Chapter 14:  Green Marketing
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 Green marketing refers to the marketing of products and services considered environmentally friendly that make their marketers “environmentally responsible.” The advent of green marketing was due to consumer demands. Polls show that seventy-six percent of Americans consider themselves environmentalists and would prefer to buy from a company that is "Green1."  A survey conducted by the Wall Street Journal and NBC News indicated more than eighty percent of Americans consider protecting the environment more important than keeping prices down. According to the same study, forty-six percent said that they had bought products based on a manufacturer's or a product's environmental reputation within the last six months. An even larger percentage, fifty-three percent, said that they had purposely not bought a specific product because of environmental concerns2.

  
What makes a product Green? Green products and packages have one or more of the following characteristics: 1) are less toxic, (2) are more durable, (3) contain reusable  materials, or (4) are made of recyclable materials. The U.S. Federal Trade Commission issued  "Guides for the Use of Environmental Claims" (a set of advertising guidelines)  that define a green product as one that 1) has reduced raw material, high recycled content (aluminum cans); 2) non-polluting manufacture/non-toxic material (de-inking solvents); 3) no unnecessary animal testing (cosmetics); 4) no impact on protected species (dolphin-free tuna); 5) low energy consumption during production/use/disposal; 6) minimal or no packaging; reuse/refillability when possible (detergent bottles); 7) long useful life, upgrading capabilities; 8) post-consumer collection/disassembly system; remanufacturing capability. 


These Green Marketing Guidelines were required after some companies began misusing Green Marketing. For example, it became necessary to have  guidelines for "recyclable" after some companies put the term on their packages when the product was actually recyclable only under certain conditions. Other possible misused terms  include: (1) biodegradable (whether or not a product will be truly able to completely break down and return to the earth within a reasonable time); (2) environmentally safe; and (3) environmentally friendly. The Federal Trade Commission's guidelines were established to set national Green Marketing standards, but it has  received  several criticisms. Many environmental marketers feel that the guidelines are loaded with oversights, omissions, opportunities for legal wrangling, and shortsightedness. The biggest problem is that the state guidelines are still different from the national guidelines: a company can put "ozone friendly" on a package label in California, but not in Rhode Island.3 To overcome this federal-state labeling problem, a group of eleven state attorneys general issued its final environmental advertising recommendations called "Green Report II." The report requests the federal government to adopt standards with specific definitions for terms like degradability, compostable, recycled, and recyclable"4 The FTC further indicates any objective environmental claims must be substantiated by scientific evidence.  


Green marketing encompasses efforts such as Procter and Gamble’s to develop disposable diapers that can be composted and detergents that are degradable concentrated to reduce packaging bulk in landfills. AT&T has substituted biodegradable cardboard for plastic foam packaging.   Alberto-Culver markets “ozone friendly” hairspray containing no chlorofluorocarbons (CFCs). The Body Shop has over 700 boutiques worldwide selling its non-animal tested, mostly natural product line with recycling/refilling policies. More and more companies are taking  significant action to clean up, protect and recycle the environment.  Some even  have found a business in the ecology: The Seventh Generation offers a large catalog of “green products.” As DuPont chairman E.S. Woodlard states “Corporations that think they can drag their heels indefinitely on environmental problems should be advised society won’t tolerate it and companies with real sensitivity and environmental will be there to supply your customers after you’re gone.”5  Few companies can ignore the green consumers, green trade barriers, and high environmental standards that have been raised. Consumer pressure and governmental edict have combined to force sensitivity to environmental issues on corporations not only in the U.S. but for any foreign corporation who wishes to do business in the U.S.  This is true in other parts of the world as well; a Canadian survey of marketing executives from that country’s 500 largest firms found that 47 percent had already altered their packaging to make their products more environmentally friendly. 


Companies use Green Marketing not only to increase consumer approval, but also to cut costs.  McDonald’s used recyclable materials for wrappers and reduced its environmental waste by 60 percent; their ‘give a tree away’ day led the way for other fast foods companies to follow suit. All of McDonald's napkins and tray liners in the restaurants are made from recycled paper, as are the carry-out drink trays and even the stationery used at the headquarters. By making its drinking straws twenty percent lighter, McDonald's saved one million pounds of waste per year. Besides using Green Marketing in its own products, McDonald's buys recycled materials for remodeling and building its restaurants. McDonald's also challenges its suppliers to supply and use recycled products and materials6.  The effective use of Green Marketing has made the public aware that McDonald's Corporation is an environmentally concerned company, and this has generated not only public consumer approval but additional sales as well.
 


At DuPont’s Richmond (Virginia) plant, through the use of new technology, process redesign and computerized process controls, the company reduced the hazardous waste generated by the plant by 80 percent, cut chloroform emissions by 70 percent, and eliminated 50 percent of its tetrachlorotethylene emissions, in the process saving $3 million per year. Some 250 companies have signed on to the EPA’s new 33/50 program: voluntary emissions costs of 33 percent by 1992 and 50 percent by 1995 with further reductions to be negotiated later.  Savings include disposal fees for hazardous wastes, costs of potential liabilities for wastes that may go astray.  Disposal fees for hazardous wastes have risen as much as 300 percent over the past decade alone, approaching $2,000 per ton for some wastes. Anheuser Busch recycles one used can for every one of the cans it produces, saving 95 percent of the energy needed to make new cans from raw ore.


The Chicago Board of Trade recently voted to create a commodities exchange that will trade in government permits to emit sulfur dioxide, rights that will be issued to electric utilities by the EPA under the Clean Air Act in an effort to reduce acid rain.  To meet the demands of the Clean Air Act, companies are looking for ways to cut air pollution caused by automotive exhaust.  Arco recently announced the development of an environmentally superior gasoline formula that will reduce auto emissions significantly without the need for new engines and fuels.  Other companies as well are entering the fray for this potentially lucrative market.


 Definite signs exist that environmental concerns have begun to influence American businesses in their international investment decisions, one example being   the ecological nightmare that is Eastern Europe.  The former East Germany and Leipzig in particular offers a splendid example that the’ people’s paradise’ was not always so.  Horrid air pollution which would make Los Angeles seem pure in comparison,  dead rivers worse than the Cuyahoga ever was,  and moonscapes from strip mines provide ever mindful proof that it was not the capitalists but the communists who were the worst offenders.  Chernopyl and its delayed autocratic response provide another example. The destruction of the once rich Aral sea due to the Soviet Union’s diverting water from two major river sources has devastated an entire region.


 The destruction of the Brazilian and other tropical rain forests have caused companies such as Steelcase to eliminate Rosewood and other hardwoods from the rain forest in favor of more commonly available woods.  American producers and distributors of tuna  certify their products  as “Dolphin-free tuna” and take stringent measures to minimize dolphin deaths in the tuna fishing industry.  The increased United States environmental concern over “dolphin free” tuna has forced foreign firms to follow the more stringent United States standards. Foreign tuna producers, whether they be from Mexico or Taiwan, to secure access to the richest consumer market in the world, must take the pledge.   As a result of the domestic environmental pressures, many U.S. companies, regardless of looser environmental standards elsewhere, have proceeded with an environmentally conscious effort.


Some writers claim that marketing has been a prime contributor to the degradation of the environment. The successful satisfaction of consumer wants and needs in industrialized countries supposedly has led to materialistic and disposable societies. This line of thinking says the success of marketing efforts in industrialized countries has created desired for comparable lifestyles among less developed and developing countries, encouraging the replacement of historic land management practices with urbanization and environmentally unsound industrial decision making7. 


The issue of Green Marketing presents both a problem and an opportunity to the marketer. This presents a problem to the marketer because so much attention has been given to environmental issues that if a company does not properly get "involved" it will lose out on many business opportunities. In addition, the company receives a poor company image from consumers by failure to be environmentally involved.  In the past few years, some companies have been boycotted by consumers and various environmental organizations. Boycotts can be detrimental to a company's image, especially if the boycott receives media attention. Companies that are not participating in Green Marketing have received negative media attention and this further degrades the company's image. Exxon's oil spill is a good example of a company that suffered as a result of being environmentally irresponsible. Even though Exxon made all possible efforts to "clean up" its mess, its reputation suffered as did its pocketbook. Exxon had to spend billions of dollars in an effort to regain public approval, and even this tremendous effort did not reinstate full public approval8. Between the media and active environmental organizations, Exxon received so much negative attention that even today the company is still trying to overcome the consequences of its mistake.


A firm cannot easily adopt a green marketing philosophy.  As noted earlier, Federal agencies are often unable to agree on green standards.  Consumers in recessions may trade green behaviors for more price conscious responses, abandoning the green marketer’s products, which often are higher priced.  Other consumers are cynical about green marketing claims that turn out to be gimmicks. And a lack of consensus exists about green marketing actions: McDonald’s switch from styrofoam to paper products, for example, is being criticized for contributing to deforestation. The obvious risk in dealing in Green Marketing is violating some of the ambiguous legislation that exists. 

CROSS-CULTURAL DIFFERENCES IN GREEN MARKETING


Internationally, Green Marketing is an even larger issue than it is in the United States. Green Marketing actually began in the early 1980s in Europe when European companies began selling "green products"—new types of disposable diapers, detergents, batteries, aerosols, and other products that do not damage the environment. This manufacturing of new types of products grew quickly and soon caught on in the United States and other parts of the world. For the British, damage to the environment ranks with a world war as the most important threat to mankind. Air pollution in Athens has long been the subject of deep popular discontent and partly explains why the Greek government has aligned itself with hardline Northern EU  countries lead in the fight to impose strict new limits on auto emissions. The growing political power of Green Parties in Scandinavia, the Benelux, and especially Germany has combined with public concern over such issues as the death of the forest (Waldsterben) from acid rain to force mainstream political parties to endorse tough environmental legislation. In Italy, public outcry over the waste exported to developing countries prompted the country to adopt a tough new hazardous waste bill9.


In Italy, Fiat leads the world in "Green" cars. Since the 1970's Fiat has been recycling eighty percent of its factory waste, and it was one of the first European car manufacturers to produce cars which ran on lead-free fuel. Fiat has also established a huge recycling scheme called Fiat Auto Recycling (F.A.R.E.). This collects second-hand cars with the aim of recycling one hundred percent of the car. Fiat is also the world leader in diesel car and electric vehicle technology. The electric car that was developed by Fiat is the first truly "Green" standard production car, a world first—one which will likely be the start of a new generation of cars which are designed to support the environment. BMW and Mercedes Benz are examining clean technology for cars.  Mazda, likewise, is examining hydrogen fuel as a possible alternative clean energy source.  Detroit’s big 3 are working hard on solar energy and more efficient batteries.  Volkswagen has its ‘3V’ policy (vermedien, verringen und Verworten or prevention, reduction, recycling).


Germany has passed the strictest Green Marketing laws. The German “Blue Angel” (first introduced in 1978) ecolabel is used as a symbol of environmental friendliness in Germany and by 1993 over 4,000 products in fifty-eight categories carried the label.  This Blue Angel logo originated because of the growing consumer demand in Germany for environmentally friendly products10. Eighty percent of German households are aware of the ecolabel and it receives widespread support from manufacturers. On December 1, 1991, the German Packaging Order  (called the “Topfer Law” after its environment minister)  became law.  The guiding objective of the Order is waste avoidance, waste which cannot be avoided shall be recycled. Every three years beginning in 1992, the German government will publish the per capita amount of waste; these figures serve as a basis for the recycling quotas each industry must achieve. The Order imposed a duty on industry and retailers to make them take the packaging material back. It set an 80 percent waste collection target by 1995. The active role of the German Green party in German society was the direct cause for this new law11. 


The law requires that packaging materials must be recycled or reused. Use of transit packaging in Germany means the consumer must take it back or belong to a recycling scheme. A parallel or dual waste collection system is part of the law.  For the manufacturer’s product to participate in direct collection and not have to be returned to the retailer for recycling, the manufacturer must guarantee financial support for curbside or central collection of all materials.  For participating manufacturers, a green dot can be displayed on the package which signals the consumer that a product is eligible for pickup. Packaging without the green dot must be returned to the retailer for recycling.  Although goods sold without the green dot are not illegal, retailers are reluctant to stock such products.  Packaging used by fast-food outlets is not covered by the German green dot program. As a result, one German city has imposed a tax on all fast-food containers. The result has led to cream being served in reusable metal pitchers, jam and yogurt in glass jars, french fries in plates made of edible wafers and soft drinks offered in returnable bottles12. 


 Firms must often redesign products they sell in Germany to allow for easier disposal and recycling to meet the strict green standards imposed there.  Hewlett-Packard redesigned and reduced its office machine packaging worldwide to meet German packaging requirements. In addition, France, Belgium, and Denmark have set up regulations in order to deal with the solid waste problems that are much like those of Germany. An adverse effect of the law was that as Germany in the 1980s made paper collection mandatory without setting up end uses for it and this in conjunction with a collection surge in the U.S. led to vast stocks of unwanted newsprint that  resulted in a collapse of world prices as the market was flooded.


Since 1991, a new EU ecolabeling regulation has been discussed with the objectives to promote products with a reduced environmental impact throughout their entire life cycle and to provide better information to consumers on the environmental impacts of products13.  The European Union threatens to utilize environmental standards to control internal and external trade in consumer products.  marketers who do not conform may be restricted from participation; those who do meet the requirements will enjoy reduced competition and a growing market share14 (this standard may also contradict WTO intentions). Hoover was the first manufacturer to be awarded an EU ecolabel and claims that as a result its sales in Germany has trebled and sales in the premium sector of the UK’s washing machine market have doubled15. Other nations are also sponsoring ecolabelling programs: Canada has issued Enviornmental Choice, guidelines for products ranging from paints to reusable cloth diapers.  Japan has its own Ecomark program; its symbol consists of two arms embracing the world (the arms form the letter e, standing for environment, earth or ecology)16.


European nations under intense pressure from environmentally correct lobbies created packaging regulations designed to reduce waste, primarily by promoting recycling.  One result has been the phasing out of some packaging materials altogether.  Nevertheless, recessions have a way to turn the most ardent green into a consumer. The economic slowdown of the early 1990s have caused a reversal of the green movement in the EU. One major EU effort—the carbon dioxide tax—was voted down in the midst of economic downturns.  Another EU task force called for new rules to be more market-oriented and supported by cost-benefit analyses17.


In many Latin American countries, including Mexico, packaging requirements are less stringent and less sophisticated.  As such, it is difficult to meet the standards of Europe.  Although they may cry foul, proposing these are hidden protectionist requirements, GATT makes it clear countries do have the right to impose stringent rules for environmental reasons18. Mexicans are more concerned with economic priorities (basic necessities of life) rather than societal or environmental concerns.  An economically well country like the U.S. or Western Europe has the luxury of putting environmental and societal issues at the top of their agendas. Not so, undeveloped countries or developing countries like Mexico.


Columbia is one Latin American country that is developing a ecolabeling program.  The objectives of the Colombian ecolabel are to promote environmental conservation in several sectors, addressing a variety of aspects ,including polluting emissions, energy and natural resource use as well as to provide the domestic industry with the means and incentives to increase its competitiveness through the implementation of environmental management strategies.  This program also assists Colombian export firms in penetrating foreign markets, especially those such as the EU with considerable ‘green consumerism’ interest19. 


Sweden is one Scandinavian country with a passion for the environment; when the public utility in 1996 offered urban customers a choice between nuclear and non-nuclear electricity, 40 percent of apartment dwellers chose non-nuclear, even though it costs 10 percent more. Even then, tradeoffs are necessary.  Sweden has yet to close any of its 12 nuclear power plants since it still gets about half of its power from nuclear sources. With high unemployment, Swedes are reluctant to do anything that would further reduce job possibilities in energy-intensive industries such as metalworking, mining, or paper. Another problem is that any replacement energy source will cost more or pose new environmental problems.  Solar power does not work well in Sweden, where the sun shines only briefly in the winter, when electrical power demands are the greatest.  Although scientists have developed a new fast-growing tree that could be burned for power, its use would contravene Sweden’s commitments against energy forms that increase the emissions of greenhouse gases. Large windmills are unpopular with nearby residents because of the high noise level emitted.  Sweden has four commercially viable rivers that haven not been dammed, but the public insists on keeping them in a natural state.


Japan is ambiguous about the environment. Japanese government budget allocation to the environment has increased from $617 million in 1988 to $3.5 billion in 1991 and doubled again through 1995.  Japanese consumers are becoming more bargain conscious, frugal, and environmentally aware. Recycling of secondhand goods is flourishing.  Consumers are leaning towards healthier, ecologically sounder products. Suntory, Japanese beer company, sells a brand called ‘The Earth,’ with cans and bottles emblazoned with the slogan “Suntory is thinking about the Earth.” The can has stay-on rather than pull-off tabs.  Orient Corp. linked up with the Wild Bird Society of Japan to offer an affinity card emblazoned with a painting of a bird “We love birds” card, 0.5 percent of whose charges go to the conservation group. Major department stores such as Takeshimaya and Mitsukoshi have opened earth-friendly corners selling environmentally sound products20. Dentsu has identified a trend in Japan called green spending, a long-term reappraisal of family values.  Consumer resistance to expensive, ecologically harmful or unhealthy products resulted in a range of streamlined back-to-basics items including refillable containers, natural ingredients, and extra-large packs of food and beverages21.


The Japan’s Economic Bureau found that consumers named Kao as the most environmentally conscious company in the country.  Kao reduced its overall energy use by 40 percent in the last 17 years. Japan’s Health Ministry devoted its 1990 White Paper to the environment but the Japanese Environmental Agency has far less enforcement power than U.S.’ EPA. Some 28,000 locally tailored environmental agreements in force between Japanese industry and local communities  act as a non-tariff barrier. By way of contrast, only 3 rivers in Japan flow freely over their entire length unharnessed in any way that would serve the interests of the Japanese people. Very few places exists that are wild or unshaped by man in Japan. To Americans, nature is kind, benevolent, a source of infinite gifts and therefore something to be cherished and kept intact whenever possible.  To Japanese, nature is volcanic and stormy, exacting and difficult, something that is only kind when tamed and only truly beautiful when sculptured or adorned by the hand of man22.


In countries bordering on the Mediterranean, the ecological awareness of the average household is much less strongly developed than in countries further to the north, such as Germany, Holland or Norway23. For example, In Italy, environmental issues are not nearly as important as in Germany. In Denmark, soft drinks may be sold only in glass bottles with refundable deposits. In the Netherlands, old or broken appliances must be returned to the manufacturer for recycling24. Green consumerism first appeared in the Netherlands with a boycott of aerosols containing CFCs and spread to Germany, thanks to consumer magazines which rated brands’ green qualities through their own laboratories (The Green Consumer Guide,  first published in 1988 in the U.K. and quickly translated to German, was a bestseller and offered specific ratings for companies and products.) In 1992’s Gallup’s Health of the Planet Survey, Germans had the most concern (67 percent rated their national environmental problems as ‘very serious’ versus 51 percent in the United States and 42 percent in Japan). Activism is almost nonexistent in Japan. Half as many Japanese as Germans actively avoid products perceived as harmful. In Denmark, a power plant, an enzyme plant, a refinery and a wallboard factory all use one another’s byproducts as source materials. Netherlands has effluent charges.  Deposits are mandatory for bottles in Germany and cans in Norway. 





It is clear that Europe, especially northern Europe, is leading the way in green marketing (However, interest in green marketing in the UK is considerably less than found in German markets). Europe adopted in 1972 the Polluter Pays principle” and has since issued over 150 environmental directives. Meanwhile, in the U.S., the Green Seal program initially tried a full lifecycle approach while the Green Cross system merely verifies a company’s claims. 

 ECOMARKETING/ECOTOURISM


Ecotourism is the responsible travel to natural areas which conserves the environment and improves the welfare of local people.  Ecotourism is a concept that describes a form of development that respects tradition and culture, protects and preserves the environment, and educates and welcomes visitors25.  Ecotourism represents different concepts to conservationists, development assistance organizations, and travel agents. Ecotourism strives to mesh small-scale, low-impact development with the more outdoor, adventure-minded traveler; to gently invade and preserve paradise, not spoil it. It can mean anything from a strenuous trek through uncharted Brazilian jungle to a leisurely float down an unspoiled American urban river. 


Ecotourism is the fastest growing segment of the tourism industry today.  World-wide, ecotourism accounts for perhaps one-third of the $416 billion tourists spent traveling abroad in 1994. Since 1990,  18 countries and the state of Hawaii have opened ecotourism development offices; none existed before26. More and more destinations are becoming interested in "green" tourism, cultural tourism and ecotours, and are considering ecotourism as part of their tourism strategy27.  Many regions are aggressively marketing their attractions to ecotourists28.  Some countries, such as Nicaragua, are slowly recognizing the importance of tourism as a positive income producer and one requiring minimal investment in infrastructure.  By one estimate, nature tourism accounted for between $2 and $12 billion of the $55 billion tourism generated for developing countries in 1988. New Zealand’s Ministry of the Environment recently reported that nature and culture visits to New Zealand are growing at a rate of 30 percent, or eight times faster than the growth rate of traditional tourism at four percent.  In South Africa, the leadership recognizes the importance of tourism in that country which targets to have one million tourist per year by the year 1996.  This expected tourism will generate six percent of South Africa's gross domestic product and create more than 150,000 new jobs29. 


The majority of international ecotourism consumers are from North America, Europe, and Japan. Almost one-third of all Americans travelers surveyed in 1995 indicated they had taken at least one trip to an ecotourism destination, up from only 7 percent as recent as 1992. The ecotourists are looking to get away form it all.  Ecotourists are wealthier, better educated, more mature and more environmentally focused in comparison with other tourists.  They take longer trips and spend more money per day than travelers with less of an interest in nature30. Ecotourism is very tour intensive, mobile, ecotourists do not tend to stay in one place, they come to see nature.  They spend two or three days at most in one place and tend to visit five or six places in a period of two weeks. 


Further, many developing countries, perceiving ecotourism as a more environmentally benign and sustainable alternative to mass tourism, and a potentially lucrative industry, have developed institutions and programs to attract ecotourists. Costa Rica, Ecuador, and Kenya are usually mentioned as models of successful ecotourism.  Costa Rica is distinguishing itself from the rest of Central America by becoming an ecotourism haven. Costa Rica has been aggressively protecting its natural heritage and has created a network of national parks, biological reserves, and refuges31.  Currently, these areas cover 25 percent of the nation’s territory and hold four percent of the world's total floral and fauna species which have been growing and remaining healthy in the protected areas.  It can’t compete with Cancun or Acapulco or Rio for resort tourism nor with Yucatan or Guatemala for archeology.  Tourism is expected to overtake bananas as the number one producer of foreign exchange in Costa Rica  by the year 200032. These destinations, which offer unique environments and wildlife, earn much needed foreign exchange through ecotourism.  




Recently, Belize reassessed its tourism development plans and held an ecotourism conference in order to redirect its tourism efforts in the direction of greater environmental preservation 33.  Belize  is a natural for ecotourism, having 65 percent of its land still in the wild state, with rainforest, pine savanna and mangrove estuaries.  Offshore, its barrier reef is second in size only to Australia’s Great Barrier Reef.  Resorts are limited to no more than 40 rooms. The Chan Chich Lodge  has a maximum capacity of 24 people and was built with environmentally-friendly construction techniques34.


 At Tres Garantias Ejido in Southern Quintana Roo in Mexico, ecotourism has rustic cabins, hunting reserves and was driven by Agenda 21, the blueprint for sustainable development drawn up at the 1992 UNCED Earth Summit in Rio 35. Studies have shown the number of animals locally have increased since hunting was banned in the area since the government initiated the Tres Garantias ecotourism project in the reserve.  This is a positive advantage not only because of the increased numbers of animals, but also, the fact these animals have been spilling over into areas where hunting is allowed, benefiting local hunters. Other countries like Australia, New Zealand, and Canada are vigorously investing in and promoting ecotourism to diversify their tourism base. Sarawak (Borneo) in Malaysia, a major exporter of timber and oil, has begun to utilize its rich natural environment to promote ecotourism.


However, ecotourism is not always positive and sometimes causes negative impacts on the environment despite the intentions. Tourism support facilities translate into hotels or lodges, airports, roads, and waste disposals.  These facilities will affect inevitably the environment despite best efforts.
In Nepal, an influx of tourists, including ecotourists, have caused ecological harm36.  Ecotourists are inspired by a desire to have more authentic travel experiences.  This desire often has caused a costly toll on the environment especially in fragile coastal and mountain ecologies.  


Ecotourism, it appears,  only works on a small, specialized scale37.   The fundamental principles that underlie the concept of ecotourism include the following38:


•  It should not degrade the resource and should be developed in an environmentally sound manner.


•    It should provide first-hand , participatory, and enlightening experiences.


•   It should encourage all parties to recognize the intrinsic value of the resource.


•   It should involve acceptance of the resource on its own terms and recognition of its limits.


•    It should provide long term benefits to resource, community, and industry


•    It should promote moral and ethical responsibilities and behaviors.

CONCLUSONS


The four classical constituents for a corporation are its shareholders (stockholders), employees, customers, and its community (some also include suppliers as a fifth).  The priorities and weights given to each constituent varies among nations according to culture and business tradition.  For example, in Japan, employees are the major concern followed by customers with shareholders having minimal influence and concern.  In the U.S. stockholders are the top priority, even to the point of legal fiat mandating it be so.  The constituency “community” is usually defined to mean people and town geographically contiguous to the corporation’s facility, not the ecosystem.  In fact there are few if any cultures (outside of possibly Europe) that consider the ecosystem a viable constituency for a corporation to consider. Only in Europe, are companies  creating an eco-audit, let alone making their eco-audit report public as an addition to the normal annual reports.


The American view can be summed up by Milton Friedman, the Nobel winning economist, who once said, “If a social responsible action doesn’t contribute to the bottom line it shouldn’t be done.”  In essence, he was making the statement that the only social responsibility a corporation has is to maximize its profits.  Validity exists to his view: a corporation has a fiduciary responsibility to its stockholders, to maximize returns within the legal bounds set by the United States government and its regulating agencies. If publicly held, it can actually be sued by shareholders if it strays too far off its legally chartered path.  With this legal mission of its existence in mind, then  to what extent does a private firm should have or has a fiduciary responsibility to indulge  in non-business aspects, such as green marketing? 


Yet, Green Marketing can also provide significant international competitive advantages. Through a combination of stringent regulatory standards and generous incentives to its industry, Japan has succeeded in reducing air and water pollution to a greater extent than any other industrialized country.  It has reduced the energy content of a unit of GDP by one-third and effected similar reductions in raw material use. Since 1973, Japan has cut the amount of energy needed to produce a given unit of gross national product by 33 percent39.  Japan has hence gained  a competitive advantage.


The Twenty-First Century has been dubbed "the century of environmental awareness."  The environmental point man at Procter & Gamble said, "We know from letters and calls on our 800 lines that this concern is not a fad—It’s not going to go away.” Mike Elux, group environment adviser of British chemical giant ICI, says that "the recent leap in concern over environmental issues is 'not a style change' but the natural evolution of a longtime upward trend. Nevertheless, there is plenty of evidence to suggest that the upward angle will grow far steeper than previously. In this public climate, Green Companies will have an edge.’40 Consumer good marketers often wish to emphasize in advertisements the environmental friendliness of their products; such environmental claims may be received quite differently in a country where environmental issues are received differently.  It may not be a competitive advantage by its presence, it is a distinct disadvantage by its absence in some markets 41.


Patrick Carson, Vice-President for environmental affairs at Loblaw International, Canada’s largest food distributor, researched environmental issues and analyzed their impact on his firm. He provides four guidelines for firms to become environmentally sensitive:1) Focus on Environmental issues


       2)  Keep tabs on the emerging green consumer


       3)  Keep ahead of government regulations


      4) Watch for emerging business opportunities42.


It is clear that economics and status of industrialized development of a nation/culture defines the level of interest and priority for environmental affairs and green marketing.  Although some of the worse environmental disasters are ongoing in the world’s least developed countries (deforestation of the Himalayan foothills in Nepal have resulted in uncontrolled floods in Bangladesh  and the wholesale destruction of forests in sub-Saharan Africa which have extended the Sahara further south hundreds of miles), these nations are far more worried about subsistence and survival to take an active environmental role.  Any action that is taken must be the result of external activities (aid from Industrialized nations or from environmental groups such as the Nature Conservancy) and not to be expected from the poor nations themselves.


Although green marketing appears to be the near-exclusive domain of companies and consumers in the industrialized world, It is clear that some cultures are more green than others (Germany and Scandinavia and the Low countries) as green issues have climbed to the top of their countries’ social agendas.  In these nations, strict environmental standards and green political parties with political power are the norm.Yet, sufficient evidence exists to indicate that green marketing even in these countries are dependent upon economic conditions. Green marketing may be thought of as a “fair weather friend:”  when times are good and economic conditions allow, one will be green but in recessions, one tends to revert to one’s prior set of beliefs. In the United States, green is preached and many consumers spout their intentions to buy green products. Nonetheless, even as increasingly shoppers want to know if what they are buying is the earth's friend or enemy, companies are having a hard time getting price-conscious consumers to pay more for "Green" products; when asked to pay premiums for green products, these intentions do not turn into buying behavior.  


On-going concerns about environmental issues have not made their way to the European consumers’ shopping habits as Euroconsumers reject eco-friendly products for their regular products.  Most consumers do not want to pay extra for eco-friendly products while others simply believe green products do not work as well.   In the U.K., sales of green detergents fell 40 percent between 1993 and 1995, accounting for less than one percent of the detergent market. German sales volumes of eco-friendly kitchen towels and tissues have fallen by over twenty percent over the same timeframe. The eco-friendly products appear to be a small, relatively unimportant niche market in Europe. As mainstream consumer-products companies introduce environmentally responsible products, less incentives exist for pure green products43.
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