o Preface

Welcome to the first edition of Green Marketing Management. 1 hope that this
essay is the first of many editions of a text offering a new perspective on the rela-
tionship between the environment and commerce.

My interest in writing this book emerged during my 2005 sabbatical in Oslo.
When I attended a meeting of Norwegian Fulbright fellows in Trondheim, I heard
some compelling arguments about the utility of wind power and other alternative
energy sources. This experience prompted me to begin investigating influences of
commerce on greenhouse gas emissions, natural resource conservation, and bio-
diversity. I began searching for a comprehensive approach to marketing and sus-
tainability that addressed these issues. Although I read intriguing work in strategy
and economics, these studies did not capture the sets of sustainability issues most
germane to marketing management. As my interest grew, I began to develop ideas
related to a number of divergent aspects of marketing management and their inter-
actions with the environment.

Over time, I began to recognize that markets operate within ecosystems.
Although this observation seems obvious, it has historically not been incorporated
into many managerial decisions. For many years, marketers—those involved in
buying, selling, and consuming—have been able to take the environment as a given.
Increasingly, however, the scarcity of resources demands consideration of the envi-
ronmental antecedents and consequences of marketing action. Thus, the marketer
must consider how consumption influences greenhouse gas production; energy con-
sumption; water, land, and air quality; and biodiversity.

Philosophy

My goal in developing this text has been to develop a theoretically based and man-
agerially relevant perspective on green marketing management. Given the strong
need to couch consumption within the ecosystem, the text investigates a number
of theoretical approaches not typically incorporated into marketing textbooks. The
treatment of the commerce—environment interface, for example, relies heavily on
environmental perspectives accumulated by the United Nations. The UN serves as
a central clearinghouse of research in this vein, and it provides an opportunity to
bring together logic developed within the natural sciences, social sciences, and
industrial practice. I hope that this perspective is interesting and enlightening to the
reader.

In order to make this book meaningful to current and future marketing
managers, I have simultaneously striven to incorporate state-of-the-art examples of
business practice. In each chapter, I have sought scenarios and examples of environ-
mental issues that managers face today. Each chapter begins with a short vignette
designed to illustrate current efforts to interact successfully with the environment.
Nothing works quite as well as a good theory, and the application of theory
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provides great insight to managers. The examples are designed to illuminate theory
and pique the reader’s interest in the topic.

Structure of the text

In developing this book, I tried to organize these ideas in a manner that was consis-
tent with other marketing management books. The book has five sections. In the
first section, I define the subject matter of green marketing, and I illustrate how
green marketing can be incorporated into strategic planning. The second section of
the book addresses the interplay between the environment and consumption. Chap-
ter 3 examines effects of consumption on the environment, whereas Chapter 4
examines efforts to constrain influences of consumption on the environment.

Section III examines the firm’s efforts to offer superior value to consumers via
sustainably oriented marketing practices. Chapter 5 addresses the discovery of value
via target marketing and segmentation, and Chapter 6 addresses communicating
value via promotional strategies. Chapter 7 examines new product strategies that
provide value to consumers. In Chapters 8 and 9, I examine the delivery of value
in supply chains and retailing. Chapter 10 discusses the declaration of value associ-
ated with sustainable pricing strategies. These chapters can be used in a stand-alone
green marketing course, and they can augment other marketing management classes
examining the marketing mix.

Section IV of this book is a departure from most marketing texts. Since four sec-
tors of the economy are associated with more than 95% of greenhouse gas emis-
sions, it is germane to consider issues endemic to each of these macroeconomic
sectors. Thus, the chapters provide background on consumption in the household,
services, transportation, and industrial sectors of the economy. The presentation of
these chapters after the discussion of discrete sustainably oriented marketing prac-
tices facilitates student understanding of the interrelationship among elements of the
marketing mix.

The final section of the book addresses the firm’s efforts to report on sustain-
ability. I present the essential tenets of sustainability reporting and reference report-
ing initiatives used across sectors of the global economy. This chapter underscores
the relationship between marketing action and accounting. In addition, an under-
standing of these reporting procedures provides insight to financial markets.

I have incorporated a number of elements to enhance pedagogy. In addition to
the vignettes presented at the beginning of each chapter, I provide numerous exam-
ples designed to illustrate the relevance of the subject to business practice. Key
terms are provided at the end of each chapter, and these terms are highlighted in
the accompanying text. Each chapter also offers a brief synopsis designed to com-
plement the outline of the chapter. In addition, I have provided 10 questions at the
end of each chapter. These questions can be used to stimulate understanding of
the course subject matter within and beyond the classroom.
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