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DEVELOPMENT OF THE CONCEPT OF ENVIRONMENTAL MARKETING

Экологический маркетинг (ЭМ) в будущем станет одной из основных бизнес-стратегий. В будущем появится необходимость объединения усилий по стратегическому маркетинговому планированию организации. Однако дать определение экологического маркетинга – непростая задача, потому что в научной литературе существует несколько разных подходов к предмету маркетинга, но ни одно из этих определений не может быть признано универсальным. Отсутствие логичности является основной частью проблемы: как вопрос может быть оценен, если все исследователи имеют разное восприятие того, что они исследуют. Автор статьи раскрывает существующие понятия и определения экологического маркетинга, обсуждает их развитие и вклады, а также делает ссылки на соответствующую литературу. Особый акцент в статье сделан на развитии подходов к экологическому маркетингу.

Introduction

During the last decade we have been experiencing the rapid growth of environmental awareness, especially in the West European and Scandinavian market. Big steps forward have been made in the field of environmental issues and bigger steps are expected in the near future. This development is now also one of the key marketing challenges. This involves companies in new areas of market research and new marketing strategies e.g. to inform stakeholders about the environmental attributes of company performance and to increase the value and competitiveness of the company and its offerings among various target groups. Generally, companies have thus far been investing mainly in controlling the environmental impacts of production processes, and environmental management systems have been built above all to reduce emissions in production. However, several practical experiences have shown, for instance in environmental audits, that the level of environmental knowledge among for example marketing personnel is very low. Yet, successful implementation of marketing covering a company’s environmental performance requires that the aspects of sustainable development have already been considered in research and development and for instance in packaging and distribution technology. Customers both in consumer and business markets are more and more environmentally aware and require more reliable and co-ordinated information about the environmental impacts of raw materials, processes, distribution, packaging and the products themselves. Understanding of this aspect and utilising it will become a more crucial professional skill for sales and marketing experts. If marketing is unable both to answer the questions of more environmentally aware customers, and to utilise the company environmental policy in practical marketing, an essential area of marketing potential will be ignored. The chosen approach to marketing in relation to a company’s environmental performance can be accidental and a result of the company’s historical development, even if it should be a clear strategic choice.  The strategic decisions concerning environmental issues are decided by the company management. However, the scope of environmental issues in business and especially in marketing is not always so simple, partly because the concept of environmental marketing itself can be understood in various ways. It is also possible that a company has a clear environmental strategy but it is not utilised in marketing well enough. The driving forces behind the environmental decisions can also be misunderstood and cause difficulties in implementing the decisions. 

The need for research

A central question for the companies is what kind of marketing strategy to choose to meet the changing demands of various stakeholders and how to fulfil it in a profitable, ethically correct and sustainable way according to changing legislation and competitive pressures. With this background it is necessary for the company management to choose a clear environmental marketing strategy and define and outline it precisely to meet these challenges. 
Environmental marketing is taking shape as one of the key business strategies of the future, and there will be a remarkable need for incorporating environmental concerns into strategic marketing planning of the organisation (McDaniel and Rylander 1993). 
The definition of environmental marketing is not a simple task because there are several different approaches to the subject in marketing literature. 
A number of different concepts and definitions have been used to identify this subject, including “ecological marketing” (Henion 1976), “eco-marketing” (Fuller and Butler 1994), “green marketing” (Peattie 1992; Ottman 1993; Welford and Gouldson 1993), “environmental marketing” (Coddington 1993; Peattie 1995; Polonsky and Mintu-Wimsatt 1997), and “sustainable marketing” (Seth and Parvatiyar 1995; Fuller 1999). It should be noted that no one definition or terminology has been universally accepted. This lack of consistency is a large part of the problem, for how can an issue be evaluated if all researchers have a different perception of what they are researching. 
Here, the purpose is to study the essential concepts and definitions related to the subject of environmental marketing, discuss their development and contributions, and present the relevant literature. 
Special emphasis is put on the discussion of development of environmental marketing approaches.

Early approaches
During the mid-1970’s, first important contributions with respect to the ecological perspective of marketing were made. These early efforts were made e.g. by Cravens 1974; Fisk 1973,1974; Kangun 1974; Henion 1976; Perry 1976; and Shapiro 1978. The important concept in the early discussion was the ecological imperative, which derives from the linkage between marketing, consumption, waste, and pollution. In basic terms, marketing facilitates consumption and in doing so sets in motion many interrelated types of industrial, commercial, and customer activities that generate by-product wastes. As human populations and lifestyles move to higher levels, this triggers corresponding increases in the scale of activities necessary to meet consumption needs. Additional wastes are generated which may enter the ecosystem as pollution. Professor George Fisk (1974) summed up this relationship as follows: Increasing consumption increases pollution, which reduces habitability. Hence, the consequences of pollution on habitability create a sanction curbing levels of consumption relative to pollution. In order to consume at high levels, it is imperative to provide for waste disposal (pp. 15-16). In bold terms, the meaning of the ecological imperative is this: in order to stop pollution, waste management must become an integral part of business and customer decision making. Unless this occurs, consumption at "high levels" can not continue indefinitely. 

Another crucial tenet in the discipline, “social marketing” came from leading marketing thinkers like Kotler and Zaltman (Kotler and Zaltman 1971). Social marketing can be defined as “ the application of marketing concepts and techniques to the marketing of various socially beneficial ideas and causes instead of products and services in the commercial sense” (Kotler and Zaltman 1971). This definition includes ideas on the preservation, conservation, and protection of the physical environment as a component of social marketing. Building on the tenets of social marketing, Henion (1976) uses the concept of ecological marketing and defines it as follows: “Ecological marketing is concerned with all marketing activities: (1) that served to help cause environmental problems, and (2) that may serve to provide a remedy for environmental problems. Thus, ecological marketing is the study of the positive and negative aspects of marketing activities on pollution, energy depletion and nonenergy resource depletion. (Henion 1976, 1) The ecological concerns of Henion (1976) would be integrated into the strategies, policies and processes critical to the organization. Ecological marketing imparts an ecologically proactive role on marketing organizations. It fosters not only sensitivity to the impact that marketing activities may have on the natural environment, but also encourages practices that reduce or minimize any detrimental impact.

This early definition has three key components, 1) it is a subset of the overall marketing activity; 2) it examines both the positive and negative activities; and 3) a narrow range of environmental issues are examined. While this definition was a useful starting point, to be comprehensive the concept needed to be more broadly defined. 

Green Marketing
Green marketing is a style of marketing which has arisen in response to the increasing concern about the state of the global environment. Mackoy, Calantone and DrÖge ( Polonsky & Mintu-Wimsatt 1997) state that green marketing is a term that became popularised in the 1980s to describe efforts to address the needs and wants of a segment of customers who express environmental concerns. Green marketing employs traditional marketing strategies by creating and adapting products, distribution channels, promotion and pricing to target the new segment. Green marketers have the goal of maximising demand and profits, and attempt to do so by adopting traditional marketing practices. (Polonsky & Mintu-Wimsatt 1997, 49-50) In 1992, Peattie described green marketing as the marketing of the future. His definition of green marketing was: “The management process responsible for identifying, anticipating and satisfying the requirements of customers and society, in a profitable and sustainable way” (Peattie 1992, 11). This approach to green marketing was close to the concept of societal marketing mentioned earlier in that it considered the need of society as well as those of customers, but it also differed from the conventional style of societal marketing in several ways. It had an open-ended rather a long-term perspective, it focused more strongly on the natural environment, and it concentrated on global concerns rather than those of particular societies. Also a wider range of environmental issues were examined. The green marketing process described by Peattie differed from conventional marketing process in the information which is fed into the process, the criteria against which performance is measured, and the values against which objectives are set. The other key difference was in the extent to which the process needs to permeate through, and involve, the whole organisation. 

The approach to green marketing presented by Ottman (1993) emerged from the challenges alike. According to Ottman, successful green marketers no longer view consumers as individuals with insatiable appetites for material goods, but as human beings concerned about the condition of the world around them, how they themselves interact with the rest of nature, and cognizant of how material goods impact their lives positively as well as negatively, short term as well as long term (Ottman 1998, 47). She argues that green marketing is more complex than conventional marketing. Green marketing has two objectives: to develop products that balance consumers’ needs for quality, performance, affordable pricing, and convenience with environmental compatibility, as well as to project an image of high quality, including environmental sensitivity, relating to both a product’s attributes and its manufacturer’s track record for environmental achievement (Ottman 1998, 45). Ottman approaches the concept of green marketing not as a separate phenomenon or function. She says that the corporations that excel at green marketing are those that are proactive in nature. Aiming to surpass minimal compliance standards, they define the rules by which they will be judged. Ecologically responsive firms consider themselves to be like nature’s processes – interdependent. These firms join with their environmental stakeholders in cooperative alliances and work together with suppliers and retailers to manage environmental issues throughout the value chain. Internally, cross-functional teams in these firms convene to find the best possible holistic solutions to environmental challenges. The orientation of these firms is rather long-term than short-term, and they manage with a double bottom line - one bottom line for profits, the other one reflecting their contribution to society. (Ottman 1998, 47).

The essential difference in these approaches compared to earlier approaches is the extent and reconciliation: the range of environmental issues is wider, and they need to involve more than marketing tools, such as the whole organisation or society. Mintu and Lozada (1993) use following definition: green marketing is “the application of marketing tools to facilitate exchanges that satisfy organisational and individual goals in such a way that the preservation, protection, and conservation of the physical environment is upheld” (Mintu & Lozada, 1993, 2). Coddington (1993) argues that there are two fundamental approaches to green marketing. First, there is the shallow approach, through which the environment becomes just another marketing tool, and no basic changes in company strategies and policies are involved. For example, green colouring is added to marketing activities. Coddington (1993) describes this approach as “business as usual, coloured green”. (Coddington 1993, 222) The second approach is “more complex, more comprehensive, and ultimately more effective” (Coddington 1993, 222). This approach entails a fundamental change in attitudes, strategies and policies regarding the role of a company in relation to the environment: “It calls for companies to think beyond the short-term bottom line, i.e., to factor the environment into all of their strategic planning” (Coddington 1993, 222-223).

Wasik (1996) emphasises the significance of company stakeholders in green marketing. He argues that green marketing management involves consideration of stakeholders. Companies that employ holistic green marketing management put meaningful research and verification behind their green marketing programmes, and also partner with third parties to certify their claims and improve their management. (Wasik 1996, 138).
Environmental marketing
The definition of environmental marketing is not far from the definitions of green marketing presented above. One essential difference seems to be the extent to which the environmental issues need to permeate through, and involve, the whole organisation. The concept of environmental marketing seems to be strictly connected with a company’s environmental strategy and management systems. According to Coddington (1993), the environmental marketer adds the environment to the standard mix of decision-making variables (Coddington 1993,2). Environmental marketing requires management to appreciate the first law of ecology in relation to business that is “everything is connected to everything else” and to adopt a holistic view considering the process of managing a company by thinking of it as a total system. Environmental marketing is the whole business seen from the point of view of its end result that is the customer’s point of view, and concern and responsibility for marketing must therefore permeate all areas of the enterprise (Peattie 1995, 110). Polonsky and Rosenberger (2001) suggest that environmental marketing has evolved into a complex, integrated, strategic, and tactical process. It expands on the basic transaction concept by minimising a transaction’s negative impact on the natural environment. Environmental marketing is a complex tool that must be integrated across all organisational areas and activities if it is to successfully implemented and achieve long-term benefits (Polonsky and Rosenberger, 2001, 21-30).

According to Menon and Menon (1997), environmental marketing activities can occur at three levels in the firm: strategic, quasi-strategic, and tactical. Strategic greening of marketing refers to a substantial fundamental change in corporate philosophy, while quasi-strategic greening entails a substantial change in business practices. With tactical greening there is a shift in functional activities. (Menon and Menon 1997, 51-67) The levels can be used to identify the current position of a company’s environmental marketing and also to consider the amount of change a company requires. 

Because environmental marketing can be seen as a holistic management process, it extends beyond the normally recognised boundaries of marketing theory and practice. According to Peattie (1995, 31-32), environmental marketing essentially amalgamates several well established approaches to management, such as strategic management and relationship marketing. As stated earlier, a number of different concepts and definitions have been used to identify the issue of environmental marketing. One of these is sustainable marketing, which according to Fuller (1999), is defined as “ the process of planning, implementing, and controlling the development, pricing, promotion, and distribution of products in a manner that satisfies the following three criteria: (1) customer needs are met, (2) organisational goals are attained, and (3) the process is compatible with ecosystems.” (Fuller 1999, 4). Welford (2000) states that rather than an extension to traditional marketing sustainable marketing represents a discontinuous shift in corporate philosophy. It ought to be ethical, ecological and compatible with sustainable development. It represents a culture change process which emphasises cooperation rather than competition, eliminates sales hype and provides honest information to the consumer. Its selling techniques are non-stereotypical, non-exploitative and open to public scrutiny. Sustainable marketing stresses education and points to the need for both social and environmental responsibility on the part of both producers and consumers. (Welford 2000, 111).
Towards a strategic approach
It can be argued that all these different definitions result in confusion because of their diversity. However, these definitions of green marketing and environmental marketing are quite close to each other, having minor differences in the emphasis. What they all have in common seems to lie in company attitudes; the marketing approach itself adopted by the company still retains its features, but company attitudes and strategies regarding the role of a company in relation to the environment change and therefore add the environment to the decision-making variables, naturally having impact on the company’s marketing concept too. 

Current approaches to environmental marketing have a clear strategic emphasis. Buchholz (1998) states that to a large extent the success of a company will depend on how well it formulates its strategy in light of its evolving environment, how well it defines and articulates its mission and strategy, and how well it assures its implementation, especially in marketing. Without this long-run perspective a company is forced to live from day-to-day and react to current events. The strategic planning process focuses on opportunities and threats in the environment, and the implementation process must also reflect environmental concerns. Programs, budgets, and procedures must reflect environmental considerations, such as environmental marketing strategies. (Buchholz 1998). 

Polonsky and Rosenberger (2001) argue that to realize the huge potential of strategic benefits offered by environmental marketing requires an innovative firm with the will to question the very basis of what and how it operates. An innovative company choosing to adopt a strategic environmental focus needs to continually re-evaluate and improve its overall performance. This is necessary because both knowledge and environmental practices are continually changing. A focus on strategic environmental marketing requires extensive commitment of resources and top-management support which may be difficult to maintain especially in times of broader turbulence in the business environment. Companies expecting short-term results can be less committed to making the necessary process and organisational adjustments needed to achieve substantive change. Thus, they will be less likely to maintain a strategic approach to environmental marketing. Like any worthwhile strategic company activity requiring a change in company thinking, environmental marketing takes time, commitment, and resources before meaningful results are achieved. (Polonsky and Rosenberger 2001, 21-30).
Conclusions
Taken together, the findings support the assumption that the concept of environmental marketing has changed and developed. The emphasis of the concept has varied, as well as the name of the issue. The early approaches usually examined quire a narrow range of environmental issues. They also were more like subsets of the overall marketing activity, not taking a holistic or integrated approach to the marketing involving the whole company. Traditionally, these early concepts often seem to be associated more with hype and overzealous claims about a product’s environmental impact than with anything positive that gives customers full information about this product. They often have a history associated with false claims or misleading statements about environmental product/service attributes, which led to the situation where customers simply did not believe some of the claims. This caused problems especially for companies genuinely trying to differentiate their offerings based on reliable environmental profile. Still, companies often face problems when they attempt to utilise environmental issues in marketing, such as lack of credibility, consumer cynicism, and consumer confusion over claims (Mendleson and Polonsky 1995, 4-18). The concept of green marketing examined a wider range of environmental issues. In many definitions, it is an extension of the marketing process, recognising the importance of environmental considerations at every level of the organisation and in the marketplace. The various definitions of green marketing are not coherent and therefore difficult to be described. Some of them have a broader perspective, having a very similar approach as many definitions of environmental marketing, but most of them are still missing the strategic viewpoint. Often these definitions of green marketing, especially the earlier ones, emphasise the marketing mix tools and their utilisation in environmental questions, and this could be considered as a major difference between the concepts of green marketing and environmental marketing. 

In definitions of environmental marketing, or sustainable marketing, the marketing function is seen as a very wide one. Real environmental marketing means a holistic, integrated approach continually re-evaluating how a company can achieve corporate objectives and meet customer needs while minimising environmental harm. It takes a holistic view of the social and environmental aspects of the product from cradle to grave and considers the context in which it is produced. It aims not only to meet the needs of the consumer but considers all stakeholders. It is not only about selling, but encompasses wider issues such as environmental education for the issues which will help to bring about sustainability. Today, environmental marketing involves a wide range of issues that have evolved since its initial conception. There is extensive information available for companies which choose to adopt a strategic environmental focus. By seeing environmental issues as opportunities, a company can provide improved competitive advantage at the expense of competitors that view these opportunities as threats or overlook them. In discussion of different concepts of environmental marketing it is not relevant which name, or “label”, it is put on the issue, but the understanding of the contents, opportunities and challenges of environmental marketing. It seems that environmental marketing has an enormous strategic potential. This potential can be released by internalising concern for the environment as a part of corporate strategy. 
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