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Green Marketing
Oyewole, P. (2001). Social Costs of Environmental Justice Associated with the Practice of Green Marketing.  Journal of Business Ethics, 29(3), Feb, pp. 239-252.
This paper presents a conceptual link among green marketing, environmental justice, and industrial ecology.  It argues for greater awareness of environmental justice in the practice for green marketing.  In contrast with the type of costs commonly discussed in the literature, the paper identified another type of costs, termed 'costs with positive results,' that may be associated with the presence of environmental justice in green marketing.  A research agenda is finally suggested to determine consumers' awareness of environmental justice, and their willingness to bear the costs associated with it.

Merilänen, S., Moisander, J. & Personen, S. (2000). The Masculine Mindset of Environmental Management and Green Marketing.  Business Strategy and the Environment, 9(3), pp. 151-162.

Environmental management systems and green marketing programmes have gained increasing popularity in western market economies.  They are viewed as cost-efficient, effective and just means of tackling problems associated with the impact of economic activity on the environment.  It is argued in this article, however, that these optimistic views are based on a number of ideas, images and metaphors that retain many androcentric and inadequate assumptions about self, society and nature that may be incompatible with long-term environmental protection goals.

Prothero, A. & Fitchett, J.A. (2000). Greening Capitalism: Opportunities for Green Community.  Journal of Macromarketing, 20(1), pp. 46-56.

In this paper, the authors argue that greater ecological enlightenment can be secured through capitalism by using the characteristics of commodity culture to further progress environmental goals.  The authors reject both naive ecological romanticism and revolutionary idealism on the grounds that they fail to offer any pragmatic basis by which greater environmental responsibility can be achieved.  Drawing on the now well-established theoretical tradition of post-Marxist cultural criticism, the authors offer a conceptual justification for the development and implementation of a green commodity discourse.  For this to be achieved and implemented, prevailing paradigms regarding the structure, nature, and characteristics of capitalism must be revised.  Marketing not only has the potential to contribute to the establishment of more sustainable forms of society but, as a principle agent in the operation and proliferation of commodity discourse, also has a considerable responsibility to do so.

Prothero, A. (1998). Green Marketing: The 'Fad' That Won't Slip Slide Away.  Journal of Marketing Management, 14(6), July, pp. 507-513.

The author introduces several papers discussed in the July 1998 issue of 'Journal of Marketing Management' focusing on green marketing.  This includes; a citation of the need to review existing literature on green marketing, an empirical study of United States and Australian marketing managers, a description of what a green alliance look like in practice in Great Britain, ecotourism and definitions of green marketing.  

Kilbourne, W.E. & Beckman, S.C. (1998). Review and Critical Assessment of Research on Marketing and the Environment.  Journal of Marketing Management, 14(6), July, pp. 513-533.

This paper provides a review and categorization of the environmentally related research published in the major English language marketing journals over the period from 1971 to 1997.  It traces the development from the early research which focused predominantly on the characterization of the "green" consumer, conceptualization of environmental consciousness, environmentally related behaviours such as recycling, and attitudes towards environmental problems such as pollution.  This was followed by a period in which energy conservation, legislation, and public policy issues were added to the agenda which remained predominantly managerialist in perspective.  While the same issues were studied within the 1990s, the research agenda was expanded again to include broader issues such as environmental values and institutions.  Most recently, the macro issues of sustainable marketing and its relationship to the dominant social paradigm have been introduced into the literature.  The paper concludes by arguing that the examination of the macro issues from an interdisciplinary perspective is necessary for further development of marketing thought in this area, and that a synthesis of the macro and micro perspectives is necessary for effective and enduring public policy regarding the marketing/environmental relationship. 

Walker, R.H. & Hanson, D.J. (1998). Green Marketing and Green Places: A Taxonomy for the Destination Marketer.  Journal of Marketing Management, 14(6), July, pp. 623-640.

This paper highlights and discusses green/environmental implications and imperatives associated with destination marketing as distinct from those related to product and services marketing.  A comparative taxonomy has been developed to illustrate these, and to provide a framework for discussing their relevance, with reference to the particular case of Tasmania as a tourism destination. 

Kilbourne, W.E. (1998). Green Marketing: A Theoretical Perspective.  Journal of Marketing Management, 14(6), July, pp. 641-656.

The author discusses the failure of green marketing to move beyond the limitations of the prevailing paradigm.  While there are nascent macro developments in marketing thought that might lead to a truly green marketing considering sustainability, holistic thought, and the limitations of the prevailing paradigm, they remain thus far on the periphery of the discipline.  This will remain so until a broader, multi-disciplinary approach incorporating the multiple dimensions of the DSP is developed.  The author identifies areas that must be examined for their effect in the marketing/environment relationship, namely economic, political and technological dimensions of the cultural frame of reference.

Fisk, G. (1998). Green Marketing: Multiplier for Appropriate Technology Transfer?  Journal of Marketing Management, 14(6), July, pp. 657-677.

The effectiveness of "reward and reinforcement" strategy used in marketing activity is compared to a strategy of "mutual coercion mutually agreed upon" as a means for accelerating acceptance of environmentally appropriate production and consumption technologies.  The risk and reward consequences of green marketing tactics are traced to identify their implications in pursuing globally sustainable development.  Together, reward and reinforcement strategies and coercive regulatory activities are more promising for attaining sustainable development than either one alone. 

Grove, S.J. & Fisk, R.P. (1996). Going green in the Service Sector.  European Journal of Marketing, 30(5), pp. 56-67.
The authors attempted to bring attention to the general and pervasive exclusion of service industries from discussions of green marketing practices.  They explore why circumstance may exist, and provided arguments to support the adoption of environmental practices by services providers.  Also in trying to identify how the service sector can contribute to the preservation of the environment, a greening of services matrix was presented.  This matrix was designed to demonstrate through hypothetical examples the many ways that service industries can reduce, reuse or recycle resources, either collectively or individually, and thereby embrace the green initiative.  Finally, the authors submitted a total quality/ benchmarking approach as a means by which services organizations may adopt environmental practices.

Morality

Desmond, J. & Crane, A. (2004). Morality and the consequences of Marketing Action.  Journal of Business Research, 57, pp. 1222-1230.

This paper explores issues of morality in relation to the consequences of marketing action.  It addresses the reasons why, despite adverse social consequences, as well as the exhortations of marketing ethicists, a societal-based morality continues to languish at the margins of marketing practice.  We note that ethicists mistakenly characterize organizations as being "amoral" and their decisions as being "purely economic."  This ignores the reality that marketing theory and practice are suffused with the morality of economic self-interest.  This has important implications for whether one can understand the consequences of marketing action as intended or unintended.  We suggest it is due to the power of egoism that attempts to import ethical maxims from moral philosophy have been sidelined.  Finally, we discuss the difficulties of securing a more moral basis for marketing decision-making.
Crane, A. (2000). Marketing and the Natural Environment: What Role for Morality.  Journal of Macromarketing, 20(2), pp. 144-155.

A study explores the literature relating marketing to the natural environment from the point of view of morality.  It argues that the issue of morality has not been developed in any comprehensive or cohesive way in this literature and subsequently seeks to provide an analysis of the different ways in which morality has, to date, been applied and used.  Five different moral perspectives are identified - namely, fair play, managerialist, reformist, reconstructionist, and interpretist perspectives.  These are categorized according to the main moral issues typically examined, the core discipline from which the perspective has been developed, the form of morality ordinarily referred to, and the prevalent subject of moral enquiry.  The various approaches are examined and their contribution assessed.  The relationship between the perspectives is addressed, and it is suggested that from a macromarketing point of view, the reconstructionist and the interpretist perspectives might be expected to be the most fruitful avenues for future investigation.

Orientation

Ginsberg, J.M. & Bloom, P.N. (2004). Choosing the Right Green-Marketing Strategy.  MIT Sloan Management Review, 46(1), pp. 79-88.

Green marketing has not lived up to the hopes and dreams of many managers and activists.  Although public opinion polls consistently show that consumers would prefer to choose a green product over one that is less friendly to the environment when all other things are equal, those "other things" are rarely equal in the minds of consumers.  How then, should companies handle the dilemmas associated with green marketing?  They must always keep in mind that consumers are unlikely to compromise on traditional product attributes, such as convenience, availability, price, quality and performance.  It’s even more important to realize, however, that there is no single green-marketing strategy that is right for every company.  It is suggested that companies should follow one of four strategies, depending on market and competitive conditions, from the relatively passive and silent "lean green" approach to the more aggressive and visible "extreme green" approach - with "defensive green" and "shaded green" in between.  Managers who understand these strategies and the underlying reasoning behind them will be better prepared to help their companies benefit from an environmentally friendly approach to marketing.

Karna, J., Hansen, E. & Juslin, H. (2003). Social Responsibility in Environmental Marketing Planning.  European Journal of Marketing, 37(5/6), pp. 848-873.
Companies along the forestry-wood value chain from four European countries were surveyed in order to examine social responsibility in values and environmental emphasis in their marketing planning.  Most of the Finnish, Swedish, German and UK companies emphasise environmental issues in their values, marketing strategies, structures and functions.  The companies were classified into three groups according to their responsibility values based on the concepts of redirecting customers towards sustainability and the role of governmental balancing of markets.  "Proactive green marketers" (companies emphasising pursuing sustainability and believing in free market system) emphasise environmental issues in their marketing planning clearly more than traditional "consumption marketers", and more than "reactive green marketers" (companies emphasising pursuing sustainability under governmental balancing).  We interpret that proactive marketers are the most genuine group in implementing environmental marketing voluntarily and seeking competitive advantage through environmental friendliness.  Thus, the example of these progressive companies should be the direction towards sustainable development in business and society.  The results also give evidence that green values, environmental marketing strategies, structures and functions are logically connected to each other as hypothesised according to the model of environmental marketing used to guide this study.

Crane, A. (2000). Facing the Backlash: Green Marketing and Strategic Reorientation in the 1990s. Journal of Strategic Marketing, 8(3), pp. 277-296.

This paper discusses green marketing strategies in the context faced by businesses in the middle to late 1990s.  The literature suggests that this context has been characterized by a consumer backlash against green marketing, which has been created by perceived problems in the areas of green product performance and green claims in the late 1980s and early 1990s.  Evidence is reported from a qualitative study which investigated corporate perceptions of this context and revealed the strategic orientations which have subsequently been employed by green marketers.  The findings suggest that managers do indeed perceive the backlash to have occurred and to have been caused by the factors posited.  It is argued that these understandings have assumed the role of myths in shaping organizational perceptions of the green marketing context.  Four subsequent strategic routes are identified in the paper, namely passive greening, muted greening, niche greening and collaborative greening.  These are described in some detail and managers’ justifications for them are presented.  It is shown that each of these strategies might be appropriate for particular situations in the context of the backlash and some of the limitations of the green marketing literature in this respect are highlighted.  Finally, some discussion is provided regarding the appropriateness of these strategies in the future and potential avenues for further research are identified.

Stone, G.W. & Wakefield, K.L. (2000). Eco-Orientation: An Extension of Market Orientation in an Environmental Context.  Journal of Marketing Theory and Practice, 8(3), Summer, pp.21-32.

This article presents a study on the effect of a market orientation toward environmental issues and threats on business performance.  The importance of corporate environmental responsibility is considered. A series of hypotheses are presented.  The authors then go on to outline the methodology used before presenting their results and discussion.
The Marketing Mix
Menon, A., Menon, A., Chowdhury, J., & Jankovich, J. (1999). Evolving Paradigm for Environmental Sensitivity in Marketing Programs: A Synthesis of Theory and Practice.  Journal of Marketing Theory and Practice, 7(2), Spring, pp. 1-15.

Concerns related to the environment are evident in the rapid growth of the environmentally conscious marketplace and its increasing impact on corporate strategists.  Drawing from the academic literature and case studies of actual corporate experiences, a study discusses the concept of environmentally-based marketing programs within the context of each element of the marketing mix.  Additionally, it discusses issues that are of critical importance in the implementation of the concept, from the perspectives of firm performance and business environment.  The managerial implications of adopting environmentally-based marketing programs and concerns relevant to future research in this area are also addressed.

The Product
New Product Development
Pujari, D., Peattie, K. & Wright, G. (2004). Organizational Antecedents of Environmental Responsiveness in Industrial New Product Development.  Industrial Marketing Management, 33 (5), July, pp  381-391.

The greening of new product development process has been under scrutiny by researchers, but the attention has been limited to consumer products.  Based on a survey, this paper investigates the environmental responsiveness in industrial new product development in 82 industrial firms.  In comparison to traditional NPD process in the extant literature, the findings revealed additional activities in the greening of industrial NPD.  These activities fall under the broader scope of life cycle assessment (LCA) for environmental impact including supplier evaluation and design for environment issues.  The paper also investigates the relative impact of organizational antecedents on greening of industrial NPD activities.  Organizational antecedents include functional interface of environmental specialists with design and product managers, environmental product policy, and top management support.
Pujari, D., Wright, G. & Peattie, K. (2003). Green and Competitive: Influences on Environmental New Product Development Performance.  Journal of Business Research, 56(8), August, pp. 657-671.

This article reports the findings of a large-scale research project on environmental new product development (ENPD) within British manufacturers.  A major contribution of this article is the attempt to integrate new product development (NPD) and environmental management philosophies in order to develop and empirically test a theoretical framework for ENPD and performance.  As such, it is one of the first studies to go beyond the anecdotal evidence in the extant literature, to empirically research ENPD activities and their impacts.  This contributes to the debate about the potential for firms to be "green and competitive" by examining the relationship between ENPD activities and market and eco-performance for environmental new products.  Contrary to the popular perception, the results suggest that there is more synergy than conflict between the conventional and environmental product development paradigms.

Masui, K., Sakao, T., Kobajashi, M. & Inaba, A. (2003). Applying Quality Function Deployment to Environmentally Conscious Design.  The International Journal of Quality and Reliability Management, 20(1), pp. 90-117.
A methodology for applying Quality Function Deployment (QFD) is presented for environmentally conscious design in the early stage of product development. This methodology has been developed by incorporating environmental aspects into QFD to handle the environmental and traditional product quality requirements simultaneously. The QFD for environment (QFDE) proposed consists of four phases. Designers can find out which parts are the most important in enhancing environmental consciousness of their products by executing QFDE phase I and phase II. Further, a methodology is developed to evaluate the effects of design improvement on environmental quality requirements as phases III and IV. The results obtained from the case study of IC package show that QFDE could be applicable in the early stage of assembled product design, because the most important component from the viewpoint of the environment is clearly identified and multiple options for design improvement are effectively evaluated.
Johansson, G. (2002). Success Factors for the Integration of Eco-Design in Product Development: A Review of State of the Art.  Environmental Management and Health, 13(1), pp. 98-108.

On the basis of a literature review, 20 factors essential for successful integration of eco-design in product development are presented.  The success factors are structured according to six areas of concern: management, customer relationships, supplier relationships, developmental process, competence and motivation.  By relating the factors to a number of product development elements that are generally claimed to be important for product development success, it is indicated that the integration of ecodesign to a great extent are related to the same elements.  A few factors seem to be specific for the integration of eco-design.  These factors are related to competence and motivation.  As many of the ecodesign success factors relate to those elements that are acknowledged to affect product development success, this implies that a company that manages product development well increases the likelihood of being successful when integrating eco-design into product development.
Chen, C. (2001). Design for the Environment: A Quality Based Model for Green Product Development.  Management Science, 47(2), February, pp. 250–264.

This paper develops a quality-based model for analyzing the strategic and policy issues concerning the development of products with conflicting traditional and environmental attributes.  On the demand side of the problem, the framework of conjoint analysis is used to structure the preferences of the ordinary and green customers.  On the supply side, theories in optimal product design and market segmentation are applied to analyze the producer's strategic decisions regarding the number of products introduced and their prices and qualities.  On the policy side, the effects of environmental standards on the economic and environmental consequences of green product development are evaluated. By jointly considering the interactions among the customers' preferences, the producer's product strategies, and the environmental standards imposed by governments, some interesting findings that can be used to manage and regulate the development of green products are presented.  Two major findings show that green product development and stricter environmental standards might not necessarily benefit the environment.
Simon, M. et al. (2000). Environmental Priorities in Strategic Product Development.  Business Strategy and the Environment, 9(6), pp. 367-377.

This paper reports some results from a major research project on the integration of environmental issues into design in the electrical and electronic industry.  Product development practice and ecodesign methods were examined along with qualitative data from 19 manufacturers, using interviews and an action research methodology.  A four-stage framework for ecodesign practice resulted: first, to make an environmental assessment from a life cycle viewpoint; then to communicate the analysis and collect feedback; thirdly to prioritize the environmental issues and finally to complete the design using relevant tools and methods.  This 
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ARPI framework (analyse, report, prioritize, improve) applies to both strategic and operational levels.  Initial testing of the framework in collaborating companies highlighted difficulties with communication with design teams; the role of [image: image2.png]
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 is explained.  Other challenges are the development of customized tools and the training of designers.  The study concludes that the prioritization step is critical, as it simplifies and clarifies the tasks in design that take place after formulation of the specification.
Polonsky, M.J., Rosenberger III, P.J. & Ottman, J. (1998). Developing Green Products: Learning from Stakeholders.  Asian Pacific Journal of Marketing and Logistics, 10(1), pp. 22-44.
Research is discussed which focused on US and Australian markets' perceptions of stakeholders' potential to influence the green new product development (NPD) process and what strategies can be used to involve stakeholders in this process.  The findings suggest that marketers believe some stakeholders with "high" influencing abilities should be involved in the green NPD process, although it appears that in practice, firms use very basic methods to include these stakeholders.  It also appears that there is limited formal interaction between the firm and its stakeholders and that respondents are not engaging and learning from others with green product expertise. 

Polonsky, M.J. & Ottman, J. (1998). Stakeholders’ Contribution to Green New Product Development Process.  Journal of Marketing Management, 14(6), July, pp. 533-558.

The intricacies of environmental issues require that marketers involve a broad set of stakeholders in the green new product development (NPD) process.  These stakeholders often have information and expertise that are outside the organisation's core domain.  While these stakeholders can cooperate with the firm and assist organisations in developing green products, they can also threaten the green NPD process and/or indirectly influence the firm's activities via motivating others to act.  Using a sample of Australian and US marketers, the study conducted by the authors found that both groups' perceived that a range of stakeholders could impact (i.e. cooperate, threaten, and indirectly influence) the green NPD process, although there were some differences in the samples' views.  A preliminary examination of the strategies/approaches used to involve stakeholders in the green NPD process identified that marketers failed to actively include stakeholders with environmental expertise in this process.  They may, therefore, be missing opportunities to more effectively green their products.


Life Cycle Analysis

Heiskanen, E. (2000). Managers’ Interpretations of LCA: Enlightenment and Responsibility or Confusion and Denial?  Business Strategy and the Environment, 9(4), pp. 239-254.

Environmental life cycle assessment (LCA) and [image: image4.png]
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 are popular approaches to evaluate and manage the environmental aspects of products.  While LCA has been propagated as a decision-making tool, the interest here is in LCA as a mental model, which managers may interpret and enact differently.  If LCA and [image: image6.png]
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 manage to infuse organizations with an extended sense of responsibility, this could counteract some of the [image: image8.png]
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 of modern markets.  However, LCA use may also lead to confusion, doubt and denial.  This article explores potential managerial interpretations of LCA with a small illustration from the wholesale trade, and through a conceptualization of the illustration in terms of Hatch's (1993) dynamic model of organizational culture.
Cramer, J. (2000). Responsiveness of Industry to Eco-Efficiency Improvements in the Product Chain: The Case of Akzo Nobel.  Business Strategy and the Environment, 9(1), pp. 36-48.
Increasingly, arguments are being made concerning the benefits of a marriage between ecology and economy in life cycle management.  This article provides insights into the business conditions under which market opportunities and eco-efficiency improvements in the product chain can indeed go hand in hand.  The study focuses on the differences in responsiveness of six different sub-business units within the chemical company of Akzo Nobel to eco-efficiency improvements in the product chain and how these differences can be explained.  The comparative analysis shows the importance of the following three criteria: (i) the level of environmental pressure; (ii) the room for manoeuvre and (iii) the degree to which the environment can be used to obtain a competitive advantage.  These criteria may also be valid for other companies.  However, research needs to investigate whether additional factors (e.g. the culture of the company, its technological capabilities and market strength) also influence corporate environmental response.

Product Marketing
Crane, A. (2001). Unpacking the Ethical Product.  Journal of Business Ethics, 30(4), pp. 361-373.

This paper explores the notion of an ethical product.  It is argued that ethical issues have long been involved in consumers' product evaluations, but that there has been little academic investigation of ethics in terms of product concepts and theories.  Ethics are thus examined in the context of the augmented product concept, and 2 dimensions of ethical augmentation are identified: direction and content.  These dimensions are set out and discussed at some length, and then they are used to construct an ethical product matrix.  It is shown how this could be used to provide structure and coherence to examinations of the perceived ethics of any given product offering.  The implications of the analysis offered in the paper are discussed, and a number of limitations of the ethical product notion are identified.  Finally, some conclusions and directions for future research are suggested.

Consumers

Schaefer, A. & Crane, A. (2005). Addressing Sustainability and Consumption.  Journal of Macromarketing, 25(1), June, pp. 76-93.

This article examines issues of sustainability in relation to consumption.  The authors first discuss the notion of sustainable consumption and the link between individual consumer behaviour and the macroconcerns of understanding and influencing aggregate consumption levels.  The authors then reflect on the differing perspectives on whether consumption patterns are in need of adjustment.  In the main part of the article, the authors then explore the issue of sustainable consumption through the lens of two broadly differing conceptualizations of consumption itself, discussing four main questions for each of these conceptualizations: (1) How is this view of consumption linked to prevalent current understandings of sustainable consumption? (2) How would sustainability be achieved following this perspective on consumption? (3) To whom would this view of sustainable consumption appeal or not appeal? and (4) What would the roles and responsibilities of different social actors be in achieving sustainability following this view of consumption?
Hartmann, P. et al. (2005). Green Branding Effects on Attitude: Functional versus Emotional Positioning Strategies.  Marketing Intelligence and Planning, 23(1), pp. 21-30.

This paper proposes a set of strategic options for green brand positioning, based either on functional brand attributes or on emotional benefits. The aim of the study is to test the suggested green positioning strategies against one another, assessing their effect on perceived brand positioning and brand attitude.  A theoretical model of the dimensionality and attitudinal effects of green brand positioning was developed.  Both suggested alternatives to green brand positioning, along with a combined functional and emotional strategy, were tested in an experimental online setting. Results indicate an overall positive influence of green brand positioning on brand attitude.  Further findings suggest distinct functional and emotional dimensions of green brand positioning with the interaction of both dimensions in the formation of brand attitude.  Highest perceptual effects were achieved through a green positioning strategy that combined functional attributes with emotional benefits.  Brand managers should deliver emotional benefits through the brand, at the same time making sure that target groups perceive real environmental benefits.
Ottman, J.A. (2004). Removing the Barriers.  In Business, 26(1), January/February, p.31.

Many say they actually are buying greener products.  But when push comes to shove, many consumers just can't bring themselves to turn good intentions into action at the store.  What's standing in the way?  Businessmen should remove barriers and create some new customers for business.  Do customers feel empowered?  The more the people believe that they as one individual or working in concert with all other consumers of a product can make a difference, the greater the likelihood that they will buy greener product.

Eriksson, C. (2004). Can Green Consumerism Replace Environmental Regulation?  Resource and Energy Economics, 26(3), September, pp.281-293.

This paper assumes that consumers are willing to pay an extra premium for a good if it has a low impact on the environment.  We examine if a little dose of such idealistic behaviour has a large impact on the market equilibrium, and to what extent it can replace the environmental regulation.  The analysis is carried out in a model with product differentiation, where consumers differ in their preferences for product quality. Consumers' willingness to pay the environmental premium may be uniformly or non-uniformly distributed.  Green consumerism will only be modestly influential in both cases, despite the fact that product differentiation leads to relaxed competition and increased profits, and thereby creates leverage.
Diamantopoulos, A., Schlegemilch, B.B., Sinkovics, R.R. & Bohlen, G.M. (2003). Can Socio-Demographics Still Play a Role in Profiling Green Consumers?  The Journal of Business Research, 56(6), pp. 465-480.

Whether socio-demographics still have a role to play in profiling green consumers is explored.  Following an interdisciplinary review of the literature, an attempt is made to address shortcomings identified in previous research.  Specifically, hypotheses are developed concerning the relationship between six key socio-demographic variables and five valid and reliable measures of environmental consciousness.  These hypotheses are subsequently tested on a large nationwide sample of British consumers and conclusions drawn on the utility of socio-demographic variables for profiling green consumers.  The hypotheses include: 1. Males are more knowledgeable about environmental issues. 2. Females are more concerned about environmental quality. 3. Marital status is related to knowledge about environmental issues. 4. Age is not related to environmental knowledge. 5. The more children, the greater the environmental knowledge. 6. The better-educated are more knowledgeable about environmentally issues. 7. The higher the social class, the greater the environmental knowledge.

Tanner, C. & Wolfing Kast, S. (2003). Promoting Sustainable Consumption: Determinants of Green Purchases by Swiss Consumers.  Psychology and Marketing, 20(10), October, pp. 883-902.

Given that overconsumption in industrial countries is a main cause of environmental degradation, a shift toward more sustainable consumption patterns is required.  This study attempts to uncover personal and contextual barriers to consumers' purchases of green food and to strengthen knowledge about fostering green purchases.  Survey data are used to examine the influence of distinct categories of personal factors (such as attitudes, personal norms, perceived behaviour barriers, knowledge) and contextual factors (such as socioeconomic characteristics, living conditions, and store characteristics) on green purchases of Swiss consumers.  Results from regression analysis suggest that green food purchases are facilitated by positive attitudes of consumers toward (a) environmental protection, (b) fair trade, (c) local products, and (d) availability of action-related knowledge. In turn, green behaviour is negatively associated with (e) perceived time barriers and (f) frequency of shopping in supermarkets. Surprisingly, green purchases are not significantly related to moral thinking, monetary barriers, or the socioeconomic characteristics of the consumers.  Implications for policy makers and for companies and marketers engaged in the promotion and commercialization of green products are discussed.

Shaw, D. & Shiu, E. (2003). Ethics in Consumer Choice: A Multivariate Modelling Approach.  European Journal of Marketing, 37(10), pp. 1485-1501.

Research has consistently revealed an increasing demand for "ethical" choices in the global marketplace.  However, very little has been published about the decision-making processes of these "ethical" consumers and the implications for marketing.  Given the shortfall in research that addresses ethical consumer choice, this paper outlines results from a large scale national UK survey of known "ethical" consumers.  To examine this important and neglected area, reliability analysis and structural equation modelling techniques were used to explore the relationships between important factors influencing ethical consumer choice.  Using two data sets, a model of decision-making was developed and cross-validated.  Results of the study reveal the improved ability of this new model of ethical consumer decision-making in the explanation of intention to purchase fair trade grocery products.  Implications of these findings for marketing practitioners are discussed.

Carrigan, M. & Attalla, A. 2001. The Myth of the Ethical Consumer – Do Ethics Matter in Purchasing Behaviour?  Journal of Consumer Marketing, 18(7), pp. 560-577.
Marketing ethics and social responsibility are inherently controversial, and years of research continue to present conflicts and challenges for marketers on the value of a socially responsible approach to marketing activities.  This paper examines whether or not consumers care about ethical behaviour, and investigates the effect of good and bad ethical conduct on consumer purchase behaviour.  Through focus group discussions it becomes clear that although we are more sophisticated as consumers today, this does not necessarily translate into behaviour which favours ethical companies and punishes unethical firms.  The paper concludes by some thoughts on how marketers might encourage consumers to engage in positive purchase behaviour in favour of ethical marketing.
Peattie, K. (2001). Golden Goose or Wild Goose? The Hunt for the Green Consumer.  Business Strategy and the Environment. 10(4), July/August, pp. 187–199.

Research about the identity and nature of the green consumer has been the central character in the development of green marketing, as businesses attempt to understand and respond to external pressures to improve their environmental performance.  Marketing practitioners and academics are attempting to identify and understand green consumers and their needs, and to develop market offerings that meet these needs.  So far there is little consensus consumers, except that they have been something of a disappointment to the marketers who have pursued them.  These difficulties perhaps reflect the folly of trying to understand green consumption and green marketing by viewing it as simply a variation on conventional marketing.  This article proposes some different ways of looking at green consumption and green marketing, which have the potential to prevent the hunt for the green consumer from deteriorating into a wild goose chase.
Meyer, A. (2001). What’s in it for Customers: Successfully Marketing Green Clothes.  Business Strategy and the Environment, 10(5), September/October, pp. 317-330.

Most green marketing literature is strongly based on the assumption that a consumer's environmental awareness is a pre-condition for green purchasing.  While following such a behaviouristic green marketing both scholars and companies seem to have neglected that green products are bought only if customers perceive the products as superior to competitors’ offerings.  This paper argues that economic theory can give additional valuable input to green marketing.  A first important step for marketing according to the economic approach is to identify how consumers perceive the products' cost and benefits.  In this paper, cost and benefits are differentiated into different categories, which may help companies in finding their products' value added.  In a second phase, companies can focus on stressing product advantages rather than on overcoming barriers.  Using the example of green clothes this contribution shows what such a marketing strategy can look like.

Follows, S.B. & Jobber, D. 2000. Environmentally Responsible Purchase Behaviour: A Test of a Consumer Model.  European Journal of Marketing, 34(5/6), pp. 723-746.
A consumer model of environmentally responsible purchase behaviour was tested using covariance structural analysis.  The model successfully predicted the purchase of environmentally responsible and non-responsible product alternatives.  A hierarchical relationship from values to product specific attitudes to purchase intention to purchase behaviour was confirmed.  Individual consequences, which take the personal implications of consumption into account, were found to be just as important in predicting intention as the environmental consequences of a product.  The study empirically tested a values typology as a basis to explain attitude formation.
Walley, K., Custance, P. & Parsons, S. (2000). UK Consumer Attitudes Concerning Environmental Issues Impacting the Agrifood Industry.  Business Strategy and the Environment, 9(6), pp. 355-366.

Consumer concern for the environment has been on the increase in recent years.  This concern has created many opportunities, as well as threats, for all businesses but particularly for those involved in the agrifood industry.  These concerns can and do change considerably in a short space of time so it is essential that consumer surveys are conducted on a frequent basis to monitor these changes.  This paper presents the findings of one such survey based on the findings of a consumer attitude study concerning environmental issues relating to the agrifood industry.  The data is subjected to a cluster analysis in order to segment the respondents and make the findings more meaningful.  The paper concludes that there are four groups of consumers (the [image: image10.png]
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) and that while a number of subjects constitute issues for consumers the one that unites most consumers, and which will probably have the greatest impact on the environment, is genetic modification.  Consumer resistance to genetic modification is found to be high and it is suggested that as a result farmers will continue to employ traditional farming practices in the future.

Neuner, M. (2000). Collective Prototyping: A Consumer Policy Strategy to Encourage Ecological Marketing.  Journal of consumer policy, 23(2), June, pp. 153-175.

In this paper, three examples of organized positive consumer action that pursues the aim of supporting ecological marketing practices are presented.  It is believed that this form of consumer action is more effective in encouraging ecological marketing than the three classical consumer reaction strategies exit, voice, and loyalty.  Positive strategies such as entry, confirmation, and approval allow consumers to articulate needs which are different from those that are already satisfied by products available on the market.  The examples chosen describe the process of prototypic development of an environmentally friendly refrigerator, a solar system for the production of energy for private use, and the 3-litre-car, demonstrating how petrol consumption can be decreased by 50%.  The goals of the prototyping strategy are, firstly, to demonstrate the feasibility of an ecological product innovation, and secondly, to assess the market opportunities for such an innovation.  The examples show that it is possible and necessary to extend the instruments of consumer policy to collective, partnership-based approaches while still adhering to the paradigm of countervailing consumer power.

Johri, L.M. & Sahasakmontri, K. (1998). Green Marketing of Cosmetics and Toiletries in Thailand.  The Journal of Consumer Marketing,15(3), pp. 265-281.

Use of traditional cosmetics and toiletries manufactured from herbs and plant extracts has been popular in many Asian countries.  However, green marketing of these products is rather recent.  Encouraged by the growing environmental consciousness on the part of citizens and a growing market for cosmetics and toiletries, several global and local companies have entered Thailand.  An international company, The Body Shop, and a local company, Oriental Princess, have employed green marketing strategies to build their customer base in the Thai market.  Using case research method and questionnaire-based surveys, an attempt has been made in this paper to analyze the green marketing strategies of these companies and their impact on consumer attitudes and brand loyalty.  The research shows that that the two companies have made honest attempts to adopt green marketing strategies.  However, Thai customers consider non-green attributes more important in making their purchase decisions.  The two case companies have been able to create favorable attitudes and enjoy a high degree of brand loyalty.

Lord, K.R. & Putruve, S. (1998). Acceptance of Recycling Appeals: The Moderating Role of Perceived Consumer Effectiveness.  Journal of Marketing Management, 14(6), July, pp. 581-591.

This study tests the effectiveness of positively and negatively framed messages as a function of consumers' confidence in their ability to improve the environment, or "perceived consumer effectiveness" (PCE).  High-PCE consumers are shown to be more receptive to negatively framed messages than those who are low in PCE.  This is seen in their stronger belief in the claims made in negatively framed messages and more favourable message attitudes.  Implications are discussed for a variety of environmental and social causes for which negative framing may help to communicate the adverse consequences of failure to change behaviour. 

Strong, C. (1997). The problems of Translating Fair Trade Principles into Consumer Purchase Behaviour.  Marketing Intelligence and Planning, 15(1), pp. 32-37.

A number of features which characterize the manifestation of fair trade consumerism are discussed. It is proposed that there are several problems which have hindered the translation of fair trade principles into consumer purchase behaviour. The issue of ecological marketing is also discussed.
Manrai, L.A., Manrai, A.J., Lascu, D-N. & Ryans, J.K. (1997). How Green-Claim Strength and Country Disposition Affect product Evaluation and Company Image.  Psychology and Marketing, 14(5), pp. 511-538.

Green advertising is defined as the advertising that emphasizes the environmental friendliness of the product.  Attributes such as degradability, recyclability, lower pollution et cetera are considered to be environmentally friendly.  The research reported in this article addresses how the strength of a green claim, for example, the extent of pollution reduction claimed in an advertisement for a new automobile and the consumer's country disposition, that is, the consumer's attitude toward the country of origin of the automobile, interactively affected the product evaluation in terms of its greenness and company image in terms of its green consciousness.  Product evaluation and company image were more favourable for consumers with highly positive country disposition than for consumers with less positive country disposition when the green claim was moderate in strength.  However, when the green claim was extremely low or extremely high in strength, the reverse was true.  Theoretical rationale for these findings draws upon several areas of research, for example, latitude of acceptance/rejection, assimilation/contrast effects, social cognition, country of origin, and Heider's balance theory.  Managerial implications of the findings and future research directions are discussed.

Schlegelmilch, B.B., Bohlen, G. M., & Diamantopoulos, A. (1996). The Link Between Green Purchasing Decisions and Measures of Environmental Consciousness.  European Marketing Journal, 30(5), pp. 35-55.

A review of the literature suggests that traditional segmentation variables (socio-demographics) and personality indicators are of limited use for characterizing the green consumer.  The authors explore the extent to which variables, specific to environmental consciousness, are better able to explain consumers' pro-environmental purchasing behaviour.  Two conceptualizations of the purchasing domain are addressed, namely general green purchasing behaviour and specific purchasing habits relating to five green product categories.  Two data sets are used in the analysis, namely marketing students and members of the United Kingdom general public.  Results suggest that measures of environmental consciousness are closely linked to environmentally-responsible purchasing behaviour, although the strength of the relationships varies according to sample type, the conceptualization of the purchasing domain and the particular product category at issue.

McDaniel, S.W. & Rylander, D.H. (1993). Strategic Green Marketing.  The Journal of Consumer Marketing, 10(3), pp. 4-11.

Green marketing is taking shape as one of the key business strategies of the future.  The increasing environmental consciousness makes it incumbent on consumer marketers not just to respond to, but to lead the way in, environmental programs.  Consumer marketers should: 1. recognize a product's environmental implications, 2. analyze the changing consumer and political attitudes while recognizing the role that companies can play in protecting the environment, 3. realize that green marketing is not purely altruistic - it can be a profitable endeavour, and 4. recognize that green marketing must be a fully integrated part of a firm's strategic marketing plan.  Increasing environmental consciousness also sets forth the need and specific recommendations for incorporating environmental concerns into the strategic marketing planning of the organization. 
Sustainable Communication

Kilbourne, W.E. (2004). Sustainable Communication and the Dominant Social Paradigm: Can they be Integrated?  Marketing Theory, 4(3), pp. 187-208.

The relationship between marketing and the environment has been examined since the early 1970s but began to focus on advertising in the early 1990s.  Environmentally related ads were frequently analyzed for content, and then a framework for green advertising was developed, expanding the domain of inquiry to the level of paradigms.  This article expands on both of these areas of research by examining both green advertising and sustainable communication and positioning them within the dominant social paradigm of western industrial society.  It is argued that achieving sustainable consumption is problematic for both areas because their goal contradicts the basic elements of the paradigm.  For meaningful change to occur over time, it is necessary to develop the theory of sustainable communication further and expand knowledge of the functioning of the dominant social paradigm of western industrial societies.
McDonagh, P. (2002). Communicative Campaigns to Effect Anti-Slavery and Fair Trade: The Cases of Rugmark and Cafedirect.  European Journal of Marketing, 36(5/6), pp. 642-667.

This inquiry examines the challenge for marketers to foster both anti-slavery and fair trade, and analyzes communicative work to enhance both.  Underlying issues and public misunderstanding are described, drawing on specific themes by illustrating the Anti-Slavery International campaigns to end child labour via the Rugmark label, and the work of a fair trade coffee company, Cafedirect Ltd.  The paper furnishes a link between societal marketing and the emergent theory of sustainable communication to effect anti-slavery and global fair trade.  It concludes with a discussion, implications for societal marketing and suggestions for further research.
Langeland, L. (1999). On Communicating the Complexity of a Green Message. Part 2: The Vigilant Market.  Greener Management International, 25, Spring, pp. 81-91.
This paper explores patterns of alternative consumption and analyses the emerging vigilant market segment and how to address it, with an emphasis on the element of non-rationality in the purchasing process.  After examining `vigilant' consumers and changing patterns of consumption, the implications for addressing this market segment are presented.  The challenges and pitfalls of communicating the `green' premium are explored, based on the findings of the first part of this paper, and are illustrated in practice through the example of an unsuccessful campaign aimed at cafes that serve fair trade coffee.  The paper examines the opacity of the vigilant market and the low number of factors over which business truly has control. 

Langeland, L. (1998). On Communicating the Complexity of a Green Message. Part 1: the Max Havelaar Case. Greener Management International, 22, Summer, pp. 96-108.
This article illustrates ways of embracing complexity in green communication through the case of the Max Havelaar Foundation, a Danish `fair trade' organisation.  The case study serves as an inspiration as well as an illustration of the possibility of communicating a green message in multiple dimensions.  Though a wider range of fair trade products exist, the case study only draws on the campaigns related to coffee.  After an introduction to the social problems underlying fair trade, the article studies the communication undertaken by the Max Havelaar Foundation, drawing on material from various campaigns.  The general implications for environmental and social communication are presented and discussed.  The article concludes that business can address the underlying environmental and social issues in an informative and responsible manner and that the case study suggests the possibility of doing so successfully. 

McDonagh, P. (1998). Towards a Theory of Sustainable Communication in Risk Society: Relating Issues of Sustainability to Marketing Communications.  Journal of Marketing Management, 14(6), July, pp. 591-523.

Can business in Western industrial society (some now use the label risk society) be transformed into ecologically sustainable organizations?  The authors argue that if we optimistically assume the answer to this question to be 'yes' how would these organizations communicate with the world in which they operate?  This paper reports the author's application of a social constructionist approach to 'green' communicative acts and those responsible for them in an attempt to start answering such questions.  In a qualitative empirical study of an environmental and social justice communications consultancy the social world of the people involved is explored as they interact with and communicative the issues with which they are concerned in risk society.  A main research theme attempted to relate three issues of ecocentrism to what is known as marketing communications.  In this respect the author has concentrated on a leading edge agency and four of its clients in the fields of animal, personal health and planet preservation.  In the analysis the author lays the foundations for a new theory, Sustainable Communication, which can account for communicative acts, in any eco-discourse that have issues of sustainability as their focal point. 

Eco-Labelling
Joshi, M. (2004). Are Eco Labels consistent with World Trade Organisation Agreements?  Journal of World Trade, 38(1), pp. 69-93.

The increasing environmental concerns of consumers are leading to more information about the environmental characteristics of products being made available by producers through what is called "eco-labelling".  Eco-labelling has thus become the medium promoting both the production and consumption of products that are "more environment friendly" than competing products available in the market.  Due to this, eco-labelling has generated substantial debate with regard to its implications for market access of similar products and also with regard to the legality of demanding ecolabelling on products, especially in the World Trade Organization (WTO).  The article briefly discusses the market access effects of eco-labelling schemes, particularly for developing countries. It discusses the consistency of voluntary life cycle analysis (LCA) based eco-labelling, sponsored both by governments as well as those by non-governmental bodies, with the relevant provisions of the WTO Agreement on Technical Barriers to Trade (TBT Agreement) and implications if these are considered to be covered by the relevant WTO agreements, as has been claimed by some countries.
De Boer, J. (2003). Sustainability Labelling Schemes: The Logic of their Claims and Their Functions for Stakeholders.  Business Strategy and the Environment, 12(4), pp. 254-264.

In this paper the author examines the role of labelling and certification schemes in pursuit of policies to make production and consumption processes more sustainable.  From a logical point of view, labels are conceived as claims put forward by sellers to inform buyers about certain characteristics of their products.  In the case of sustainability, labels might identify relevant ideals to approach and/or significant ills to escape.  Toulmin’s argumentation theory is used to show how claims can be substantiated and challenged.  Based on literature on the behaviour of main stakeholders, the author discusses what labelling means for producers, consumers, policymakers and other groups in society.  In the conclusions, attention is drawn to the way in which societal pressure might interact with market forces to shape the information environment for products and services.  As a result, the role of sustainability labels might become more differentiated, varying from direct shopping aids to background quality assurances.

Dosi, C. and Moretto, M. (2001). Is Eco-Labelling a Reliable Environmental Policy Measure?  Environmental and Resource Economics, 18(1), January, pp.113-127.
The rationale of ecolabelling is to enable firms to reap the willingness-to-pay for the environmental attributes of goods by helping consumers to identify "green" products.  By so doing, ecolabelling is expected to stimulate spontaneous environmental innovation and to reduce aggregated pollution.  Our analysis, however, outlines situations under which ecolabelling could induce perverse effects, namely increased investment in conventional technologies before the labels are awarded, and examines whether restricting the issue of labels could constitute an antidote.

Hussain, S.S. (2000). Green Consumerism and Ecolabelling: A Strategic Behavioural Model.  Journal of Agricultural Economics, 51(1), Jan, pp. 77-89.

The ethos of `green' marketing is to affect tastes and perceptions so that those individuals for whom the attribute of environmental-friendliness is significant can signal this preference by choosing the `green' alternative.  This paper presents a strategic behavioural model of interactions between two agents, a firm and consumer, under conditions of incomplete information.  The outcome of the model is that, unless some restrictive and (arguably) unrealistic conditions apply, some proportion of `green' marketing campaigns will be misleading; `green' marketing is not restricted to `green' products, and `green' consumers only adapt their purchasing habits some of the time.  Ecolabelling schemes can be used as a means of ameliorating this inefficiency in information-transfer. Whether state intervention to make ecolabelling mandatory for `green' products is welfare-improving depends on the balance between the deadweight losses from the process and the gains in terms of facilitating the expression of `green' preferences.

Ibanez, L. & Stenger¸A. (2001). Environment and Food Safety in Agriculture: Are Labels Efficient?  Australian Economic Papers, 39(4), Dec, pp. 452-464.

In this article, the authors attempt to elicit whether information on food safety is consistent with a more environmental-friendly agriculture.  As the policy makers generally intervene to limit negative externalities in agriculture on the supply side, is a labelling policy an efficient way to reduce pollution levels in this sector?  The intuitive reason of a food safety label rests on the fact that consumers seem to be more concerned with information on food safety aspects than on environmental ones.  In a vertical differentiation model, the authors analyse the impacts of labels mentioning food safety and environmental aspects, on firms' profits, consumers' surplus and pollution levels.  Given our main assumption that food safety and environmental consequences are directly linked, our principal results show that a labelling policy on food safety can be efficient from an environmental point of view, depending on the initial healthy products proportion in the market.  Another result is based on the fact that a label policy can reduce consumer's surplus.

Greenwash

Saha, M. & Darnton, G. (2005). Green Companies or Green Con-panies: Are Companies Really Green, or are they Pretending to Be?  Business and Society Review, 110(2), Summer, pp. 117-157.

Over the years, green issues have been more talked about by business and industry, financial institutions and the general public.  There has been much discussion about the environment and the damaging effects produced by everyday activities.  Extensive environmental damage has been caused by continuous consumption, marketing, manufacturing, processing and polluting, along with several environmental disasters.  There are various responses to green issues that companies have adopted.  These range green product promotion, green marketing, environmental management and aiming for sustainability.  This article presents the results of research investigating the green strategies and practices in a sample of companies.  It further relates issues such as ecological concerns, conservation and corporate social responsibility.

Karna, J., Juslin, H., Ahonen, V. & Hansen, E. (2001). Green Advertising: Greenwash or a True Reflection of Marketing Strategies?  Greener Management International, 33, Spring, pp. 59-70.

This paper focuses on the relationship between a company's environmental activity in marketing and its environmental advertising.  Green advertising without environmental emphasis in strategies and appropriate connections between strategies and marketing operations leads to greenwashing.  Greenwashing is the misuse of the principles of environmental marketing and means that consumers cannot trust the content of advertisements.  This study tests the proposition that green advertising reflects environmentally sound strategic- and structural-level decisions.  The empirical data for the study was collected from the Finnish forest industry, including advertising by the industry.  Over half of the 167 analysed ads included environmental aspects but it can be argued that the use of green claims is not very versatile.  The ads quite often simply state that the product is 'environmentally friendly' or 'natural'.  In general, the advertisements reflected the company's level of greenness.  Findings suggest that there is clear environmental substance behind environmental advertising claims in this industry.
Peattie, K. (1999). Trappings Versus Substance in the Greening of Marketing Planning.  Journal of Strategic Marketing, 7(2), pp. 131-148.

A key function of corporate and marketing planning is to ensure that businesses develop strategies which keep them in harmony with a company's external environment.  In the wake of the Brundtland Report in 1987, and the Rio Earth Summit in 1992, it has become increasingly clear that when it comes to the physical environment, the current trajectory of development for economies, and the companies within them, is not physically sustainable.  The need to address this issue has led to a great deal of activity among companies including environmentally related total quality initiatives; the reformulation of many products and processes; and an attempt to reposition environmental pressure as a potential source of competitive advantage.  Although the 1990s were heralded as 'The Earth Decade', as they draw to a close, the degree to which our companies have moved closer to real sustainability appears minimal.  This article discusses the degree to which this lack of change stems from the fundamental incompatibilities between the philosophy of sustainability and the strategic marketing planning processes that companies use in practice, and the concepts which underpin conventional marketing.

Mohr, L.A., Eroglu, D. & Ellen, P.S. (1998). The Development and Testing of a Measure of Skepticism Toward Environmental Claims in Marketers' Communications.  Journal of Consumer Affairs, 32(1), Summer, pp. 30-55.

The authors claim that in spite of the apparent proliferation of green marketing actual consumer purchasing has lagged behind verbally-expressed concern for the environment.  One reason for this lack of consumer responsiveness may be the confusion about and skepticism toward green marketing communications, possibly spawned by distrust for advertising in general.  The authors distinguish between skepticism and cynicism, arguing that it is more difficult to influence cynicism.  Therefore by focusing on scepticism, both industry and government could better leverage their resources as they attempt to improve communications with consumers.  The authors conduct a study on skeptcism and examine skepticism towards a specific type of target, such as environmental claims in advertising and packaging, [rather than a more general target such as advertising].  They argue that more research is needed to provide academics and practitioners with a clearer view of how the ability of the market to encourage environmentally safe products is affected by evaluative predispositions, such as skepticism.  Finally, they develop a scale which is intended to encourage researchers to include skepticism towards environmental claims in their studies.

Strategic Implications

General

Kuk, G., Fokeer, S. & Ting Hung, W. (2005). Strategic Formulation and Communication of Corporate Environmental Policy Statements: A UK Firms Perspective.  Journal of Business Ethics, 58(4), pp. 375-385.

This paper suggests that most of the FTSE-listed firms in the United Kingdom use corporate environmental policy statements (CEPS) to communicate their strategic intent of what environmental and social targets to attain, and broad guidelines of how they will progressively achieve all the required changes and new developments.  In this paper, we link the contents of CEPS of a sample of FTSE-listed firms (from the chemical, pharmaceutical and food industry that are committed to develop business excellence) to the voluntary participation in the environmental benchmarking exercise and the various levels of environmental performance therein.  The findings suggest that in contrast to their non-participating counterparts, the strategic focus of the participating firms transcends from simply mitigating any potential damages that their operations might have on the environment to business process reengineering and building new implementation capabilities.  However, not all of the participating firms achieved excellence in their environmental performance, the high performing firms outweighed their counterparts on their emphasis on technological competence and competitiveness, and interestingly, the average-performing firms would use the strategic emphasis on social responsibility to compensate for their mediocre technological competence.
Hardjono, T. & De Klein, P. (2004). Introduction on the European Corporate Sustainability Framework.  Journal of Business Ethics, 55(2), pp. 99-113.

This article describes the European Corporate Sustainability Framework (ECSF).  This framework addresses complex issues such as Corporate Sustainability, Corporate Responsibility and Corporate Change.  It is a conceptual framework based on the tradition of the quality management approach and the concept of phase-wise development.  The framework is based on several theories and models, all proven individually over several decades.  These theories are the Emergent Cyclical Levels of Existence Theory (ECLET) of Professor Graves, The Four Phase Model© (Hardjono), EFQM''s Business Excellence Model, Kaplan and Norton''s Business Balanced scorecard, the research deliverables of the project [image: image18.png]
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 and the SqEME® methodology.  All these models, theories and/or studies belong to the interpretative sociology (Milwax Burell and Morgan, 1992).  The aim of the ECSF is to support organizations in their implementation of Corporate Sustainability and Corporate Responsibility (CS-R) by addressing the ambiguity and complexity of these issues.

Dentchev, N.A. (2004). Corporate Social Performance as a Business Strategy.  Journal of Business Ethics, 55(4), pp. 397-412.

Having the ambition to contribute to the practical value of the theory on corporate social performance (CSP), this paper approaches the question whether CSP can contribute to the competitive advantage of firms.  We adopted an explorative case-study methodology to explore the variety of positive and negative effects of CSP on the competitiveness of organizations.  As this study aimed at identifying as great variety of these effects as possible, we selected a diversified group of respondents.  Data was thus collected through embedded units of analysis in a petrochemical company, and triangulated with the opinions of experts on CSP.  Overall, we found various positive and negative effects of CSP on the competitiveness of organizations.  CSP is therefore not an innocent adventure for executives, but rather a strategy for achieving corporate objectives.  If not carefully implemented, the CSP strategy may harm the competitive advantage of the firm, as our results have suggested.

Lee, K.H. and Ball, R. (2003). Achieving Sustainable Corporate Competitiveness: Strategic Link Between Top Management’s (Green) Commitment and Corporate Environmental Strategy.  Greener Management International, 44, Winter, pp. 89-105.
Current prescriptions for organizational eco-change, which are often driven by a desire to show companies the "right way forward," are often dominated by rhetoric and are reliant on the assumption that organizations will voluntarily become greener.  There is little evidence to support any of these assumptions.  Assuming that the primary motivating force for business corporations is the pursuit of organizational sustainability through the attainment of competitive advantage, corporate contributions to sustainability must stem from self-interest and survival instincts.  This study seeks to develop a corporate understanding of emerging environmental concerns and their impacts on organizational survival and profitability.  By focusing on the strategic assessment of change drivers - top management's commitment and strategic importance of green issues - this paper studies 15 companies in the Korean chemical industry and develops four strategic response models ranging from lagging to proactive catalyst.  This study finds that top management's commitment has a direct and indirect impact on corporate environmental responses and strategy.
Figge, F., Hahn, T., Schaltegger, S. & Wagner, M. (2002). The Sustainability Balanced Scorecard – Linking Sustainability Management to Business Strategy.  Business Strategy and the Environment, 12(5), pp. 269-284.

The Balanced Scorecard of Kaplan and Norton is a management tool that supports the successful implementation of corporate strategies.  It has been discussed and considered widely in both practice and research.  By linking operational and non-financial corporate activities with causal chains to the firm's long-term strategy, the Balanced Scorecard supports the alignment and management of all corporate activities according to their strategic relevance.  The Balanced Scorecard makes it possible to take into account non-monetary strategic success factors that significantly impact the economic success of a business.  The Balanced Scorecard is thus a promising starting-point to also incorporate environmental and social aspects into the main management system of a firm.  Sustainability management with the Balanced Scorecard helps to overcome the shortcomings of conventional approaches to environmental and social management systems by integrating the three pillars of sustainability into a single and overarching strategic management tool.  After a brief discussion of the different possible forms of a Sustainability Balanced Scorecard the article takes a closer look at the process and steps of formulating a Sustainability Balanced Scorecard for a business unit.  Before doing so, the basic conventional approach of the Balanced Scorecard and its suitability for sustainability management will be outlined in brief.

Polonsky, M. (2001). Reevaluating Green Marketing: A Strategic Approach.  Business Horizons, 44(5), Sept/Oct, pp. 21-31.
Why should firms engage in green marketing? What are the various levels of greening?  What does implementation involve?  And what are its implications?  The author explores these issues and argues that green marketing is a complex tool that must be integrated across all organizational areas and activities if it is to be successfully implemented and achieve long-term benefits.  Failure to develop an integrated approach will increase the probability that a firm's activities will not match consumers' expectations.  The actions taken will be ineffective, both from a business and an environmental perspective. 

Dobers, P. and Wollf, R. (2000). Competing With ‘Soft’ Issues – From Managing the Environment to Sustainable Business Strategies.  Business Strategy and the Environment, 19(3), May/June, pp. 143-150.

In the last 15 years, important elements to achieve sustainability have been governmental regulation, increasing consumer awareness, implementation of end-of-pipe technologies in industry and the development of 'green' products.  Although many improvements have followed since, some would say that current dominating demands regarding shareholder value (SHV) and claims regarding sustainability are two global discourses in conflict.  We argue that the financial sector can influence eco-efficiency and other environmental improvements.  The role of the financial sector, although strategically important, is generally neglected in discourses on sustainability.  In this article, we illustrate that financial institutions are crucial facilitators for sustainability.  Financial actors' demands regarding business' transparency about management systems and objectives for sustainability will play an important role in the near future.  One current example for this emerging trend is the recently introduced Dow Jones Sustainable Group Index. 'Narrowing in on this special issue on Contemporary Nordic research on corporate environmental management' we have gone through the 25 articles by Nordic authors previously published in Business Strategy and the Environment (BSE).  We have identified three theme clusters, which support the observation that Nordic research in corporate environmental management, as published and illustrated in BSE has developed issues from 'hard' such as pollution, environmental technology and compliance, to 'soft' issues, such as research on the development and implementation of corporate environmental management and alternative projects for environmental improvements.  This special issue presents a selection of papers discussed at the Fifth Workshop of the Nordic Business Environmental Management Network in Gothenburg, Sweden, in January 1999.
Strannengård, L. (2000). Reflexive Couplings: Combining Business Goals and Environmental Concern.  Business Strategy and the Environment, 9(3), pp. 163-174.

This article discusses how the natural environment became a business concern in a Swedish multinational manufacturing company.  Ideas that were initially external to the organization were internalized and formulated, i.e. translated into guiding principles for environmental change efforts within the organization.  External influences (environmental organizations, customers, media) and internal influences (CEO commitment, similar successful projects) were fitted with management tools that the organization already has experience from.  Thus, the environmental strategy emerged as a result of a translation process: phenomena in the institutional environment become internalized and matched with existing tools and solutions.  The empirical findings presented in the paper show how the translation process results in a business-driven environmental strategy.  The environmental strategy is however not static, but the degree of business-environment integration fluctuates over time.  The process by which an organization tries to integrate environmental strategies into business strategies is in the paper shown to be a matter of de-coupling and coupling business efficiency and environmental responsibility.  The task of management becomes to keep a flexible, not loose, coupling between business efficiency and environmental orientation.
Sinding, K. (2000). Environmental Management Beyond the Boundaries of the Firm: Definitions and Constraints.  Business Strategy and the Environment, 9(2), pp. 79-91.

When firms look outward and consider how issues related to the natural environment are likely to affect them directly they can distinguish two main forms of influence.  One is environmental and related regulation which comes in a variety of forms.  The other partly overlapping form is market influences.  As firms try to adapt to these influences, either they can take an internally focused approach or they can accept that environmental impacts are related to all the stages of life a product passes through and take the inter-organizational consequences in terms of required co-operation.  Pursuing inter-organizational environmental management, however, involves a choice of approaches, which are likely to vary greatly in terms of the degree of physical exchange and the cost of arranging and maintaining inter-organizational relations.

Langerak, F. (1998). Exploratory Results on the Antecedents and Consequences of Green Marketing.  Journal of the Market Research Society, 40(4), Oct, p. 323. 

Although the green market is growing the marketing literature has been relatively silent about the integration of environmental issues in marketing strategy and decision-making.   Against this backdrop there is a need for more research on and discussion about the role of the natural environment in marketing strategy and business performance.  Therefore the purpose of the article is to develop and test a model that incorporates the antecedents and consequences of integrating environmental issues in marketing strategy and decision-making.  In particular, the goal is to address the environmental consciousness and practices  of marketers.  Some of the external and internal antecedents and consequences analyzed include competitive and business intensity, consumer sensitivity toward environmentalism, and the environmental consciousness of marketers.  Results indicated limitations associated with marketers' influence on green product development processes.

Hart, S.L. (1997).  Beyond Greening: Strategies for a Sustainable World.  Harvard Business Review, 75 (1), Jan/Feb, p. 66.

This article focuses on the strategies utilized by business worldwide in an attempt not to harm the environment.  More and more companies are ‘going green' as they realize that they can produce and increase profits.  Hart sets out the challenge to develop a sustainable global economy and provides detailed information on strategies for a sustainable world and various daily environmental problems. 

Menon, A. & Menon A. (1997). Enviropreneurial Marketing Strategy: The Emergence of Corporate Environmentalism as Market Strategy.  Journal of Marketing, 61(1), Jan, pp. 51-67.

The concept of an enviropreneurial market strategy is discussed which reflects the confluence of social performance goals, corporate entrepreneurship orientations and marketing strategy by integrating environmental concerns when developing marketing policies.  They argue that managers lack a strategic framework enumerating the factors under which an enviropreneurial marketing strategy can lead to competitive advantages within a product or market.  To achieve that goal, the authors ( 1 ) provide an overview of enviropreneurial marketing and its facets, (2) expound on the tactical, quasi-strategic, and strategic forms of enviropreneurial marketing, (3) propose a testable model of the antecedents and consequences of enviropreneurial marketing, and (4) offer direction to researchers.  From a marketing academic perspective, more work in the area of enviropreneurial marketing and enviropreneurship can significantly enhance the contributions of marketing to the strategy dialogue. From a practitioner perspective, especially if present conditions continue, a firm's enviropreneurship may well determine whether it thrives or becomes an "endangered species." 

Sustainable Development

Ehrenfeld, J.R. (2005). The Roots of Sustainability.  MIT Sloan Management Review, 46(2), Winter, pp. 23-29.

Many companies now offer slick "sustainability reports" along with their annual reports as indicators of their performance.  The problem is that none of this espoused benevolence creates true sustainability.  At best, it only temporarily slows society's continuing drift toward unsustainability; at worst, it serves as feel-good marketing for products and services that in fact degrade and pollute our environment and fail to meaningfully satisfy the needs of consumers.  The problem really stems from management's failure to see unsustainability as a deep-seated systems failure and to appreciate the extent to which radical thinking and action are required to embark upon a sustainable trajectory.  Almost completely missing from today's problem-solving activities is an expansive, ambitious vision of a sustainable world, let alone a clear notion of what sustainability is.  Managers have to begin to recognize when they are indulging in shifting the burden, clinging to sustainable development as a goal while instituting and executing practices that merely make economic development somewhat less unsustainable.
Fergus, A.H.T. and Rowney, J.I.A. (2005). Sustainable Development: Lost Meaning and Opportunity?  Journal of Business Ethics, 60(1), pp. 17-27.

The term Sustainable Development has been used in many different contexts and consequently has come to represent many different ideas.  The purpose of this paper was to explore the underlying meaning of the term Sustainable Development, and to assess the dominant ethic behind such meaning.  Through this exploration, we uncovered a change in the semantic meaning of the term, and described what that meaning entails.  The term Sustainable Development had the potential, we argue, to stimulate discursive engagement with respect to the future development of society within an ethical framework based around the values of inclusivity, diversity, and integration.  The importance of philosophical context within which the term is used influences the definitional process of meaning, and has been simulated into the language of the dominant scientific-economic paradigm.  We go on to explore how this meaning change has come about.  In doing so we looked to the Enlightenment period and the resulting philosophies to explore the foundations of meaning, and then to the work of Jürgen Habermas to explain how the scientific-economic paradigm came to dominate the meaning of Sustainable Development.

Springett, D. (2003). Business Conceptions of Sustainable Development: A Perspective from Critical Theory.  Business Strategy and the Environment, 12(2), pp. 71-86.

The discourse of sustainable development reflects the particular interests and stakes in the ground of groups, including corporates, who contest the definition of the concept.  Perspectives from critical theory, supplemented by Foucauldian concepts, expose the role of power and hegemony in that contestation.  Applied to understandings of sustainable development held by corporate managers, they reveal conceptions largely based in eco-modernism and political sustainability.  The preliminary outcomes of research in progress that is taking a dialectical approach to the examination of the discourse of sustainable development in New Zealand companies are discussed.  A case is made for maintaining greater discursivity in corporations and the broader setting, since, in a Foucauldian sense, it is the discourse that is producing sustainable development.  It is argued that the predominating green business discourse engages only superficially with sustainable development, and that what is now needed is a discourse of business and sustainable development framed in critical theory.
Corporate Social Responsibility

Garriga, E. & Melé, D. (2004). Corporate Social Responsibility Theories: Mapping the Territory.  Journal of Business Ethics, 53(1/2), pp. 51-71.
The Corporate Social Responsibility (CSR) field presents not only a landscape of theories but also a proliferation of approaches, which are controversial, complex and unclear.  This article tries to clarify the situation, mapping the territory by classifying the main CSR theories and related approaches in four groups: (1) instrumental theories, in which the corporation is seen as only an instrument for wealth creation, and its social activities are only a means to achieve economic results; (2) political theories, which concern themselves with the power of corporations in society and a responsible use of this power in the political arena; (3) integrative theories, in which the corporation is focused on the satisfaction of social demands; and (4) ethical theories, based on ethical responsibilities of corporations to society.  In practice, each CSR theory presents four dimensions related to profits, political performance, social demands and ethical values.  The findings suggest the necessity to develop a new theory on the business and society relationship, which should integrate these four dimensions.

Van Marrewijk, M. & Were, M. (2003). Multiple Levels of Corporate Social Responsibility.  Journal of Business Ethics, 44(2/3), pp. 109-117.

According to Dr. Clare Graves, mankind has developed eight core value systems as responses to prevailing circumstances.  Given different contexts and value systems, a one-solution-fits-all concept of corporate sustainability is not reasonable.  Therefore, this paper presents various definitions and forms of sustainability, each linked to specific (societal) circumstances and related value systems.  A sustainability matrix– an essential element of the overall European Corporate Sustainability Framework – is described showing six types of organizations at different developmental stages, with different forms of corporate sustainability, each supported by specific institutional arrangements.
The Business Case for Sustainability

Simpson, M., Taylor, N. and Barker, K. (2004). Environmental Responsibility in SMEs: Does it deliver competitive advantage?  Business Strategy and the Environment, 13(3), pp. 156-171.

Small and medium sized enterprises (SMEs) can gain a competitive advantage and create sustainable business by adopting environmental good practices.  However, the perceptions of SMEs and their approach to environmental improvements suggest that there are some fundamental misunderstandings and difficulties in achieving this in practice.  A questionnaire-based study of SMEs and their responses to the current requirements of environmental good practice was carried out in South Yorkshire.  Follow-up interviews and factory visits were also carried out.  The study aimed to assess the ability of SMEs to create a competitive advantage by adopting environmental good practice and making environmental improvements to their business.  The main findings were that most organizations surveyed believed environmental issues to be issues affecting their business.  However, the meeting of these requirements was seen as a cost that was not transferable to customers in terms of added benefits and few organizations could show that it led to a competitive advantage.
Madsen, H. & Ulhøi, J.P. (2003). Have Trends in Corporate Environmental Management Influenced Companies’ Competitiveness?  Greener Management International, 44, Winter, pp. 75-89.

Over the past two or three decades, corporate environmental management has gradually developed in a more mature discipline.  Many companies have incorporated environmental considerations into their activities in order to eliminate or reduce the impact of these activities on the natural environment.  The question is, however, whether managers perceive corporate environmental initiatives as a challenge leading to new strategic options and, eventually, increased competitiveness, or whether they regard it as yet another burden.  Based on a number of surveys, this paper discusses contemporary trends in the implementation of environmental management systems in Danish industry up to the beginning of the new millennium in an attempt to identify any related effects on competitiveness.
Thorpe, J. & Prakash-Mani, K. (2003). Developing Value: The Business Case for Sustainability in Emerging Markets.  Greener Management International, 44, Winter, pp. 17-33.

While a growing body of research shows how corporate action on sustainability can improve financial performance, the focus of date has been on companies in developed markets.  Based on an analysis of more than 240 case studies from over 60 countries, this study focuses on addressing the gap.  It analyzes the "business case" for sustainability in emerging markets, identifying opportunities for businesses to reduce costs, increase sales, reduce risks, develop human capital, build reputation, and enhance access to capital from better corporate governance, improved environmental practices, and investments in social and economic development.  A business case matrix demonstrates graphically where the strong links exist, while the discussion highlights some variations by region as well as company type.  Overall, the study confirms that there are compelling commercial reasons for emerging market companies to take action on sustainability.
Dyllick, T. & Hockerts, K. (2002). Beyond the Business Case for Corporate Sustainability.  Business Strategy and the Environment, 11(2), pp. 130-141.

The article is intended as a contribution to the ongoing conceptual development of corporate sustainability.  At the business level sustainability is often equated with eco-efficiency.  However, such a reduction misses several important criteria that firms have to satisfy if they want to become truly sustainable.  This article discusses how the concept of sustainable development has evolved over the past three decades and particularly how it can be applied to the business level.  It then goes on to describe the three types of capital relevant within the concept of corporate sustainability: economic, natural and social capital.  From this basis we shall then develop the six criteria managers aiming for corporate sustainability will have to satisfy: eco-efficiency, socio-efficiency, eco-effectiveness, socio-effectiveness, sufficiency and ecological equity.  The article ends with a brief outlook towards future research.

Roy, M.J. and Vézina, R. (2001). Environmental Performance as a Basis for Competitive Strategy: Opportunities and Threats.  Corporate Environmental Strategy, December, 8(4), pp. 339-348.

Increasingly, companies are considering environmental differentiation as a basis for their competitive strategy.  As they formulate and implement their strategy, these companies must decide upon an appropriate device to signal a superior environmental performance to consumers and other stakeholders.  This article examines three of these devices: Corporate environmental reports (CER), eco-labelling programs, and the ISO 14001 environmental management systems (EMS) standard.  Specific challenges and limits associated with their use are discussed and insight into ways to overcome potential barriers are offered.  One of these challenges relates to scepticisms, whereas another resides with the risk of imitation from competitors.  Hence, companies must both build trusting relationships, and continuously maintain and develop resources and competencies that will enable them to sustain their competitive advantage over competitors.

Alliances

Ählström, J. & Sjöström, E. (2005). CSOs and Business Partnerships: Strategies for Interaction, Business Strategy and the Environment, 14(4), July/August, pp. 230-240.

Cross Sectoral partnerships have increasingly been promoted as a solution to environmental and social problems.  This presupposes participation of civil society organizations (CSOs).  The article probes whether the partnership idea is prevailing among CSOs.  The purpose of the study is to explore what underlies CSOs’ approaches to interaction with business.  The study finds that based on their background and tactics for business interaction, CSOs can be divided into ‘Preservers’, ‘Modifiers’, and ‘Scrutinizers.  Among these only the solely the preservers have a strategy of engaging in partnerships with business. The protesters, modifiers and scrutinizers on the other hand, take on a strategy of independence.  This finding indicated that all corporations that seek to successfully partner with CSOs should be wary that such collaboration is not in line with the strategy of all CSOs and for these reasons partnership promotion may be problematic.

Polonsky, M.J. (2001). Strategic Bridging with firm-environmental Group Alliances: Opportunities and Pitfalls.  Journal of Marketing Theory and Practice, 9(1), Winter, pp. 38-48.
Firm-environmental group alliances can achieve the objectives of both partners.  Environmental groups frequently are able to directly and indirectly assist firms in achieving corporate objectives.  The indirect benefits of these alliances are important because environmental groups serve as an essential link or strategic bridge between the firm and its other stakeholders, which frequently could not be reached by firms without the environmental group's assistance.  However, effective strategic bridging relationships need to be carefully managed if they are to achieve the firm's desired outcomes.  This study discusses the theoretical foundations of bridging.  The benefits and pitfalls of strategic bridging are demonstrated through the examination of a case as an example.  Some suggestions as to how firms may elicit better bridging outcomes and future research directions also are briefly discussed.
Stafford, E.R., Polonsky, M.J. & Hartman, C.L. (2000). Environmental NGO-Business Collaboration and Strategic Bridging: A Case Analysis of the Greenpeace-Foron Alliance.  Business Strategy and the Environment, 9(2), pp. 122-135.

Environmental NGO-business collaborative partnerships, commonly called green alliances, are encouraging corporate enviropreneurship, entrepreneurial innovations that address environmental problems and result in operational efficiencies, new technologies and marketable 'green' products.  Aside from offering environmental, scientific and legal expertise, environmental NGOs can provide linkages to other societal stakeholders, referred to as strategic bridges, to support enviropreneurial initiatives.  This article focuses on the linkage capabilities of environmental NGOs by developing an extended strategic bridging framework that articulates necessary process contingencies and engagement strategies for building effective bridges with environmental stakeholders.  Propositions are advanced and tested in an analysis of the alliance between Greenpeace and Foron Household Appliances in Germany during 1992-93 for the marketing of an environmentally responsible refrigerator.  Stakeholder characteristics and partnership outcomes reveal managerial implications and conceptual extensions of strategic bridging in green alliances, and future research directions are discussed.

Hartman, C.L. & Stafford, E.R. (1998). Crafting ‘Enviropreneurial’ Value Chain Strategies through Green Alliances.  Business Horizons, 41(2), March/April, pp. 62-73.

Building value from start to finish, business and environmental partnerships are triggering innovative strategies that reap competitive and social benefits while protecting the planet.  Creative enviropreneurial strategies are resulting from green alliances - the collaborative partnerships between business and ecological groups to pursue mutually beneficial goals.  The nexus of environmental, economic, and social objectives, enviropreneurial strategies call for active entrepreneurship and innovation to solve green problems while boosting competition and benefiting society.
Crane, A. (1998). Exploring Green Alliances.  Journal of Marketing Management, 14(6), July, pp. 559-580.

This paper examines the phenomenon of "green alliances" between businesses and their suppliers, competitors and other stakeholders.  The concept of a "green alliance" is explored as a form of green marketing strategy and different types of alliance are set out.  Drawing on stakeholder theory and the networks model of industrial markets, critical environmental interdependencies between organizations are identified and examined.  An exploratory case study covering a range of such interdependencies is reported, with issues of alliance motives, and of inter- and intraorganizational relationships and cultures examined in considerable detail.  Issues identified as critical to the alliance process include the congruity of bonds between various alliance actors, resources and activities, and the cultural mediation between diverse, stakeholder factions.  The implications of these findings for environmental change and for green marketing management are discussed. 

Hartman, C.L., (1997). Green alliances: Building New Business with Environmental Groups.  Long Range Planning, 30(2), April, p. 184.
This article argues that ‘Green alliances’, partnerships between businesses and environmental groups, can be effective strategies for integrating corporate environmental responsibilities within market goals.  They are an outgrowth of an emerging philosophy called ‘Market-based Environmentalism’ which advocates to businesses via market incentives.  This article describes the conceptual underpinnings of the market-based perspective and illustrates how green alliances specifically, are helping companies to develop ecologically-protective programmes which can lower costs and build differentiation advantages.  A typology of green alliances is presented to explain different ways firms can achieve such advantages.  Recommendations are offered on how corporations can successfully ally with environmentalists to push competitive frontiers into the 21st century.

Mendleson, N. and Polonsky, M.J. (1995). Using Strategic Alliances to Develop Credible Green Marketing.  The Journal of Consumer Marketing, 12(2), pp. 4-19.
Manufacturers of consumer goods face various problems when they attempt to integrate environmental attributes into their marketing mix.  The inclusion of environmental issues in the marketing mix is often motivated by the organization's desire to address consumers' increased level of environmental awareness.  However, producers face 3 problems when they attempt to utilize environmental marketing: a lack of credibility, consumer cynicism and consumer confusion over claims.  Strategic alliances with environmental groups can assist manufacturers of consumer goods to overcome these problems, as well as provide other advantages, including increased access to environmental information, increased access to new markets, publicity and reduced public criticism and education of consumers about key environmental issues relating to a firm's product.  To achieve these benefits, producers need to follow a careful selection process when choosing an environmental strategic alliance partner.  This selection process includes determining alliance objectives, specifying outcomes desired and determining the fit between the organization, environmental group and target market.
Stakeholder Theory

Payne, S.L. & Calton, J.M. (2004). Exploring Research Potentials and Applications for Multi-Stakeholder Learning Dialogues.  Journal of Business Ethics, 55(1), pp. 71-78.

Varying conceptions of and purposes for dialogue exist.  Recent dialogic theorists and advocates urge exploration of forms of dialogue for learning and applying relational responsibilities within stakeholder networks.  A related phenomenon has been the recent emergence of multi-stakeholder dialogues that involve parties significantly affected by major issues or concerns, such as environmental sustainability, that have complex and wide-spread implications.  The extent to which these recent multi-stakeholder dialogues assume anything resembling the relationship or caring and the learning potentials of dialogic goals and processes suggested by recent advocates, however, can certainly be questioned.  This article explores potential directions for research on enhanced forms of multi-stakeholder dialogues that emphasize goals of dialogic learning, relationship building, and business social responsiveness within a more reflective practice of corporate citizenship.  Many issues and questions concerning appropriate antecedents, processes, and outcomes for these enhanced multi-stakeholder dialogues are raised and discussed.

Kaler, J. (2003). Differentiating Stakeholder Theories.  Journal of Business Ethics, 46(1), pp. 71-83.

Following on from work on stakeholder identification, this paper constructs a typology of stakeholder theories based on the extent to which serving the interests of non-shareholders relative to those of shareholders is accepted as a responsibility of companies.  A typology based on the division of stakeholder theories into normative, descriptive, and instrumental is rejected on the grounds that the latter two designations refer to second order theories rather than divisions within stakeholder theory and the first is a designation which, for the purposes of business ethics, applies to all stakeholder theories.  The crucial distinction between stockholder and stakeholder theory is argued to be their respective rejection and acceptance of role-specific responsibilities toward non-shareholders that are `ultimate objective fulfilling''.  From this starting point, a typology is constructed using a division of stakeholder theories into those which do and do not give priority to the interests of shareholders over those of non-shareholders, do and do not posit perfect duties towards non-shareholders as well as shareholders, do and do not accept accountability to non-shareholders as well as shareholders.
Oxley Green, A. & Hunton-Clarke, L. (2003). A Typology of Stakeholder Participation for Company Environmental Decision-Making.  Business Strategy and the Environment, 12(15), pp. 292-299.

Companies now recognise the need to identify and address the concerns of their stakeholders to ensure their decisions and business activities are more socially acceptable.  However, despite stakeholder participation being widely accepted in the public sector and used to a limited extent within some business management processes, there is no accepted understanding of what stakeholder participation actually constitutes and certainly no systematic method for its application within companies and company decision-making.  In order to support the development of such a method, stakeholder participation must first be defined in the company context.  Drawing from previous typologies of participation outlined in the literature, particularly relating to the public sector, this paper proposes a typology of stakeholder participation for companies, with particular relevance to environmental issues.  It also outlines the needs and problems associated with developing a method of stakeholder participation for use in company decision making.

Maio, E. (2003). Managing Brand in the New Stakeholder Environment.  Journal of Business Ethics, 44(2/3), pp. 235-246.

The corporate sustainability, and responsibility, movement has considerable implications for and impact on the discipline of brand management.  It creates pressures to which the discipline must adjust, and new growth opportunities for it to enjoy.  In Maio''s view, "brand" permeates all aspects of the corporation and therefore the values of the brand can serve as an effective touchstone for all corporate behaviours: in the Boardroom, in financial markets, in negotiations with employees, in customer interactions, in dialogue with other stakeholders.  Moreover, most corporations already have "plumbing" in place (the organizational substructures and processes to manage their brand), that can serve as effective conduits for nurturing values-driven behaviours and measuring them.
Dawkins, J. & Lewis, S. (2003). CSR in Stakeholder Expectations: And their Implication for Company Strategy.  Journal of Business Ethics, 44(2/3), pp. 185-193.
Recent years have seen dramatic changes in the attitudes and expectations brought to bear on companies.  Over ten years of research at MORI has shown the increasing prominence of corporate responsibility for a wide range of stakeholders, from consumers and employees to legislators and investors.

Madsen, H. & Ulhøi, J.P. (2001). Integrating Environmental Stakeholder -Management.  Business Strategy and the Environment, 10(2), pp. 77-88.

Regulation has been an important instrument in pushing the business community towards improved environmental performance.  However, there has also been increasing pressure from a growing number of stakeholders, including employees, customers, neighbours, NGOs etc.  In order to improve corporate relationships with various stakeholders, companies need to be able to identify these stakeholders and assess their influence.  The first part of this paper will discuss the relevant theory and introduce a model to analyse and identify the most significant stakeholder groups and their influence on corporate behaviour.  Based on a recent survey of Danish companies, the second part of the paper will report on the success of a variety of stakeholders in forcing companies to introduce environment-related initiatives.  The results will then be discussed in light of the theory and other reported results.  The paper closes with a discussion of research implications. 

Polonsky, M.J. (1995). A Stakeholder Theory Approach to Designing Environmental Marketing Strategy.  The Journal of Business and Industrial Marketing, 10(3), pp. 29–47.

The stakeholder theory (ST) is discussed in the context of developing environmental marketing strategy.  According to the literature, ST is based on the principle that the firm takes into account all of those groups and individuals that can affect, or are affected by, the accomplishment of organizational purpose.  How environmental marketing strategy can be improved by following the 4-step stakeholder management process is discussed.  This process involves: 1. identifying the relevant stakeholder groups, 2. determining the stake of each group, 3. determining how effectively the expectations of each group are met, and 4. developing corporate objectives and priorities that consider the stakeholder's interests.  Through understanding and attempting to socialized key stakeholders, environmental marketing strategy can be made more effective.  Some examples of the stakeholder socialization process are provided.
Case Studies

Raymond Jones, D. (2000). Leadership Strategies for Sustainable Development: The Case of Suma Wholefoods.  Business Strategy and the Environment, 9(6), pp. 378-389.
This paper explores possible leadership strategies for a firm wishing to move towards sustainable development, defined in its most holistic, long term, environmental, social and financial sense.  Empirical, grounded theory, case study findings from Suma Wholefoods, a socially innovative U.K. worker co-operative, are used to explore the above research aim.  A case study of such a company could prove illuminating considering the importance placed by numerous authors on the links between worker participation, pluralism and sustainable development.  The central objective of the paper is to consider to what extent Suma can maintain its pluralist commitment and practically move towards sustainable development, using a contextually appropriate leadership strategy.  Realising that sustainable development may be more of a journey than a destination, Suma's past, present and possible future leadership strategies are explored.  The case study findings argue against using solely participative or wider pluralist leadership strategies.  Alternatively, the findings argue that a business should adopt a contextually appropriate set of leadership styles, based on different contingency theories.  For Suma, a possible future leadership strategy would be predominantly pluralist, in order to take account of its enduring pluralist commitment.

Wycherley, I. (1999). Greening Supply Chains: The Case of Body Shop International.  Business Strategy and the Environment, 8(2), March/April, pp.120-128.
The management of the supply chain is an important element in attempts by business to lower its environmental impact.  The Body Shop International (BSI) has acquired significant experience in this area, starting with the launch of its supplier environmental star-rating scheme in 1992.  This paper reports on an interview survey of 20 BSI suppliers regarding the potential for improving the environmental performance of the BSI supply chain.  BSI was generally seen as a company with a clear and consistent commitment to the environmental cause and good relationships with its suppliers, both of which are critical facilitators of the process of greening their supply chain.  However, some barriers were perceived by the suppliers, including the confidentiality of ideas for improvement that might offer commercial advantage, a perception that increased costs could result and the fact that very few customers other than BSI were really interested in 'green' products.  The paper concludes with a review of the prospects for BSI working with its suppliers to improve their overall environmental impact.
Were, M. (2003). Implementing Corporate Responsibility: The Chiquita Case.  Journal of Business Ethics, 44(2/3), pp. 247-260.
This article gives a practice-based overview of the implementation aspects of Corporate Responsibility.  After discussing the success factors for implementing Corporate Responsibility, the article describes a model for implementing Corporate Responsibility.  Special attention is given to the success factors in the subsequent phases of implementation (sensitivity to the organizational environment, awareness of core values and clear leadership), to ensure that the most optimal results attainable for the organization can be reached.  The implementation-model is clarified by looking at experiences in implementing Corporate Responsibility at Chiquita.

