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Abstract: The objective of this research was to explore the influence of demarketing strategies on rationalization of
household food waste “HFW” in the Gaza Strip “GS”, Palestine. More specifically, this paper concentrated on better
understanding of the nature and meaning of demarketing, as well as identifying the factors that drive demarketing and develop
a HFW demarketing model. To gather primary data, an empirical research was conducted with 326 questionnaires from the
Palestinian citizens in the GS. The findings indicate that there is a relationship between independent variables (product, price,
place, and promotion) and the dependent variable (the customer’s behavioral intention towards rationalization of HFW) for
a number of reasons that were investigated during the research. The paper then concluded with recommendations for future
academic studies and policymakers in Palestine.
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1 Introduction

Food waste is currently seen as an environmental, social, and ethical concern. The 2030 Agenda for Sustainable Development
demonstrates a growing worldwide understanding of the issue. The Sustainable Development Goals target 12.3 aims for
decreasing global per capita food waste at retail and consumer levels by 2030, as well as minimizing food losses along the
production and supply chains. It is the outcome of Western civilizations' transition from scarcity to affluence [1,2]. According
to the Food and Agriculture Organization of the United Nations [3], over 1.3 billion tons of food produced for human use
each year is lost or squandered. Food waste costs the world $1 trillion each year. Meanwhile, out of 7.5 billion people on the
earth, 795 million are hungry, implying that one out of every nine individuals suffers from chronic malnutrition [4].

The Gaza Strip (GS) is experiencing an environmental and human health dilemma as a result of inadequate waste management
in general and home organic content in particular [5]. Because organic material accounts for roughly 52 percent of the total
waste stream, it is prioritized. In the GS, HFW makes about 31.84 percent of total municipal solid garbage. The second form
of garbage is not dealt with in a sustainable manner and is treated as a component of the overall municipal solid waste
generated in the GS. It is obvious that if HWF is not effectively managed, it will have negative social, economic, and
environmental consequences. According to previous studies, consumer behavior and perception have a considerable impact
on the quantity of HFW created [6,7,8].

Although marketing is a common business approach, 'demarketing' is a less well-known concept for discouraging people
from using or purchasing particular products, either because they are harmful or because demand exceeds supply [9]. While
the latter is critical, demarketing's aim is to strengthen society's well-being and safety by reducing demand for a product
owing to its harmful characteristics. Demarketing, which is at the heart of social marketing [10], is becoming increasingly
vital in a rapidly changing context. Prior demarketing studies [11,12] found links between consumers' affective, cognitive,
and behavioral responses in a range of situations, including not only potential harmful consumption like smoking and illegal
drug use (for example, [13,14,15], but also HFW consumption [8,16].

The remaining sections of the paper are structured as follows. The conceptual framework as well as the hypotheses are
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described in Section 2. Section 3 goes into the methodology. The study's findings are presented in Section 4, followed by a
discussion in Section 5.

2 Theoretical framework

2.1 Behavioral intention

Because it is one of the driving components that encourages one individual to take an action, intention is a criterion for
judging the likelihood of future behavior [17]. According to Akbar et al. [18], customers' intention is a specific goal they
have in mind while assessing one or more behaviors. As a result, customers may have a variety of reasons, including the
desire to buy [19]. A customer's behavioral intention is a form of cognitive activity that reveals how they want to buy a
specific brand. In the theories of reasoned action [20] and planned behavior [21], intention plays a key role in purchasing
decisions.

2.2 Demarketing mix

In the context of demarketing, the product is linked to marketing operations in order to reduce its sales volume. According
to Kern [22], businesses use the demarketing technique to induce customers to buy their products by reducing supply lines,
reducing service, and reducing productive activities. Furthermore, satisfied customers are proven to have a positive impact
on profitability since they prefer to buy more of the product and repurchase it over time [23]. On the other side, dissatisfied
consumers reduce income by lowering purchases and product consumption [23]. In addition, their dissatisfaction usually
results in complaints [24] and unfavorable word of mouth [25]. As a result, if customer satisfaction encourages consumption
while dissatisfaction discourages it, a dissatisfied customer is more likely to develop desconsumption intentions. The
demarketing approach also includes facilitating and encouraging the use of alternative products [26]. Based on the foregoing,
we suggest the following hypothesis:

H]I: Product has a positive influence on the customer’s behavioral intention towards rationalization of HFW.

Price determination might be a simple but effective technique to cut down on HFW. The purpose of the demarketing pricing
strategy is to raise prices in order to diminish current demand [10]. Consumer perceptions and behavior are influenced by
pricing [27]. In simply economic terms, raising prices will diminish demand (e.g., [28]). On the other hand, price
determination in demarketing is one of the most complex operations for decision-makers [29]. As a consequence, the
following hypothesis was introduced:

H2: Price has a positive influence on the customer’s behavioral intention towards rationalization of HFW.

One of the most essential aspects in demarketing is place/location. Both the place of consumption and the place of purchasing
may be changed, and both variables have the potential to demarket [9]. According to Ajzen [17], limiting the locations where
a behavior may be conducted may function as a barrier to promoting the activity and have a substantial impact on intentions.
Purchase limits would have the same impact, lowering the relevance of opportunity costs (e.g., [30]). In terms of demarketing,
this implies that if we spend more time and effort looking for a product, we'll have less time for other activities such as leisure,
housekeeping, and self-care [31]. As a consequence, the following hypothesis is proposed:

H3: Place has a positive influence on the customer’s behavioral intention towards rationalization of HFW.

The demarketing technique includes promotions to induce people to acquire products they don't need and anti-promotion
activities to justify consumption [32]. One of the main goals of environmental marketing, according to Kern [22], is to educate
the public about the importance of environmental behavior and the necessity to protect the environment and natural resources.
Consumer promotion is vital in demarketing [13] because it has a direct negative impact on intentions. As a consequence,
the following hypothesis is predicted:

H4: Promotion has a positive influence on the customer’s behavioral intention towards rationalization of HFW.

The original structure of Kotler and Levy [33] as well as the work of many other researchers (such as [9,13] were found to
be helpful in the development of our model (see Figure 1: a diagram of demarketing model).
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3 Methodology

3.1 Participants
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Fig. 1. The research framework

326 people completed and submitted the survey. The findings of the demographic variables were displayed in the table 1.

Table 1: Profiles of the respondents (n = 326)

Variables Groupings No. of respondents %
30 years or less 176 54.0

31-40 years 72 22.1

Age 41-50 years 57 17.5
51-60 years 18 5.5

61 years and above 3 0.9
Gender Male 184 56.4
Female 142 43.6
High school or lower 104 31.8
. Diploma 39 12.0
Edfgjglon Bachelor 148 454
Master 26 8.0

PhD 9 2.8
Married 174 534
. Single 112 343
Marital status Widowed 24 74
Divorced 16 4.9

3.2 Procedure

The descriptive technique was used to identify the existing situation and respond to the primary challenges of HFW
demarketing in the GS, Palestine. As a result, the survey, which was conducted utilizing a Google form, functioned as the
study's primary data gathering approach. The Google form's URL was widely disseminated on social media (Facebook,
WhatsApp, and emails). The original questionnaire was correctly translated into Arabic to comply with local language
constraints. It was then evaluated, and pilot tested by two fluent Arabic speakers for accuracy. For statistical analysis, IBM
SPSS software version 23 was employed.
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3.3 Measures

A 5-point Likert scale was used in the questionnaire, with 1 denoting strong disagreement, 2 denoting disagreement, 3
denoting no opinion/neutral, 4 denoting agreement, and 5 denoting strong agreement. The questionnaire was divided into five
parts. In the first part, the product is evaluated using four questions based on Raab et al., [13], and Salem et al., [9]. In the
second part, four items based on Xia et al., [34] were used to estimate pricing. The third part uses four items from Shiu et al.,
[31] to cover place. In the fourth part, four questions based on Siegel and Biener [35] are utilized to assess promotion. The
last part uses five questions from Salem [36] to assess the customer’s behavioral intention towards rationalization of HFW.

4 Results

4.1 Factor analysis

The KMO and Bartlett's tests were used to evaluate if the factor analysis was appropriate for the study. A score of at least 0.7
on the reliability test is required. In most circumstances, the Bartlett's Sphericity test values should be less than 0.05. The
KMO value of 0.725 is greater than the acceptable threshold of 0.000, suggesting that this analysis is sufficient for the study.

To construct the factor, score coefficient matrix created by principal components analysis, one principle factor is rotated
using the varimax normalization, as shown in Table 2. There are a total of 21 items in the factor. Table 2 reveals that all of
the loadings are more than 0.30, implying that the scales' construct validity has been preserved.

Table 2: Reliability and factor loading of the constructs

Construct Item MV SD FL Cronbach’s a
1 351 | 084 754
Product 2 346 | 0.87 748 34
3 327 | 0.79 739 '
4 363 | 081 744
1 325 | 078 743
. 2 366 | 0.76 755
Price 3 351 | 0.94 729 736
4 348 | 086 722
1 343 | 088 747
2 344 | 082 758
Place 3 3371 | 0.92 739 743
4 359 | 0.78 721
1 326 | 081 718
. 2 342 | 088 746
Promotion 3 333 0.86 738 0.745
4 338 | 0.76 764
1 328 | 085 728
2 353 | 0.82 752
Demarketing of
cigzre e :moii‘;g 3 337 | 091 731 762
4 328 | 078 740
5 358 | 0.83 758

4.2 Hypotheses testing

The connection between the independent factors (product, price, place, and promotion) and the dependent variable (the
customer’s behavioral intention towards rationalization of HFW) was investigated using multiple regression analysis. By
using a multiple regression approach, the researchers aimed to determine how independent factors affected HFW
demarketing.

Independent variables account for 53.8 percent of the variance in HFW demarketing (adjusted R2= 0.538). The model's
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quality was validated since the F value was significant at 0.000. As indicated in Table 3, product (t =2.326, p < 0.000), price
(t =2.245, p < 0.000), place (t = 2.487, p < 0.000), and promotion (t = 2.673, p < 0.000) are all positively related to the
customer’s behavioral intention towards rationalization of HFW. Therefore, the results supported H1, H2, H3, and H4,
respectively

Table 3: Results of multiple regression analysis

Model Unstandardized Coefficients Sé?)g?gi?;‘:g T Sig.
B Std. Error Beta
(Constant) 0.176 0.058 2.537 0.000
Product 0.181 0.064 0.164 2.326 0.000
1 Price 0.147 0.068 0.136 2.245 0.000
Place 0.154 0.057 0.142 2.487 0.000
Promotion 0.163 0.065 0.154 2.673 0.000
Notes: Dependent variable: the customer’s behavioral intention towards rationalization of
HFW; adjusted R2=.538, F=117.486, and sig.= 0.000.

5 Discussion
5.1 Discussion of findings

The objective of this paper is to investigate the correlation between independent variables (product, price, place, and
promotion) and the dependent variable (the customer’s behavioral intention towards rationalization of HFW). Product has an
impact on the customer’s behavioral intention towards rationalization of HFW by decreasing the amount of products that the
customer buys. The product strategy in terms of the demarketing mix, according to Shiu et al. [31], comprises identifying a
substitute product for the hazardous product in issue, as well as services and programs to aid the consumer in giving up the
harmful product.

Furthermore, the findings reveal a link between price and the customer’s behavioral intention towards rationalization of
HFW. According to Innes et al. [37], the most prominent demarketing pricing technique is taxing on products, which raises
the final price that the customer pays for these products. The purpose of imposing taxes, according to Meier and Licari [38],
is to raise revenue and/or discourage consumers from continuing their habit.

The findings also show that place has an impact on the customer’s behavioral intention towards rationalization of HFW. The
demarketing of HFW is aided by the reduction of consumption locations, the reduction of distribution regions, and the
increased difficulty of purchasing large amounts of products [9].

In addition, the findings show that promotion has an impact on the customer’s behavioral intention towards rationalization
of HFW by preventing products-related promotional programs, increasing, and expanding anti-promotion campaigns (such
as pamphlets highlighting the dangers of HFW), and developing promotional strategies (prizes and valuable gifts) for people
who quit HFW by the government and related organizations [13].

5.2 Limitations and Future Research Directions

Contextual and application limitations were among the study's empirical results. Our findings are based on replies from GS
citizen point of view. As a result, it's impossible to make broad generalizations about Palestine. Despite the fact that the
findings apply to rising economies with comparable cultural roots, such as Palestine, they may not be suitable for places with
different cultural situations.

Future studies might re-examine the concept in different contexts or cultures. Additionally, to increase knowledge of the links
and mechanisms underlying the situation at hand, moderating and/or mediating elements might be included to the model.
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