices for 

service providers whilst helping customers to identify ecological alternatives (Peattie & 

Charter 2003). Wasik (1996) further states that green labelling provides credibility to 

communication by enrolling a third part such as environmental groups or international 

organizations. This is confirmed by Reed and Benders, who explain certifications and 

eco labels as favorable tools when communicating green performances in the marketing 

process. Menorias and Reed further explain that there is a wide range of environmental 

NGOs that accredit dive center with environmental labels. The majority of respondents 

are members of GreenFins and PADI AWARE, and their memberships are 

demonstrated through certificates, labels and flags in the dive shops and websites. 

Furthermore, Garg (2015) highlights that certified organizations need to inform their 

customers about the reasoning behind green performances, as it can be beneficial. Zafra, 

Gauss, Wallace and Benders mention that they are positive to their membership in 

environmental groups, as they consider it to be appreciated by their customers. Further, 

Reed describes that the certifications contribute with education and future 

recommendations of organizational development. Moreover, Menorias, Reed and 

Sugiyama highlight that the labels’ environmental measurement makes organizations 

greener. Horn, on the other hand is partially critical to the use of labels due to its 

generous distributions and lack of checkups. Further, the use of green labels is discussed 

by Sugiyama to sometimes be misused as some members have other intentions than to 

protect the environment.  

 

Furthermore, theory explains that if customers perceive a gap between organizations 

actions and the externally communication it could negatively affect the image (Fraj et 

al. 2011). Menorias and Wallace explain that the previous stated behavior can result in 

negative attitudes and image towards organizations and the entire sector. Moreover, 

Gummesson (2008) argues that some organizations are using labels for profit-making 

purpose. This can be referred to as green washing where non-legitimated claims are 

used to simply taking advantages of consumers’ green concerns (Carlson et al. 1996).  

Further, Respondent X and Sugiyama consider green washing to be an issue in the dive 

tourism sector, whilst Benders on the contrary states that there are no tendencies of 

misleading marketing. Moreover, Peattie and Charter (2003) state that poor and 

misleading green initiatives evidently result in massive competitive disadvantage. To 
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avoid this, Horn explains that Fun Divers carefully select partners with a certain level of 

environmental standards. 

 

To summarize it can therefore be argued that there are opportunities for organizations to 

develop a greener communication according to the identified external and market 

influences, which allows integrating green messages into the marketing communication. 

Additionally, it can be argued that it would be appropriate for organizations to focus the 

green messages on clear and relevant issues with correlating informational and 

transformational approaches. Moreover, green labelling can be argued to be a good 

initiative for organizations with an interest to actively work with green issues. Green 

labelling could certainly help organizations in greening their brands. Hence, the misuse 

of labelling is a critical factor, but for those customers who have an environmentally 

interest, it will be evident if an organization do not compile with environmental 

standards. 

 

5.4 Green segmentation 
Keller (2008) argues that geographic and demographic variables are some of the 

common basis of segmentation. Moreover, Grönroos (2007) adds that it is important for 

firms to not have counteracting target groups that are not suitable together. According to 

our empirical findings it is apparent that the sector is targeting large segments deriving 

from several diverse nations and cultures. Menorias, Sugiyama and Respondent X 

highlight the variation in environmental concern and suitable manners among customers 

originating from different cultures. Further, Sugiyama argues that customers from 

developing countries demonstrate a less environmental concern and attitude. Further, 

the findings present a great variation of consumer characteristics and the majority of the 

respondents mention that they are experiencing an increasing green concern among 

consumers. This could be identified as the direct segment of general consumers on the 

total green market in accordance with Mintu-Wimsatt and Bradford (1995). Zafra, 

Gauss and Benders on the other hand, argue that consumers are still mainly focusing on 

seeking low prices and lucrative promotions which correlates to what Clifton and Buss 

(1992) and Ginsberg and Bloom (2004) describe to be the common issue of consumers 

putting economic concerns before environmental concerns. Reed additionally mentions 

that divers are in general between the ages of 30 to 60 with a stable financial income. 

The cost burdens arising from a green development could be reduced by higher prices 

which consumers, according to Ginsberg and Bloom (2004), are prepared to accept. 
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Therefore, there is a possibility that there is a larger likeliness that divers are less price 

sensitive and should more likely be willing to pay more for environmental friendly 

alternatives. Moreover, Horn mentions that travel agencies and resorts are showing an 

increased interest in collaborations with dive centers that are environmental friendly 

which demonstrates Mintu-Wimsatt and Bradford’s (1995) argument of private 

industries as profitable green segments for firms offering green products or services. 

 

Ginsberg and Bloom (2004) suggest that green consumers can be divided in to different 

shades of green. According to collected empirical data there is an ongoing change to 

more informed and concerned customers. Horn further mentions that those tendencies 

are visible through customers’ questions regarding environmental concerns, their 

evaluation of dive centers in advance and their involvement in cleaning activities and 

coral planting. Moreover, Respondent X, Sugiyama and Wallace argue that the 

increasing green concern is mostly noticed by consumers’ behavior underwater. 

Therefore, the consumers in the dive sector are suggested to correspond to some of the 

green shaded consumers that are presented by Ginsberg and Bloom (2004). Although 

the differences between the several shades of green could be experienced as slightly 

blurred, divers could be experienced to show similarities to greenback greens, sprouts 

and grousers according to data derived from the respondents. The greenback greens are 

the divers that actually consider green alternatives before a purchase while sprouts are 

aware of green issues but rarely spend more for green services. Grousers on the other 

hand, are the divers described by Zafra, Gauss and Benders as less environmental 

concerned walk-ins that are majorly hunting the lowest prices or the most profitable 

promotions. However, Wallace forecasts an increase of high environmentally concerned 

true blue greens in the future meanwhile basic browns are uncommon due to the natural 

engagement in the environment that diving postulates. Finally, Mintu-Wimsatt and 

Bradford (1995) argue that firms need to perform thorough identifications of suitable 

segments whilst developing in-depth understandings of markets and trends. According 

to our findings it is visible that there is a lack of actors’ deeper understanding for target 

groups and individual customers’ demands. The respondents are mostly focusing on 

geographic and demographic variables whilst Wallace additionally mentions that 

everyone is welcome. 
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To summarize, in accordance to our theoretical framework it can be argued that there 

are several counteracting segments within the sector, which might affect individuals’ 

experiences destructively, which consequently could result in negative attitudes towards 

both brands and the sector in a certain area. To conclude it could be argued that dive 

centers need to develop a greater insight of segments variables in order to see how green 

initiatives can be implemented in mutual agreement with customers, how different 

segments can match together and which green causes that are accurate for certain target 

groups.    

 

5.5 Green positioning 

Keller (2008) argues that a brand’s positioning is essential to clarify the brand identity 

and the marketing strategies. The positioning differentiates brands among competitors 

and facilitates customers to identify brands with desired benefits. This is confirmed by 

Horn who argues that it is important to communicate the dive centers’ uniqueness and 

qualities. Furthermore, Kapferer (2012) argues that when a firm has chosen its position 

it will become the basis of the customers’ satisfaction. According to our findings it is 

apparent that the respondents mainly describe competitive advantages on the market to 

regard low prices or high quality. Sugiyama, Horn and Reed are co-owners at dive 

centers which position themselves as environmental friendly operators and stress the 

importance of communicating green efforts while actually performing them. This is in 

accordance to Kapferer’s (2012) description of assuming implications and fulfilling 

promises and Peattie’s (1995) argument of a need to co-ordinate production and 

environmental brand values. Furthermore, Chen (2010) suggests that green marketing is 

a way for brands to position themselves as green and gain competitive advantages. The 

majority of the respondents mention that they perceive opportunities for dive centers to 

position themselves as green due to customers increasing environmental concern whilst 

Zafra and Gauss argue that the green market is not profitable enough. Bender further 

argues that becoming green is a complex process, which requires financial funds and 

organizational change. Thus, the collected data corresponds to Chen’s (2010) argument 

of that environmental services could offer unique benefits to suitable segments and 

differentiate brands and services from those of competitors.  

 

Peattie (1995) argues that environmental issues are complex without any flawless 

solutions and that customers tend to be uninformed of environmental causes. This 
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reasoning is partly supported by our empirical findings through the various approaches 

towards environmental causes whilst Horn argues that customers are becoming 

increasingly informed. Peattie (1995) further argues that the explosion of green 

alternatives hampers firms unique positioning and leaves consumers confused. This 

corresponds to what Reed mentions to be the widespread use of the identical ecolabels 

in the sector, such as GreenFins and PADI AWARE, which consequently might result 

in a similar approach towards environmental issues among actors. Furthermore, Peattie 

(1995) argues that firms will gain commercial confidence and consumer trust by 

communicating their green concern. Although, consumers needs to be convinced of the 

actual reasons behind the green marketing in order to avoid being accused for green 

washing. This can be related to what Sugiyama mentions regarding the importance of 

safety and trust in an adventurous activity such as SCUBA diving. Furthermore, 

Menorias highlights that due to new entry regulations it will become more difficult for 

actors to focus on ‘how much’ they can deliver and to ‘how many’. This can result in 

greater opportunities for specific markets where marketers can achieve a leading edge 

through a green niche (Mintu-Wimsatt & Bradford 1995).  

 

To summarize it can be argued that dive centers might struggle in the transformation of 

becoming green, as the basis of customers’ satisfaction previously has been focused on 

low prices and promotions. Moreover, one respondent argues that the market conditions 

will change and the dive centers, which are environmental friendly and do put an effort 

into environmental causes, should take the opportunity to position them as a greener 

choice. The respondents’ different opinions concerning a green positioning could 

probably be due to short-term financial issues, and therefore it is suggested that actors 

should consider controlling a green approach gradually through a long-term perspective. 
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6 Conclusion 
The following chapter will present our answers to the purposes and research question 

of the study, which are derived from the analysis in the previous chapter. Furthermore, 

the chapter includes theoretical and practical implications. To conclude, the final part 

of this chapter will present limitations and give suggestions for future research. 

 

6.1 Answering purposes and research question 
In a world occupied with global issues such as overconsumption and pollution, there is a 

steady growth of a more environmental concerned population. The realization of human 

destructive activities has resulted in a greater willingness of firms and consumers to 

apply a greener approach to production and consumption. As globalization is creating 

more complex and turbulent business environments, it is crucial for the service sectors 

and the brands within it to adjust suitable green marketing strategies for various 

segments. Previous research demonstrates that green marketing commonly has been 

conducted with the focus on the area of products and hence left research in relation to 

the greenness of services (Fuentes 2015; Olsen et al. 2014) and specifically adventure 

tourism, relatively unexplored (Hudson & Miller 2003; Kent et al. 2012). Our research 

has therefore aimed to answer the following research question:  

 

How does green marketing affect adventure tourism? 

 

In order to answer the research question our purpose has been to attain a deeper 

understanding of the business philosophy in the dive tourism sector by analyzing and 

clarifying green marketing in relation to: 

 service development and green marketing strategies (subsidiary aim 1) 

 branding, segmentation and positioning (subsidiary aim 2) 

 

6.1.1 Tendencies derived from analysis 

Through our analysis we have identified several tendencies deriving from respondents 

in the empirical findings and our theoretical framework. It is important to underline that 

these tendencies are no definitive general conclusions due to study´s qualitative 

approach. We have identified the following tendencies:  

 

Dependency on natural resources: Throughout our study the dive tourism’s obvious 

dependency on the marine environment and its aquatic life has been constantly repeated. 
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Our respondents have highlighted the importance of green initiatives in order to secure 

the dive tourism’s future attractiveness. Thus, we identify that the dive tourism sector 

ought to be more involved in responsible environmental behavior. 

  

Unavoidable necessity: The respondents that have participated in this study argue that 

the sector is in need of a green approach and that there is a steady growth of 

environmental concerned customers. Further, our theoretical framework has initiated 

that green marketing will become a powerful marketing tool in the future and needed, as 

mentioned above, in order to secure the aquatic life.  

 

Financial factors: The respondents argue that they hesitate to develop green services 

and initiatives due to financial requirements that consequently will be needed in order to 

successfully become greener. From our analysis it is evident that the development of 

green initiatives will consequently not only increase the costs for organizations, but it 

will also affect customers, as green services will likely become more expensive. 

 

Green labelling: It has emerged in our study that green labelling is a growing 

phenomenon and the majority of our respondents are certified with green labels. 

Moreover, our empirical findings demonstrate that actors are positive to the use of green 

labels as it is appreciated among customers. Previous research has also demonstrated 

that green labels are favorable tools in the communication of green values. 

 

Green washing: In our study it has appeared that there is a downside of green 

marketing, through the abuse of the growing green concern. The respondents explain 

that there are signs of green washing due to some actors’ use of green labels as 

misleading marketing or actors who are communicating green initiatives with other 

intentions then protecting the environment. 

 

6.1.2 Subsidiary aim 1: service development and green marketing strategies  

We have found the possibility of that service development is a process that needs to 

start internal and should focus on integrating green values and customers involvement. 

The literature review demonstrates that internal marketing can be employed as an 

approach in order to develop services, which corresponds to our findings implying that 

service development needs to start internally with education and establishment of 

positive attitudes towards greener development (Grönroos 2007). Thus, organizations 
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that successfully create internal sustainable values and attitudes will gain competitive 

advantages including customer trust through the communication of green messages. 

Further, previous research highlights the importance of customer participation and its 

contribution to value creation (Kotler 2013). Despite that the empirical findings display 

tendencies of organizations’ lack of engagement in customer participation we argue that 

its importance should not be undermined, as it could contribute with additional value 

and satisfaction. However, interactions and relationships are identified as necessary 

aspects in order to create customer value as demonstrated by both theory and empirical 

findings. Due to the physical distance to the sector’s international customers, it could be 

difficult for actors to build long-term customer relationships. Further, the empirical 

findings demonstrate that shifting focus and developing quality service instead of 

quantitative expanding is needed. Moreover, increased customer participation, which 

involves environmental initiatives, could affect the dive tourism sector by a greater and 

more widespread environmental awareness. However, we argue that these efforts needs 

to start internal, as it sometimes seems that issues of turning green is often related to 

lack of motivation and knowledge within organizations. 

 

We have identified that the green marketing strategies in the literature often can provide 

a sound foundation for a greener approach within the dive tourism sector, although the 

strategies need to be customized in order to fit each specific actor (Ginsberg & Bloom 

2004). We have further identified that the range of greenness can appear in several 

different shades among respondents and therefore we argue that individual conditions 

will determine which green marketing strategy that is suitable. Furthermore, it can be 

concluded that green marketing most likely will result in an increasing development of 

replacement and compensation strategies. The replacement strategies are evidently 

increasing in the sector, not only due to an increased environmental concern but also 

due to the rapid technological development. Replacement strategies that are becoming 

more common in the sector are online education options and fixed buoys. The 

compensation strategies that are evident and marketed in the sector are for example the 

environmental fees and coral planting at dive sites in marine sanctuaries. Moreover, our 

empirical findings have shown that the ecological carrying capacity seems to be 

unavoidable when adopting a green approach and especially due to the rapid growth in 

the sector that the respondents describe. The carrying capacity will further involve 

limitations of divers and will imply both negative and positive effects. The restrictions 
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will reduce the damage of aquatic life at dive sites and further reduce the number of 

participants, which might result in that the sites will become more exclusive and 

attractive in the eye of the customer. On the other hand, some respondents have 

highlighted the dissatisfaction that may rise from the occurrences of full booked dive 

sites, and thus affect images and entail that customers will purchase a less green service 

due to its availability.  

 
6.1.3 Subsidiary aim 2: branding, segmentation and positioning  

Throughout our study has emerged that sustainability can be a powerful tool when 

promoting a brand. Thus, in our findings we have found the possibility of that green 

marketing can exert a strong differentiation effect brands whilst communicate safety 

and trust in the dive tourism sector. Additionally, the implementation of greenness into 

an organization would simplify the ability to communicate both informational and 

transformational values (Fill 2011). Our literature review demonstrates that 

organizations should implement green core values whilst our respondents explain that 

the obstacle in the implementation of green strategies is cost related. Thus, a long-term 

approach with aims to reach future benefits which involves the entire organization needs 

to be applied among actors. We argue that green branding is an achievable but extensive 

process, which requires complete attention and honesty in order to avoid being accused 

of green washing. Furthermore, market influences and external influences will 

constantly affect communication and we found that internal influences can be essential 

in order to unify an environmental friendliness throughout the organization. From our 

findings it is also evident that green branding can benefit from the use of ecolabels and 

certifications. Green labelling could additionally be seen as a favorable tool and could 

be used in both marketing purposes and in the greening of brands. On the contrary, the 

misuse of green labelling is a critical factor, which can be revealed through misleading 

marketing, or as noticed by certain respondents used by members with other intentions 

than to protect the environment. Despite the risk for green washing, we argue that the 

positive effects of green labelling are to expose and highlight green issues and 

initiatives. 

 

In accordance to our theoretical framework and empirical findings it has emerged that 

there is an evident increase of environmentally concerned customers. These growing 

segments differ, according to the respondents, mostly due to demographic and 

geographic variables. Additionally, it is apparent through our respondents that divers are 
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becoming more informed and involved concerning green service purchases. Through 

the respondents’ descriptions of segments consumers can be identified through some of 

the different shades of green presented by Ginsberg and Bloom (2004). Although the 

segments carry similar characteristics, the respondents mention the disadvantages of 

counteracting segments which consequently affect customers’ experiences. We have 

also identified that the price sensitiveness appears to be lower amongst divers due to 

their age and financial income; therefore divers might be more likely to accept to pay a 

higher price for a green service. Finally, in our study it has emerged that managers and 

marketers might need to develop a deeper insight of their target groups and potential 

segments in order to implement green initiatives in a mutual agreement with costumers. 

 

Furthermore, we have found the possibility of that dive centers that do not presently 

position themselves as green will struggle when applying a green approach as it might 

affect the consumers’ basis of satisfaction. Our findings show that the positioning could 

be affected by a green transformation as it usually involves changes which are 

experienced as confusing to the current target groups, for example by increased prices 

or introduced policies. Moreover, due to higher entry levels and stricter legislation the 

market conditions in the sector will change which implies that existing actors can have a 

greater opportunity to embrace a greener position. We further have found the possibility 

of that respondents’ uncertainness to a greener approach is due to financial aspects and 

short-term perspectives. Moreover, it is apparent in our analysis that an increased usage 

of ecolabels implies that greener actors will adapt to similar green standards; therefore 

we argue that firms could adapt and embrace the greenness without abandoning their 

unique core values that differentiate them from competitors. 

 
6.1.4 Research question: how does green marketing affect adventure tourism? 

This thesis aims to investigate green marketing in the context of dive tourism in order to 

grasp an understanding of the business philosophy in the wider phenomenon of 

adventure tourism, which will be further elaborated below. During the sequence of this 

study we have in accordance to the theoretical framework and empirical findings 

identified that green marketing affects dive tourism in several ways. First of all, it can 

be asserted that green marketing involves that actors within the sector need to adopt a 

green approach which permeate the communication and service offerings. Thereafter, 

the communication is required to be honest and trustworthy in order for the sector to 

mediate trust and safety. We have also found that green marketing commonly involves 
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the usage of green labelling and similar eco certifications, which according to our 

respondents have positive affects for the majority of the stakeholders in the sector. 

However, it has emerged that the use of green marketing also can result in negative 

effects for the dive tourism sector, in shape of green washing which implies that actors 

abuse the environmental concern in a misleading and dishonest way to attract 

customers. Moreover, the implementation of green initiatives could entail a 

development of green marketing strategies such as replacement strategies, compensation 

strategies and carrying capacity. Finally, this study has identified that green marketing 

can offer opportunities for organizations to positioning themselves as green, especially 

due to the evidently growing global concern for the environment.       

 

We have throughout this study found how green marketing can affect dive tourism and 

we further argue that the results are applicable in other categories of adventure tourism. 

Due to the common features among the several categories of adventure tourism we 

argue that green marketing will affect other categories such as snow, river, wildlife, 

nature and other marine activities (Beedie 2010). Lipscombe (2007) further argues that 

adventure tourism is associated to challenges, beating the odds and safety risks which 

correspond to the respondents’ description of dive activities. One respondent argues that 

diving is similar to other adventurous activities and further compares diving to skiing 

due to the comprehensive need of equipment and the dependency of locations and 

seasons. We have further identified that the categories are characterized by common 

features such as the dependency on natural resources, safety issues and customer 

participation through physical activity. Thus, we argue that the identified tendencies and 

the results that are found in this study could be applicable in other sectors and categories 

and have some resembling effects on the majority of the adventure tourism categories.  

 

Furthermore, we have noted that the financial gain can be what naturally causes firms to 

consider greener initiatives, and not the dream to be green. Despite cases of green 

washing, we discuss that green initiatives which contributes to secure environmental 

health regardless underlying intentions are better than no efforts at all. Therefore, we 

argue that perhaps the reasons for turning green are not the most important issue when it 

comes to achieve a sustainable business development.  
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6.2 Theoretical implications 
Research concerning green marketing in relation to dive tourism has been close to non-

existent. Thus, we have identified a research gap and throughout this study the aim has 

been to contribute in filling that theoretical gap, concerning how green marketing 

affects the adventure tourism sector and especially the dive tourism sector. This gap is 

both relevant and interesting to address considering that the dive tourism sector is in 

need of environmental strategies in order to become sustainable (Swarbrooke et al. 

2003). Furthermore, this thesis contributes to enhance the understanding of green 

marketing effects in the dive tourism sector, aiming to gain competitive advantage 

through the creation of customer value and participation in green initiatives. The 

outcome of this thesis has demonstrated that an understanding of green issues and the 

implementation of green thinking can have a beneficial impact on a firm’s brand and 

image. Moreover, it could help organizations in the adventure tourism industry to 

develop greener initiatives and use them as competitive advantages.  

 

Hence, these findings contribute according to us, with a deeper understanding on the 

subject of green marketing in a dive tourism perspective. These implications can be seen 

as contributions to the adventure tourism sector and should be further researched. 

Finally, our findings correspond with previous research in other categories of adventure 

tourism, which consequently supports the theory of green marketing in the dive tourism 

sector. We hope that this can inspire to further research on green marketing and its 

effects on other categories within the adventure tourism industry. 

 

6.3 Managerial implications and recommendations 

From a managerial perspective, this research can serve as a guideline in order to gain a 

deeper understanding of some of the essential aspects of green marketing and how the 

business philosophy can be implemented in the dive tourism sector. Moreover, our 

findings demonstrate that actors are relatively unaware of how green marketing does 

affect the sector and the actors within it. Therefore, it is apparent that the effects of 

green marketing are underestimated among respondents. Hence, an understanding of the 

concept could enhance the entire sector’s performances as it could facilitate 

implementations of green strategies and service development. We also argue that a 

deeper understanding of diver’s effects on the aquatic world, which the sector is 

evidently dependent on, possibly could together with the increased environmental 

concern in the society become essential for future business. 
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Furthermore, through our empirical findings it is evident that there is an increase of a 

green concern in the dive tourism sector. The majority of the respondents are describing 

that several segments’ behavior is changing, as customers are beginning to perceive 

green alternatives as more important and valuable. Therefore, the spotting of new trends 

and the adapting to suitable business strategies in order to fulfill the rising green 

demand could be seen as necessary. We further recommend that in order to approach a 

greener development, sectors should establish a deeper understanding of the green 

markets and target groups. To conclude, we recommend organizations to consider the 

process of becoming greener as a gradual, long-term investment process, which will 

contribute to environmental health and competitive advantage in the dive and adventure 

tourism sector. 

 

6.4 Suggestions for future research 
There are numerous suggestions for future research on the growing business philosophy 

green marketing. During our study, we have distinguished a number of relevant topics 

that may be of interest in adventure tourism and contribute in filling the identified 

research gap. Therefore, we suggest that it would be of interest to research how green 

marketing affects other categories of adventure tourism such as the categories of snow, 

river, wildlife, nature and other marine activities, in order to see how consistent the 

effects are. Furthermore, in order to strengthen the empirical findings, we are interested 

in understanding how research based on samples of customers and their experiences of 

the dive tourism sector’s green marketing would appear. Finally, the research could also 

be extended to other countries in order to make further comparisons on a wider scale of 

effects of green marketing, in for instance, developed countries.   
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Appendices 

Appendix A Interview guide 

1. Please, introduce yourself and describe your role and experience in the dive 

tourism sector. 

2. Please, describe the development and the competition in the sector in the area 

(local, regional, national). 

3. What do you believe is characteristic for the sector, and how does it differ from 

other tourism sectors?  

4. What networks, relations or supporting collaborations are relevant for the 

sector? 

5. Please, describe the target group of the sector. 

6. Please, describe how the customer is involved, before-during-after, in your 

organization’s service process? 

7. How does the organization deliver customer value? 

8. How does the sector communicate with its customers and potential customers? 

9. Are there signs of more environmental concerned customer? 

10. How does the sector work with green/environmental issues at the moment? 

11. How are green issues or/and environmental friendly performances 

communicated and promoted to stakeholders? 

12. How can the sector incorporate green/environmental strategies and how can they 

be put into use? 

13. Do you consider green/environmental efforts will lead to increased profitability 

or cost burdens? 

14. Which obstacles do you see in the process of turning organizations into more 

green/environmental friendly? 

15. Are there more benefits of becoming more green/environmental friendly, than 

environmental benefits?  

16. In your opinion, how do customers view green organizations and how important 

is it to be green to them? 

17. How does the sector educate employees and customer about environmental 

issues/efforts? 

18. Is it common with organizations that are certified or accredited in accordance to 

environmental standards through different labels?  
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19. What advantages and disadvantages can you see with the use of environmental 

labels? 

20. Do you see any tendencies of an exploiting of labels and misleading marketing?  

21. How common are collaboration with intermediaries and environmental groups in 

the sector and do they demand environmental friendly performances? 

22. Do you see any room for a green niche in the dive tourism sector? 

23. What future prospects do you see for the future and what kind of green 

development do you suggest? 

 


