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TIMBERLAND INC.

In the fall of 2009, Timberland began incorporating recycled rubber into the
outsoles of its Mountain Athletics and Earthkeepers lines of footwear." The
company plans to make more than 200,000 pairs of shoes using recycled rub-
ber. Although most shoes are still made from virgin rubber, competitively
priced recycled materials are making significant inroads into the market.
Timberland hopes to increase the market share of these green materials via
the introduction of recycled rubber into its footwear.

The decision to incorporate recycled materials into the product line is part of
Timberland’s longstanding commitment to the environment. The corporate strat-
egy is based on a sustainability perspective that permeates everything it does. On a
corporate level, the company has a commitment to corporate social responsibility
that focuses on four themes. First, the company seeks to become carbon neutral in
2010. The firm approaches this goal by purchasing renewable energy where pos-
sible and generating its own renewable energy where clean energy is not available.

The second sustainability theme of the firm is to design recyclable products.
Recognizing that the half-life of a shoe is rather short, the firm is striving to create
low-cost products that are not only less harmful to the environment but also
can become revenue-generating products after the productive life of the shoe. Three
years ago, Timberland began labeling the overall amount of energy and the
amount of energy from renewable sources associated with production and the sup-
ply cycle. In addition, each product is accompanied by a Nutrition Label indicating
the climate impact, chemical usage, and resource consumption for the product.”
The products also feature Green Index cards that provide an easy way to compare
the footprints of footwear products.’

The third sustainability theme that permeates the organization concerns the
environment and surroundings of the communities and workplaces in which
the company operates. Timberland sponsors service events in which it works
to strengthen communities by improving green spaces and access to the out-
doors. Furthermore, it encourages employees to engage in community service
in their communities.

The final theme of Timberland’s sustainability mission concerns the work-
place. Since the company realizes that the finished Timberland product is the
result of efforts throughout the supply cycle, it monitors the entire supply chain
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20 ¢ Part 1:Introduction

FIG. 2-1 Timberland
ad for Mountain

Athletics Footwear Timberland Earthkeepers:
Lightweight. Organic. Recycled.
Worship the ground you walk on.

s timberlandardine. co. ok

Source: Image courtesy of The Advertising Archives

for human rights issues and sustainable business practices. When the company
began assessing the energy content of its footwear, it was surprised to find that
more than half of the energy used in making a pair of shoes comes from proces-
sing and producing the raw materials.* The second biggest energy drain is at the
retail level, followed by factory operations. Transportation, the factor the com-
pany believed was the biggest producer of greenhouse gases in the supply cycle,
turned out to be the lowest contributor to energy usage and carbon emissions.

The Timberland example illustrates how a firm can take a sustainability strategy
and incorporate it throughout its marketing strategy. To make this transition from
the plan to its implementation, every organization needs a roadmap outlining the
direction the firm is pursuing. As organizations grow, each employee should have
an understanding of the markets the firm serves, the customers within each market,
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CHAPTER 2: An Overview of Strategic Green Planning & 21

and the product offerings designed to meet these consumers’ needs. Strategic
market planning is the process that outlines the manner in which a business unit
competes in the markets it serves.’ Strategic market decisions are based on assess-
ments of product markets and provide the basis for competitive advantage in
the market. The plan developed through this process provides a blueprint for the
development of the skills and resources of a business unit and specifies the results
to be expected.

The planning process involves anticipating future conditions and establishing
strategies to achieve objectives. Interestingly, the planning process necessarily in-
volves relating the marketing objectives of the firm to the environment.® Although
strategists have long recognized the interaction between the firm and its environ-
ment, much of the research and planning process focuses on the influence of the
environment on corporate decision making. Firms that incorporate sustainability
concerns into strategic planning recognize that the activities and programs devel-
oped by the firm simultaneously influence the environment. For example, Toyota
recognizes that gasoline prices represent a facet of the environment that influences
consumer purchase decisions. In addition, Toyota also considers the influences of
automobile production and operations on the environment.

A green planning process must explicitly examine the interaction of the environ-
ment with the corporate strategy. We therefore define green marketing planning as
the process of creating and maintaining a fit between the environment and objectives
and resources of the firm. Fit refers to the effort to understand how the environment
both influences and is influenced by marketers. In Chapter 3, we will examine the
interaction of firms, consumers, and individuals with the environment. The planning
process begins with an in-depth analysis of the internal and external environment of
the firm. Based on this situational analysis, the firm establishes its mission, objectives,
strategy, implementation, and evaluation. As outlined in Figure 2-2, the planning pro-
cess is a dynamic process that relies heavily on interaction with the environment.

Strategic marketing planning should accompany planning throughout all func-
tional areas of the firm such as financial planning, production, and research and
development.” The output of the planning process is a marketing plan that provides
an analysis of the current marketing situation, opportunities and threats analysis,
marketing objectives, marketing strategy, action programs, and projected income

FIG. 2-2 The
Strategic Planning The Environment ~| Organizational Mission |
Process

Ecological '

“| Objectives |
Social '
Economic “ | Strategies |
Competitive '
~| Implementation |
Political '
Legal ~| Evaluation and Control |
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22 s Part 1: Introduction

statements.® This plan serves as the blueprint outlining how the organization will
achieve its objectives. In addition, the plan informs employees regarding their func-
tions and roles in the implementation of the plan. The plan also provides insight
into the allocation of resources and the specification of tasks and responsibilities
and the timing of marketing action.’

The mission statement should be formulated and articulated by upper manage-
ment within the firm. The process of developing this statement and strategy de-
mands buy-in by top management. In addition, articulation of the plan by senior
executives signals to employees, customers, and stakeholders that the planning pro-
cess is of central importance to the activity of the firm.

B. Incorporating a Green Perspective into
the Mission Statement

The mission statement describes a firm’s fundamental, unique purpose, indicating
what the organization intends to accomplish, the markets in which it operates, and
the philosophical premises that guide its actions.'” The mission statement is an
inspirational tool that provides motivation, direction, and insight into the company’s
character. For example, Figure 2-3 provides the mission statement and values of
Duke Energy.

Importantly, the mission of the firm must consider the organization’s history, its
distinctive competencies, and its environment.'! Energy firms such as Duke have
been the target of litigation from the U.S. Environmental Protection Agency.'* The
explicit inclusion of sustainability in the mission, however, suggests that the firm
seeks to separate itself from this history. In addition, the treatment of sustainability
underscores the firm’s recognition of the intense interaction between the company’s
operations with the environment. Finally, the mission statement indicates the dis-
tinctive competencies of the company that include diverse talents, passion, and
open dialogue with their stakeholders.

FIG. 2-3 Duke
Energy Mission
and Values

Our Mission

At Duke Energy, we make people’s lives better by providing gas and electric services in a sustain-
able way. This requires us to constantly look for ways to improve, to grow, and to reduce our
impact on the environment.

Our Values

Caring — We look out for each other. We strive to make the environment and communities around
us better places to live.

Integrity — We do the right thing. We honor our commitments. We admit when we’re wrong.

Openness — We’re open to change and to new ideas from our coworkers, customers and other
stakeholders. We explore ways to grow our business and make it better.

Passion — We’re passionate about what we do. We strive for excellence. We take personal
accountability for our actions.

Respect — We value diverse talents, perspectives, and experiences. We treat others the way we
want to be treated.

Safety — We put safety first in all we do.
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The Duke Energy passage encompasses many traits associated with effective mis-
sion statements.'® The mission is clearly articulated, relevant, and enduring. In es-
tablishing the mission, senior management provides a sense of direction to the
organization. Employees and business partners are inspired to pursue specific action
because the action is consistent with the message outlined in the mission. Note that
the contrary is also true—constituents are unlikely to pursue activities that do not
reflect the values expressed in the mission statement.

If the firm is to have a strategy that meaningfully incorporates green marketing
and sustainability, then the mission statement must incorporate green marketing and
sustainability. For example, P&G (Procter and Gamble) incorporates an external focus
into its core principles for operations.'* The firm recognizes that this external orienta-
tion requires the company to incorporate sustainability into its products, operations,
and packaging. The company follows through with this commitment in several ways.
First, P&G has adopted a sustainability perspective focused on improving lives for
years to come. Second, the firm has a product safety initiative designed to enhance
the environmental quality of products, packaging, and operations across the globe.
Third, P&G has implemented a commitment to the environment. Since detergents
and other products that the firm manufactures can have a significant influence on
water and water treatment plants, P&G requires all ingredients to pass an environmen-
tal risk assessment before they can be integrated into products. These commitments to
the environment flow from a corporate mission that emphasizes environmentalism and
sustainability.

Although the mission statement should underscore the firm’s commitment to sus-
tainability, it is critical for this statement to be consistent with the level of sustain-
ability currently pursued by the firm. For example, in 2000 BP developed a new
symbol along with a media message that claimed the firm was moving “beyond
petroleum.”"> The firm outlined a strategy that identified efforts to pursue energy
from sources other than fossil fuels, but oil and gas accounted for approximately
98% of the firm’s revenue. Greenwashing refers to situations in which there is a signif-
icant gap between the expressed and genuine commitments to sustainability. Environ-
mentalists accuse oil firms of greenwashing when their investments in renewable
energy are small compared with the money that goes into their oil and gas divisions.'®

In the current business and regulatory climate, firms should also recognize that
public statements about efforts to become sustainable subject the firm to greater
scrutiny. In a global enterprise, these statements open up the firm to criticism from
consumers and government organizations. For example, Coke and Pepsi are two
global consumer products companies that each developed commitments to sustain-
ability.'” These firms and their affiliated bottlers necessarily have to account for the
manner in which water is treated in the production process. Each firm’s expressed
commitment to sustainability has been accompanied by critiques in some markets
about water filtration and handling.

Sustainability should be incorporated into the mission statement of the firm, but
this focus should augment other driving forces within the firm. For example, Adidas
explicitly recognizes that the company is a consumer-focused, innovative firm that
manages a portfolio of brands that consistently deliver outstanding financial
results.'® The firm also affirms its desire to be a socially and environmentally respon-
sible global organization. The Adidas values reflect the mounting evidence of the role
of green marketing within the firm. Green marketing augments the other values of
the firm and its product offerings, but it is rarely the primary motivation for con-
sumption. The firm needs to incorporate its development of a green strategy as a
facet of the value proposition.'”
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C. Integrating a Green Mission into Objectives,
Strategy, and Marketing Tactics

If the mission statement incorporates discussion of sustainability, then there is a
much greater likelihood that the objectives and strategy will be poised to consider
the interaction of the firm with its environment. Figure 2-4 uses Timberland Ap-
parel to illustrate the planning process. The firm’s mission is to equip people to
make a difference in their world.?® Timberland pursues this mission by creating
outstanding products and by trying to make a difference in the communities where
employees live and work. Importantly, the firm views volunteering in communities
and designing ecologically friendly products as ways to reduce the company’s influ-
ence on the environment.

Organizational objectives are desired or needed results to be achieved by a specific
time*! and emerge from the development of the mission statement. For Timberland,
one objective is environmental stewardship whereby the company is committed to
becoming a carbon-neutral enterprise by 2010. This goal embodies three essential
elements of objectives.?? First, the objective precisely specifies the goals of the orga-
nization. If the objective is not precise and clear, employees will be less likely to
achieve the desired outcome. Second, the objective is measurable and in this case
leads to exact mechanisms for assessing pursuit of this objective. Objectives must
be measurable if the firm is to assess the level of success in a meaningful way.

FIG. 2-4 The
Timberland Planning . Our mission is to equip people to make a difference in their world. We do
Process org&?;?gﬁ nal - this by creating outstanding products and by trying to make a difference in

the communities where we live and work.

A4 A4

Committed to becoming a carbon neutral enterprise by 2010 and making
the outdoor environment better for all of us to enjoy today and tomorrow.

¥ ¥

Verify greenhouse gas inventory with a third-party vendor.

Reduce energy demand through energy efficiency improvements.
Purchase whatever clean, renewable energy we can from electric utilities.
Strategies - Generate our own renewable energy on-site where we can't purchase clean
energy from the electric grid.

Purchase renewable energy credits to offset emissions and help develop
local renewable energy projects.

A4 A4

Wood floors and cash register wraps made from reclaimed lumber.
Wall fixtures made from recycled fiber.

q Wall paints and floor finishes with very low or no volatile organic
el - compound content.

Energy-efficient light fixtures.

Glass, an abundantly available material.

¥ ¥

] Metric tons of carbon emissions.
Evaluation an
aggmorola g - Renewable energy as percentage of energy usage.
Metric tons of emissions for footwear factories.

Objectives

l
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Third, the objective must entail action commitments specifying the behaviors associ-
ated with achieving the objective. If the relevant action is understood, management
can covert the objective into specific action associated in the marketing plan and
strategy.

Corporate strategy outlines the direction the firm will pursue within its chosen
environment and guides the allocation of resources and effort.”> For Timberland,
the strategy emphasizes third-party verification of energy use, efficient operations, use
of clean renewable energy, and the purchase of energy credits to offset emissions.

Clearly articulated strategies based on measurable objectives enable management
to develop specific implementation plans. The implementation process refers to the
stage at which the firm directs specific effort to the realization of objectives. Al-
though senior management establishes objectives and strategy, it is rarely involved
in the implementation process. Thus, it is essential that management relay a mes-
sage of sustainability throughout the strategic planning process.

Implementation includes determination of action plans and related tactics de-
signed to enable the firm to realize objectives.”* The action plans provide schedules
and milestones, whereas the tactics refer to the specific activities that the firm will
engage in to ensure that objectives are realized. For Timberland, some of these tac-
tics include the types of fixtures installed at retail locations.

The final stage of the strategic planning process is the evaluation and control
phase. At this point, management takes stock of the degree to which the firm has
realized objectives. Importantly, the criteria that emerge from the plan are the fac-
tors incorporated into evaluation. These evaluative criteria should logically comple-
ment the mission and objectives. Again, if the mission and objectives do not
incorporate sustainability, then the evaluation and control systems will not address
these concerns. The commitment to sustainability must therefore accompany every
phase of the strategic planning process.

D. The Interaction Between Strategy
and the Environment

The presentation of strategic planning as a static step-by-step process facilitates pre-
sentation of the model. Nevertheless, the step-by-step process does not capture the
manner by which planning occurs in many organizations. The multiple phases of
this process are going on simultaneously. Senior management is reevaluating the
tactical plans while employees are implementing specific facets of the plan.

A primary need for constant reassessment of strategic planning is the interaction
with the environment. As we will elaborate in Chapter 3, entities in the firm rang-
ing from CEO to field sales representative monitor changes in the environment and
modify their behavior to accommodate this action. For example, as energy prices
escalate, senior management must consider costs of reimbursement to sales repre-
sentatives while sales representatives likely re-assess their sales call schedules and
routes. Because the environment is subject to change that has a significant influence
on marketing activity, it is essential for the marketing organization to monitor the
environment. Thus, marketers evaluate the ecological, competitive, economic, social,
political, and legal environments.

An increasing awareness in society is the recognition that marketing influences
the environment. Marketers are increasingly monitoring their influences on the envi-
ronment. For example, McDonald’s historically used a polystyrene container known
as a clamshell to package hamburgers and other sandwiches.” These clamshells
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4

created a difficult form of solid waste, were economically unattractive for recycling,
and produced chloroflourocarbons (CFCs) that were harmful to the ozone.*
In 1989, McDonald’s began collaborating with the Environmental Defense Fund
(EDF) to address waste management. At the time, McDonald’s employed 500,000
people in 11,000 stores serving 22 million customers per day. The alliance
prompted McDonald’s in 1990 to replace the polystyrene with quilted paper made
from polyethylene and paper. The new wrapper was less bulky, cheaper, required
less energy to produce, and discharged less pollution.

The EDF-McDonald’s alliance illustrates how marketing activity has a dynamic
influence on the environment. McDonald’s, its franchisees, and their customers each
play a significant role in the waste management for the restaurants’ packaging and
products. The collaboration with EDF enabled the company to strike a win—win
strategy that reduced waste and pollution while simultaneously lowering McDonald’s
production costs.

Although there is a growing interest in examining how individuals and firms
affect the environment, there is little agreement concerning how to assess these in-
fluences. In Chapters 11 and 14, we elaborate on mechanisms that enable consu-
mers and manufacturers to assess their influences on the ecological environment.

E. Delivering Value to All Stakeholders

Stakeholders refers to the individuals, organizations, and groups that have an in-
terest in the action of an organization and have the ability to influence it.?” The
development of corporate strategy demands consideration of the number of entities
that are influenced by the action of the firm. Primary stakeholders include the
following:*®

a) Consumers. The purchasers and users of a firm’s products are important sta-
keholders that influence the firm in many ways. Consumers influence the ac-
tion of a firm when they elect to buy the organization’s product offerings or
choose to purchase products from competitors. Individuals operating in the
marketplace are important sources of new product opportunities for the
firm.”’ In addition, consumers provide feedback on their experiences with
the firm’s products, and these comments influence other consumers as well
as corporate product decisions.

b) Suppliers. Companies are increasingly finding that their suppliers influence
efforts to achieve sustainability. Since the inputs into production influence
an organization’s ability to achieve sustainable results, suppliers who provide
environmentally safe products reduce the buyer’s ecological influence.

c) Employees. The employees of the firm play a strategic role in the implemen-
tation of any strategy. As stakeholders, employees are important sources of
sustainable new product ideas. Employees often have industry-specific knowl-
edge and understanding of the market, which enables them to offer insight
into product development.

d) Competition. The competitors in the market have a strong influence on the
activities of the firm. Companies must proactively monitor the action and
performance of their competition. Moreover, firms can establish a source of
competitive advantage if they raise industry expectations for the environmen-
tal standards. For example, in the wake of the Bhopal, India, tragedy, Union
Carbide and other companies in the Chemical Manufacturers Association de-
veloped the Responsible Care initiative.*® The CMA established criteria for
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pollution prevention, process safety, and emergency response, which enabled
the firms to improve their competitive positions.

e) Legal System. The courts and legal system are stakeholders that influence the
firm via the enforcement of laws governing sustainability. For example, in
1989, the Exxon Valdez ocean tanker ran aground and spilled 11 million
gallons of crude oil into Alaska’s Prince Edward Sound.? The 1994 class ac-
tion suit against the firm awarded 33,000 Alaskans $287 million in compen-
satory damages and $5 billion in punitive damages against Exxon. Although
the punitive-damage award was later reduced to $2.5 billion, the example
underscores the potentially critical influences of the legal system.

f) Financial Institutions. Banks, other lending agencies, and insurance firms are
significant stakeholders because they determine the availability and cost of
funds to an organization. Financial institutions are increasingly embracing
sustainability as an important facet of corporate strategy, and they are devel-
oping financial systems to facilitate implementation of the strategy. For ex-
ample, Standard Chartered is taking a lead role in the financing of
renewable and clean energy projects in Asia, Africa, and the Middle East.
These projects are slated to have a total value up to US$10 billion over the
2008-2012 horizon.>*

g) Government. Government influences the action of firms via the regulations
established to ensure product safety throughout production, use, and post-
consumption. The mantle of responsibility falls on government at all levels.
Firms must monitor state and local legislation as well as national regulations.
In addition, there is increasing pressure from international government, includ-
ing trade alliances (e.g., EU) and the United Nations. Organizations that fail
to track regulatory developments at each of these levels expose themselves to
serious competitive disadvantages.

h) Media. The Valdez disaster offers evidence that media are strategically poised
to frame public perception of the events involving the firm. Increasingly, firms
recognize that they must manage their interaction with the media in a proactive
manner. Moreover, as the firm acts to mitigate its influence on the environment,
it must make the media aware that these efforts are taking place.**

i) Stockholders/Owners. Investors with a variety of levels of ownership in the
firm are increasingly taking action to influence the extent to which firms pur-
sue sustainability causes.>® Individuals influence companies by engaging in di-
alogue, voting proxies, attending shareholder meetings, and filing resolutions.

j) Scientific Community. Evidence developed within the scientific community has
a strong influence on other stakeholders and thereby influences firm action.
For example, the mounting scientific evidence of a greenhouse effect influenced
the Supreme Court ruling that the federal government had the power under
the Clean Air Act to regulate carbon dioxide emissions from vehicles.

k) Nongovernment organizations (NGOs). NGO is a term used to describe a
broad family of organizations that is not profit oriented or supported by gov-
ernment.>® Historically, the action of NGOs has been at odds with industry.
Increasingly, however, firms such as Starbucks have established relationships
with NGOs that enable both parties to achieve objectives.*®

1) General Public. The public at large are also stakeholders that influence opera-
tions. For example, urban planners recognize that management of relationships
with the public enables them to gain support for land use initiatives.>” Although
the general public may not directly benefit from land development, their partici-
pation is essential throughout the design and utilization processes.
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F. How This Text Is Organized to Help
You Understand Green Marketing

The goal of this text is to drive marketing decision making toward action that is sensi-
tive to the environment. Our general model of the context surrounding marketing ac-
tion is provided in Figure 2-5. Marketing action is at the core of this model, and it is
surrounded by environmental considerations, industrial activity, and marketing strat-
egy. We define marketing action as any behavior associated with the procurement,
purchasing, sales, consumption, and postconsumption of product offerings. Note
that all of this marketing action reflects situations in which there is some sort of ex-
change between two parties. The purchase of a cup of coffee in a reusable thermos,
for instance, involves the exchange of currency for a beverage. Both entities that are
involved in the exchange activity are driven by the desire to increase value. The value
of an exchange can be expressed in terms of the three related outcomes. To varying
degrees, exchange activity provides economic, social, and environmental value. The
coffee consumer, for example, may identify economic and environmental value from
purchasing coffee in a reusable container, whereas the ambiance and service offered
by the restaurant employees may yield social value to the consumer. It is not only
meaningful to consider the triple bottom line of the consumer, but it is also increas-
ingly essential for companies to recognize that they must pay attention to the eco-
nomic, social, and environmental value of their product offerings.>®

Marketing action is broadly defined to include all action associated with sourcing
environmentally sensitive products as well as the activity endemic to using and discard-
ing products. Thus, this definition encompasses all action associated with the supply
chain from the procurement of raw materials to the postconsumption treatment
products that have outlived their utility. For example, marketing action includes Pepsi’s
efforts to incorporate clean water into the syrups it sells to local bottlers in India. It also
incorporates all the effort to make this product available for sale in the country, and
it further includes all efforts to reuse or recycle the packaging of the product.

FIG. 2-5 Factors
Surrounding
Marketing Action

Environment

@ ON

Marketing Macroeconomic

Stategy  {o——)  Sector
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Other Other
Manufacturing Manufacturing
33% 38%
Transport Transport
26% 25%
Services Services
9% 12%
Households Households
29% 21%
FIG. 2-6a Total Final Energy Consumption: FIG. 2-6b Total Direct and Indirect CO,
285 EJ Emissions: 21 Gt CO,

Source: International Energy Agency, Worldwide Trends in Energy Use and Efficiency (Paris,
France: International Energy Agency)

Importantly, the marketing action undertaken in a supply chain is influenced by
and influences three factors. First, the action undertaken by individuals is influenced
by the environment. The environment refers to physical and social contexts that
provide the potential for marketing activity to occur. Part IT of this book focuses on
the interaction between the environment and consumption. In Chapter 3, we illustrate
how the level of consumption influences the atmosphere, water, land, and biodiver-
sity. In Chapter 4, we examine how the environmental activity influences consump-
tion. Together, these two chapters underscore the interaction between environment
and consumption.

In Part III, we examine facets of marketing strategy designed to enhance the
sustainability of the firm. The central factor in the pursuit of sustainability is the
value that market offerings provide to consumers. Sustainable value emerges from
analysis of the economic, relational, and ecological returns sought in a market. Con-
sequently, each chapter in our discussion of marketing action focuses on strategies
that generate value. In Chapter 5, we outline a process for analyzing markets. This
analysis of markets and market segmentation addresses the discovery of value.
Promotional efforts by which firms communicate value are examined in Chapter
6. In Chapter 7, we frame product development as the set of processes by which
the firm produces value. The effort to deliver value is addressed in the analysis of
supply cycles in Chapter 8 and in the analysis of retailing in Chapter 9. Chapter 10
provides an overview of the mechanisms by which the firm proclaims value via its
pricing strategy.

In Part IV, we examine the macroeconomic sector in which consumption occurs.
This section focuses on sectors of the economy and their consumption of energy.
Across the globe, energy consumption and greenhouse gas emissions are associated
with four industrial contexts: manufacturing, households, services, and transporta-
tion (see Figure 2-6ab). Consequently, Chapters 11 through 14 address the major
sources and uses of energy for each of these industrial contexts.

In Part V, we address procedures by which firms monitor and report the pursuit
of value.
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Summary

A. Green Marketing Planning

The purpose of this chapter has been to provide an
overview of strategic green marketing planning. We
began by defining strategic market planning as the
process that outlines the manner in which a business
unit competes in the markets it serves.

B.Incorporating a Green Perspective into the
Mission Statement

The mission statement describes a firm’s unique
purpose, indicating what the organization intends
to accomplish, the markets in which it operates,
and the philosophical premises that guide action. If
the firm is to have a strategy that meaningfully in-
corporates green marketing and sustainability, then
the mission statement must incorporate green mar-
keting and sustainability.

C.Integrating a Green Mission into Objectives,
Strategy, and Marketing Tactics

Organizational objectives are results to be achieved
by a specific time; they emerge from the develop-
ment of the mission statement. First, the objective
precisely specifies the goals of the organization. If
objectives, strategies, and tactics are precise, mea-
surable, and specific with respect to sustainability
goals, management engages in action essential to
achieving the mission of the firm.

D.The Interaction Between Strategy and the
Environment

Strategic planning refers to the process by which the
firm provides a fit between the environment and
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corporate action. In the strategic planning process,
green marketing planning consists of creating and
maintaining a fit between the environment and ob-
jectives and resources of the firm. By incorporating
sustainability into the strategic planning process, the
firm increases its likelihood of being able to interact
effectively with the environment.

E. Delivering Value to All Stakeholders

Stakeholders refers to the individuals, organiza-
tions, and groups that have an interest in the action
of an organization and have the ability to influence
it.>” The development of corporate strategy demands
consideration of the number of entities that are influ-
enced by the action of the firm. Primary stakeholders
include consumers, suppliers, employees, competi-
tion, the legal system, financial institutions, govern-
ment, media, stockholders/owners, and the scientific
community.

F.How This Text Is Organized to Help You
Understand Green Marketing

This book seeks to outline the relationship among
marketing strategy, marketing action, macroeco-
nomic sectors, and the environment. In Part I we intro-
duce green marketing management and strategy. Part
IT of this book focuses on the interaction between the
environment and consumption, and Part Il examines
facets of marketing strategy designed to enhance the
sustainability of the firm. In Part IV, we examine the
macroeconomic sector in which consumption occurs.
In Part V, we address procedures by which firms mon-
itor and report the pursuit of value.
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1. Why would a firm like Timberland elect to
develop a sustainable strategy when it could
effectively compete based on price?

2. How does the strategy of Timberland reflect
an effort to achieve sustainability as defined in
Chapter 1?2
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3. To what extent does the incorporation of a
green perspective into the mission statement
change how the firm will operate and be
viewed in the market?

4. Describe a situation under which a firm
(other than BP) has been accused of
greenwashing. What conditions lead to
this evaluation, and what did the firm do
to correct it?

5. What did the EDF-McDonald’s alliance teach
NGOs and CEOs about relationships between
NGOs and companies?

6. Consumers and stockholders are two diver-
gent groups of stakeholders for a retailer.
How might they differ in their attitudes
toward sustainability?

Endnotes

7. Does Timberland consider its suppliers to
be important stakeholders? What evidence
supports your claim?

8. Describe a situation in which the general
public has had an influence on a company’s
attitude toward sustainability. What events
lead the public to become concerned about
sustainability in this context?

9. Why would competitors such as the Chemical
Manufacturers Association work together
to develop sustainability standards? What
are the consequences of failing to address
sustainability?

10. Why is it necessary to examine the relation-
ship between the macroeconomic industry and
marketing action?
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