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ABSTRACT

The current study is an attempt to clarify the nomological net of corporate green marketing and also an attempt to highlight and remedy some inherent dilemmas and myopic approaches in the green marketing debate. Taking its roots in 1970s but not even having reached its zenith, green marketing has a long way to go in both research and practice. 
Briefly, in this study the green marketing concept has been defined and analyzed in an evolutionary manner. Within the sustainability framework, previous approaches to green marketing motivators, which is consumer-centric to an extensive degree, are no longer useful. Given that the consumer demand or regulatory environment are not in all cases showing the same effect on green marketing decisions or practices, it is necessary to be able to breakdown the concept of green marketing into its components according to the level of strategic significance and build up the independent and dependent variables related to these components separately rather than a single argument about going green. 
Thus, this problem has been tried to be remedied by showing that demand is a changing variable and it influences green marketing at the tactical level due to its short term nature. Although a proposed model has been explained, all variables need to be studied much further and the unique contribution of this study is reflecting the perspective change incorporating strategic and tactical levels and the insights this perspective can provide to businesses and practitioners about why they should be going green.
INTRODUCTION
The current study is an attempt to clarify the nomological net of corporate green marketing and also an attempt to highlight and remedy some inherent dilemmas and myopic approaches in the green marketing debate. The issue is significant for two reasons, first: taking its roots in 1970s but not even having reached its zenith, green marketing has a long way to go in both research and practice (Hartmann and Ibanez, 2006). There is still controversy as to how motivations differ and what contexts lead to particular motivations for going green (Bansal and Roth, 2000).

Second point is probably more important: the relation of green marketing with the sustainability debate. In addition to the increased number of conferences and studies with practical implications on the issue of sustainability and environment-friendly marketing, Leiserowitz et al. (2005) foresee that sustainability science will play a critical role, in the future as well. With multiple scales and multiple methodologies, it is able to identify and explain the key relationships between values, attitudes, and behav​iors and thus contribute to sustainable development. The framework to study sustainability or greener practices is not without the influence of the bigger picture it is located in. It is stated among the notes of the Sustainability Summit that the situation involves not only growing international markets but also these markets are generating enhanced competition for scarce resources including energy and labor (Rao, 2010). 
Having recognized rather strict environmental conditions and economic situation, rather than arguing on idealistic grounds, this study is based on the conditions of the day and not out of the recent marketing paradigm. Going greener is caused not only by altruism or good community relations but it is actually representing a substantial part of what Hartman and Stafford (1997) call Market Based Environmentalism (MBE) Paradigm. Within this paradigm, environmentalist groups have shifted from reliance on government towards cooperation with commercial organizations in the form of alliances or task forces. Also for firms, environmentalist concerns are no more substitutes for economic concern but rather they carry the aim of integrating ecology for decreased costs and/or differentiation.

EXPLORING GREEN MARKETING

Defining Green Marketing
As Grundey and Zaharia (2008) also mentioned, defining green marketing is not an easy task. There is a plethora of definitions within this area including green marketing (Peattie, 1992; Pierre and Prothero, 1997; Ottman, 1998), environmental marketing (Coddington, 1993; Peattie, 1992; 1995), greener marketing (Charter and Polonsky, 1999) ecological marketing or eco-marketing (Belz, 1999) and sustainable marketing (Fuller, 1999). Apart from these, Prothero (1990) links green marketing management to societal marketing as a broader form of it to embrace the whole society’s concern about the natural environment. 

While Grundey and Zaharia (2008) put green and environmental marketing as synonyms, they further define it as the sum of activities to generate, facilitate and to satisfy human needs or wants in such a way that it happens with minimal detrimental impact on the natural environment. Similarly, Peattie (1995) defined green marketing as a holistic management process that aims recognizing, understanding and ultimately satisfying the needs of customers and also the overall society, in a profitable and sustainable way. Both definitions emphasize the ultimate aim of satisfying customer need as a keystone of classical marketing but with the addition of “minimal detrimental impact” or “in a sustainable manner” to make it green. 
With the rise of sustainability concerns, there have been redefinitions of the concept due to inadequacies inherent in definitions that prioritize consumer need satisfaction. Such a change can be observed in a more recent definition of green marketing: activities that aim to reduce the negative social and environmental impacts of not only existing products and production systems but also activities that promote less damaging products and services (Peattie, 2001). The strategic characteristics of green marketing are much more apparent in such a definition that brings along with it not only need satisfaction but also innovation, process and product improvements. 
On the other hand, the concept of green marketing has significant relations with sustainability and sustainable marketing. Fuller (1999) defines sustainable marketing as the sum of the processes of planning, implementing and controlling the development, pricing, promotion and distribution of products in such a way that meets the needs of the customers, attains the goals set by the organization and at the same time through a process which is compatible with eco-systems. In this paper, the sustainability emphasized definitions of green marketing has been taken as reference.
Evolution of Green Marketing
Peattie (2001) identifies three distinct stages of green marketing differentiated by their domain, aim, approach and emphasizes the fact that each of these stages has different implications for marketing. Rooted within the social and environmental concerns of the 1960s and early 70s, first stage is “ecological marketing”, which is a narrowly focused attempt to reduce dependence on particularly damaging products. This stage brought along slight improvements on production processes or products especially with the aim of decreasing pollution and is symbolized by the understanding of environment as a cost center that brings along constraints on marketing. It used to focus on industries with obvious direct impact on the environment such as oil, mining, agrochemicals and automotives. It was a concern for a limited number of industrialized and affluent economies. The American Marketing Association (AMA) held its first workshop on “Ecological Marketing” in 1975 (Henion and Kinnear 1976) and broadened the way for its academic and practical way forward. 
The primary stage has been followed by the second stage that Peattie (2001) calls “environmental marketing”. It was a broader initiative and mostly motivated by consumer demand and also competitive advantage opportunities to a degree. Consumer boycotts and wide ranged mobilizations of consumer groups signified that period. The consumers’ environmental concern was a top priority and also a source of increased willingness to pay or brand associations. For example, Peattie (2001) gives the example of a 1990 research data from J. Walter Thompson suggesting that up to 82% of US consumers were willing to pay a 5% premium for greener products, which is just a small representation of a giant literature on environmentally conscious consumers (Straughan and Roberts, 1999). This tradition has been very significant and resulted in an overemphasis on the consumer demand side of the issue for a long time.

Kilbourne and Beckman (1998) trace the development of green marketing from issues of  green consumer, environmental consciousness and environmentally related behaviors such as recycling and attitudes towards front-line environmental problems such as pollution, followed by a more mature period of green marketing in which regulatory forces and external pressures such as energy conservation, legislation, and public policy issues have come into agenda. The 1990s added up broader issues such as environmental values and institutions to the agenda. Tantawi et al. (2009) favor the new green movement as a time of more actively promoting the previously neglected side of the equation. The impact of the environment on society and business, rather than the previous one way view of the impact of society and business on the environment began to be discussed. 

Parallel with the developments and concerns about sustainability, Peattie (2001) also identifies the third and the ultimate stage as “sustainable marketing”, which is a far radical approach that “seeks to meet the full environmental costs of production and consumption to create a sustainable economy” (p.129). This shift is a result of the disappointment that aligning good environmental performance with sustainable competitive advantage had been really hard in practice. Peattie (2001) explains this disappointment with the facts that environmental products proved quite vulnerable against the competitor attacks like discounting or improved technical performance. The first and second periods had been stuck in the tactical – operational level perspective of greening whereas the third stage and the strategic implications to be provided in this paper are representative of a strategic, long – term perspective towards sustainable business.
Janicke and Jörgens (2000) state the fact that era of sustainability is marked not only by environmental policy innovations related to the regulatory nature or legislation but also it brought a more strategic and long term orientation by setting long-term goals on a broad political and societal basis and integrating environment with many other policy areas  by intersectoral integration.
Tantawi et al. (2009) posit a significant role on sustainability by proposing it as the solution to a long-term paradox. This paradox of green marketing had been the concept of combining environmental concern with the discipline of marketing management and consumption related studies as well, which represent two sides opposing each other for a long time. They put forward sustainability as the keystone of the green marketing philosophy, in order to resolve this apparent paradox.

THE RESEARCH OBJECTIVE
Some studies dig deep into the dependent and independent variables of greening strategies of businesses and try to bring some explanations for the green marketing theoretically (Polonsky and Rosenberger, 2001) or empirically (Kassaye, 2001). For example, while bringing a strategic approach to green marketing, Polonsky and Rosenberger (2001) list various environmental pressures for greening: satisfying consumer demand, reacting to a competitor’s greening actions, channel / supplier request to modify inputs and internal pressures like cost and philosophy. 

Within the same stream, Kassaye (2001) concludes that consumer demand is not the sole driver of green actions  but rather the businesses act within a clear picture of their own economic concerns and financial well being. This is reflected in the finding that cost considerations, fear of governmental intervention or desire for a proactive stance are more prioritized motivations than simple green consumer demand or request, for many firms.

These studies are good examples of how complicated the green marketing nomological net is and also how many distinct variables are playing parts in firm decisions about going green. For example Kassaye (2001) came up with many variables related to consumers that affect green marketing such as price sensitivity, social compliance etc and also as many variables on the firm side such as governmental regulations, cost and profit concerns etc.
Contrasting these recent findings with the consumer-centric perspective in the peak times of green marketing and green consciousness, Prothero (1990) concluded that a more detailed and realistic model of green marketing is necessary. This new model should reflect a shift from consumer – driven perspective of green marketing towards a context – driven perspective in which the consumer demand plays a limited role as an initiator and also as an outcome of green marketing. It is necessary to breakdown the concept of green marketing into its components according to the level of strategic significance and build up the independent and dependent variables related to these components separately rather than a single argument about going green. This is the main objective of this study.
The Consumer-Driven Green Marketing
In the center of the green marketing studies, there is the concept of the “green consumer”. Peattie (2001) defines the green consumer as the central figure in the development of the logic of green marketing and underlines the large amount of effort put trying to identify and market to the green consumers. The logic behind this stream had been what Prothero (1990) called “the bottom-up management” that takes green consumer and market research as the ultimate motivators. 
Numerous studies addressed the characteristics of environment conscious consumers in terms of demographics. Straughan and Roberts (1999) analyzed and classified the variables that have been thought to influence the purchase of environment-friendly companies’ products. A number of researchers have looked at age with the hypotheses of younger generation leaning more towards such products and gender with the hypotheses that women would prove to be more conscious in such matters (e.g. Roberts, 1995; Roberts and Bacon, 1997; Roper, 1990; 1992; Samdahl and Robertson, 1989) Numerous other studies have addressed the role of income, the role of education and also place of residence (e.g. Samdahl and Robertson, 1989;  Zimmer et al., 1994).
Another wave of research has moved towards the analysis of psychographic variables rather than demographics with the aim of better profiling the green consumer segments (Straughan and Roberts, 1999) including level of environmental concern, environmental knowledge, attitudes such as social concern, perceived personal relevance, political orientation (Hine and Gifford, 1991), altruism and perceived consumer effectiveness (e.g. Berger and Corbin, 1992; Weiner and Doescher, 1991).
In both streams, the analyses brought up inconclusive and contradictory results and proved limited use in both research and practice by remaining what Peattie (2001) calls the green consumer mystery. This point is one of the legitimations of the proposition that consumer-driven green marketing studies are inadequate for strategic green marketing modeling or practice. 
Furthermore, it could be argued that cross-cultural studies would be more fruitful as it would reveal the variations in the demand and the different influences of consumer on green marketing in different countries or cultures. In fact, there have been many studies covering a range of countries but the cross cultural studies complicated the so-called mystery much further instead of bringing strategic insights because of their contradictory and conflicting results. In a synthesis study about the environmental attitudes of consumers in the United States versus other countries, Schultz (2002) found lower levels of environmental consciousness on the related issues in people of the USA compared to the other countries and attributed to the individualistic societal structure of USA compared to the collectivistic cultures.

In contrast, according to Leiserowitz et al. (2005), there is still a clear distinction in terms of intention to purchase green products between richer and poorer societies. According to their findings, 67 percent of respondents from high income countries claimed to have preferred green products, whereas respondents from the low-income countries scored nearly 30 percent. 
The focus on the green consumer segment is still there and there are many recent studies (e.g. Goswami, 2008) are trying to reveal certain characteristics of this segment in order to serve and satisfy them. There were several motives to lead researchers and practitioners to delve into the green consumers. First of all it was assumed that consumers are tolerant of a price premium for products with a lower impact on the environment (Eriksson, 2004). Not without empirical proof, even though it is limited to the sector, country and time of analysis, a positive relationship between consumer environmental consciousness and their willingness to-pay for environmentally certified products has been found (Vlosky et al. 1999). It also helps differentiating a company, thus increasing the perception of higher quality of products (DeCarlo and Barone, 2005).
Briefly, it is argued in this study that consumer-driven strategic marketing research for green marketing is not situated on safe grounds. There are numerous reasons for that. First, environmental consciousness only plays a role in product preference when other factors like quality, price, service etc. of a product are better than, or equal to, the competition (Pujari and Wright, 1996) when it is about a high-involvement product like clothing (Goswami, 2008). 
Second, mentions of environmental concern or consciousness are not necessarily related to such behaviors in the consumers’ daily lives (Hartmann and Ibanez, 2006). The realm of practice or behavior is not exactly in line with declared environmental concern and knowledge (Said et al., 2003). Peattie (2001) links the fact that the level of environmental concern being voiced not matched by an equal level of change in their purchasing behavior with the bias of “social over-reporting” of environmental concern among consumers.

Moreover, as mentioned before, the sum of the studies performed within this paradigm arrived at contradictory or inconclusive results. Even though no methodological or epistemological errors are present, the societies are like living organism and they are changing, too. Third reason, and probably the most important one in terms of its strategic implications is the fact that the focus on the green niche is not bringing the firm strategies anywhere anymore. As Peattie (2001) warns, a consumer-centric or consumer-driven green strategy leaves business at the point of purchase, undermining the fact that the benefits of a product do not come from owning it (apart from investment products and those which generate pride in ownership) but from using it. So within this stream, product use or disposal cycles are undermined and there are reasons to be afraid that such a perspective or model will not work in more sustainable economies where there is less ownership of consumer durables such as cars, tools and more renting and leasing (Belz, 1999). 
This limited view of greening limited to time of purchase also brings with it the myopia of satisfying the green niche. Calling this specific segment the eco-niche, Belz (1999) mainly proposes that the ecologisation of mass markets instead of niches is the main task of green marketing because getting markets more sustainable will necessitate further mainstreaming of environmental improvements. If the firm practices remain at this level, the contribution to sustainability is likely to be marginal. This would be the end-result of environmental improvements being concentrated in a green market segment, rather than being spread throughout the industry as a whole. Belz (1999) also questions the use of serving the green segment or the eco-niche at times when four fifth of the population have no discretionary income and thus concerned explicitly with their survival needs rather than being ready to pay for price premiums or extra expenditures with the aim of preferring environmental friendly or green products.

Porter and van der Linde (1999) also mention the incapacity of customers in capturing the total value of their actions or purchases because they are unaware that resource inefficiency means that they must pay for the cost of pollution or the illusion that discarding used products carries no cost penalty for them.

Having discussed the consumer side of the problem, it is concluded that the consumer-driven understanding of green marketing has the shortcomings of misguidance, relying on contradictory and changing data and market research and getting trapped in the time of purchase or worse, getting trapped in the attitudinal level. Having said that, the consumer and their environment related demands or preferences are not totally out of the bigger picture that our proposed model will be situated in. Rather, it specifically influences some short term tactical decisions and more importantly, evoking such a demand is one of the most important outcomes (not antecedent) of green marketing strategy.
Strategic Green Marketing
The breaking down of green marketing into levels is not brand new and it has been proved quite useful in terms of analyzing various normative or practical issues. Polonsky and Rosenberger (2001) identified three levels of greening in order to arrive at healthier prescriptions of what needs to be done as strategic actions. These three levels, namely the strategic, quasi – strategic and tactical greening levels, involve different activities for different actions. Whereas too much tactical greening in an area can cast shadow on other competencies of a company, in certain areas that a company doesn’t have the necessary resources and capabilities to go strategically green, a tactical move can prove beneficial such as an advertisement or a PR campaign. 
In a similar fashion, Belz (1999) proposes a new concept of eco-marketing comprised of  four different levels of action: transformative, normative, strategic and operative. Transformative eco-marketing carries the aim of developing ecological markets by changing the political and public set-up by transforming existing markets. This level is rather serving a reference and it is well beyond strategy because it does not analyze and account for the strategic environment or the organization of the time but rather ways of transforming it as a whole through public policies. 
The second level, namely the normative eco-marketing, is defined as the bridge between the macro level of transformative ecomarketing and the micro level of strategic and operative eco-marketing (Belz, 1999). At this level, the procedural criteria of transformative eco-marketing are provided, visions of an ecological society and lifestyles are developed and basic assumptions of marketing in general and eco-marketing in particular are criticized. For the scope of this paper, these two levels are currently irrelevant and his distinction of strategic versus operative eco-marketing is relevant.
In a similar vein, Walley and Whitehead (1994) agree that some issues related to the environment are much more strategic than some others within a company’s span of actions, due to their high level of impact on value either to put core elements of the business at risk or to fundamentally alter a company's cost structure. Operational issues on the other hand, have a level of impact on the value chain ranging from medium to high, but managers' scope for discretionary response is generally low.

Walley and Whitehead (1994) introduce another level called technical, where the degree of managerial discretion varies from high to low and carry relatively little value. But still, they are important to consider due to their potential of adverse effect on shareholder value when looked at the cumulative weight of thousands of these decisions.
To sum up, there are mainly two different levels in terms of their strategic importance. At the strategic level, the issues involve many parties (such as the government or a majority of the stakeholders), have higher impact on both the external environment and the organization itself, have more complex antecedents and outcomes within a model of green marketing and distributed to a longer time span.
Not necessarily inferior to the strategic level, at the tactical or functional level, there are decisions and issues that cover a shorter time span, necessitating mobilization of fewer resources, capabilities and parties and have relatively less impact.

A PROPOSED MODEL
Having made the propositions related to the necessary move away from consumer-driven green marketing towards context-driven green marketing and also having made the necessary separation of two levels of green marketing as strategic and tactical, the rest of the study deals with the motivators and outcomes of green marketing. Although it is not possible to cover all variables including consumers and firms, a proposed model coming from the literature on green marketing helps the relative influence of each of the variables and believed to be a better guide towards strategy formation within the realm of green marketing.
Compared to previously proposed models put forward by many authors in the area (for ex. Kassaye 2001, Prothero 1990, Vlosky et al. 1999) this model is designed specifically to propose a solution to the problem of green marketing myopia proposed by Ottman et al. (2006). Green marketing myopia is misjudging or emphasizing one of the two tenets of green marketing which are improved environmental quality and customer satisfaction (Ottman et al., 2006). First, the strategic green marketing is no more seen as a cost center but a source of cost efficiency, thus improved environmental quality no longer leads to price premiums. Second, customer satisfaction is no longer the stigmatized ultimate aim of green marketing due to the replacement of consumer demand in such a model.
Before the details of the relationships and constructs are explained briefly, it must be mentioned that together with this model, there is a significant change of a perspective towards environment and environmental issues that shifts them from being annoying costs or inevitable threats to be recognized as economic and competitive opportunities. This means a paradigm shift from the long legacy of consumer – driven environmental marketing towards a more market – driven strategy forming. Similar to the Market Based Environmentalism Paradigm of  Hartman and Stafford (1997), Porter and van der Linde (1995) mention that the new paradigm brings environmental improvement and competitiveness together because it is lately more than ever important to use resources productively and if developing countries are stuck with resource-wasting methods and forego environmental standards because they are too expensive, soon they will remain uncompetitive and relegating themselves to poverty (Porter and van der Linde, 1995).
Grundey and Zaharia (2008) agree with such a change in perspective and mention that the change in orientation from short to long-term is also inherent in all requisite structural changes (e.g. changes in corporate culture and communication and information systems). They further explain the need for perspective change by giving the example of simple waste reduction because simply waste represents costs to organizations, therefore waste reduction, reuse of materials and recyclability are actually cost savings activities rather than cost creating practices in the long-run (Grundey and Zaharia, 2008).
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Figure 1: A proposed model of green marketing 

Eco-Efficiency and Sustainability
In the model, the previously mentioned change in perspective is mostly apparent in the construct of eco-efficiency, an umbrella term for the environment friendly redesign of processes and resource efficiency that is borrowed from Belz (1999). Only over these processes can green marketing lead to positive outcomes of profitability, value and environmental improvement, which is one of the main propositions of this study.
The redesigned resource efficient processes is apparent in the notion that companies should be concerned with what happens to a product during and after its useful life (Grundey and Zaharia, 2008). This concern is best expressed through experimentation with ways to reassess and redesign the product life stages. Life cycle development and design includes energy and material inputs and outputs in production, consumption as well as disposal of products because the firm must evaluate environmental issues systemically, in conjunction with associated manufacturing, economic, regulatory, social, and political factors (Grundey and Zaharia, 2008).

The redesign process should also be reflecting the “loop” as opposed to the “linear supply chains” in which raw materials are extracted, then passed from suppliers onto manufacturers, whose goods pass through distribution channels to reach consumers, and are eventually disposed of as waste (Peattie 2001). In this new structure products and packaging materials are reused or recycled,  bringing significant changes to producer/consumer relationships and thus making this relation more dynamic by incorporating the time dimension into exchange (Peattie 2001).
Among these processes Peattie (2001) lists re-localization of many supply systems, a move away from global distribution chains, new information technology (such as computerized machine tools), “micro-factory” production and distribution systems. Thus, a long term vision of a more sustainable economy is not without high-tech, energy-efficient micro-factories.
A very important factor within the construct of eco-efficiency and redesigned resource efficient process is the notion of innovation. According to Porter and van der Linde (1995), innovations allow companies to use a range of inputs more productively through the whole process from raw materials to energy and labor and it plays a crucial role offsetting the costs of improving environmental impact. This enhanced resource productivity is the path to make companies more competitive, not less (Porter and van der Linde 1995) in conjunction with the new paradigm of efficient environmentalism as well.
The relation of innovation with processes is explained by Porter and van der Linde (1995) with the fact that customers bear additional costs when they use products that pollute or waste energy and lost resources. Single time usable materials which are later discarded make the customers pay - directly or indirectly - for product disposal. 
There are two more notions within the scope of eco-efficiency that mediate the relation of green marketing with positive outcomes. First one is selling the performance of products instead of selling the products themselves and the notion of circular economy in which the traditional value chain is turned into a value cycle (Belz, 1999). Very similar to functional orientation and consumption without ownership like renting and leasing, Belz (1999) proposes the sale of the performance of a certain product rather than its ownership rights in order to prolong the product life and to make sure that used products are returned to the manufacture. In this fashion, already a growing number of companies are designing their products for repair, re-manufacture, re-distribution and re-use. 

Motivators
Environmentally friendly processes are no longer necessities to satisfy consumers or seen as costs to offset in some other way, the remaining motivators are mostly economic, competitive or regulatory forces.

In their study to understand why firms are ecologically responsive, Bansal and Roth (2000) conclude that firms were motivated largely by competitiveness (the potential for ecological responsiveness to improve long-term profitability and enhanced market position), legitimation (the desire of a firm to improve the appropriateness of its actions in line with an established set of regulations, norms, values, or beliefs), ecological responsibility (the concern that a firm has for its social obligations and values), legislation (escalating penalties, fines, and legal costs) and stakeholders (customers, local communities, environmental interest groups, and even the natural environment itself).
These motivations have been further refined by literature in order to arrive at a simple and logical model in this study. For example Lawrence and Morell (1995), found very little impact of shareholders on corporate ecological responses. Ethical motivation of top management team members and company values are more short-sighted and related to tactical greening mostly (Andersson and Bateman, 1998; Buchholz, 1993, Lawrence and Morell, 1995; Winn, 1995).
The importance of regulations and laws are main motivators as well, probably with equal weight of competitive forces or efficiency motives. One explanation is  the impact of sanctions whereas Grundey and Zaharia (2008) emphasize the potential loss of competitive position. Peattie (2001) provides a few major reasons that regulation is still needed for green marketing. Shortly these are related to the potential benefits of eco-efficient processes as outcomes, first regulation to create pressure that motivates companies to innovate, overcoming organizational inertia, fostering creative thinking. Second, regulation is necessary to make firms handle the long time span of offsetting costs of environmental friendly investments which they will make if they are required. Third reason is to alert and educate companies about likely resource inefficiencies and potential areas for technological improvement.  Fourth, regulations can be used to create demand for environmental improvement until companies and customers are able to perceive and measure the resource inefficiencies. So briefly, according to Peattie (2001), regulation acts like a buffer for innovative companies until new technologies are proven and the effects of learning can reduce technological costs, meaning it strengthens the tie between green marketing, resource efficient processes and long term positive outcomes.
In the present model, it is shown that the efficient processes work backwards as well to foster consumer demand. Grundey and Zaharia (2008) mention the impact of an ecological approach on building consumer demand for green products (e.g., a litterless lunch box) and spending revenues to educate buyers (e.g., informational brochures). According to the same authors, for example eco-labeling is also a tactic to increase demand because they enable consumers to include environmental aspects as criteria in their purchasing decisions. This is reflected in the two-way interactions at the tactical level.
LIMITATIONS AND SHORTCOMINGS
Apart from the defenders of consumer-driven research on green marketing, the new paradigm and the model proposed is not without its criticisms. According to our study, green marketing practices are no more initiated by altruism, values or consumer demand at the strategic level but rather it is in line with shareholder expectations and profitability concerns in the long run. Within the framework of sustainability, it is creating a win-win situation for the environment and society as well as the businesses. 

This win-win view is criticized by Walley and Whitehead (1994) as remaining at the rhetorical level because green marketing represents enormous environmental expenditures that will never generate a positive financial return. Their recommendation to solve the problem is to focus on the trade-off zone, where environmental benefit is weighed judiciously against value destruction, which is a representation of the previous paradigm and understanding that environmental compatibility and profitability are incompatible.
Methodologically, the proposed model in this study is lacking elaborative arguments on each relation it signifies and it is much open to criticism and development rather than validation.
CONCLUSION
Overall, in this study the green marketing concept has been defined and analyzed in an evolutionary manner. Highlighting the key characteristics of the different periods reflecting different perspectives of the relationship between business and environment, it has been restated that the sustainability concerns are affecting the concept of green marketing more than ever. Within the sustainability framework, previous approach to green marketing motivators, which is consumer-centric to an extensive degree, is no longer useful. Thus, this problem has been tried to be remedied by showing that demand is a changing variable and it influences green marketing at the tactical level due to its short term nature. In addition to that, a brief synthesis of motivators found to be influencing green marketing has been presented and special emphasis has been put on the concept of environmental friendly and efficient processes that transforms green marketing into financially desirable outcomes like profitability.
IMPLICATIONS OF THE STUDY

First, this study attempts to provide some managerial implications in the area of strategic green marketing. The provided model acts like a guide for firms that are taking or planning to take greening actions in both strategic and tactical levels. The redesigned structure of green marketing enables businesses to use consumer demand data for the right decisions and not to be so myopic and short sighted to act upon it solely. Rather, the model incorporates the legislative framework, plus competitive forces in the industry as motivators of green marketing actions within a sustainability framework.

Academically, this paper proposes a necessary shift from consumer-driven green marketing which is susceptible to errors, contradictory results and misguidance; towards market-driven green marketing which makes more sense in terms of economic environment and the sustainability framework. 

The study is also expected to have macro-level, societal implications. Sustainable practices are not only altruistic but also they remind that corporate actions all have macro level outcomes and concern the public. The perspective change reflected in this paper is that environmental practices combined with innovativeness can be efficient and leading to financially better results than damaging ones and expected to bring with it a significant environmental improvement in the long run. Especially some industries that have more direct relations with the environment like automotives and chemicals, such a change in the mindset leads to exponential benefits for the public and planet as a whole.

REFERENCES
	


	


Andersson, L. M., & Bateman, T. S. (1998). Championing natural environmental issues in business organizations. Working Paper, Saint Joseph's University, Philadelphia.
	

	


Bansal, P., & Roth, K. (2000), Why companies go green: a model of ecological responsiveness, Academy Of Management Journal, 43(4), 717-736.

Belz, F. M. (1999), Eco-marketing 2005: Performance sales instead of product sales. In Greener marketing (2nd Ed.), Charter, M. And Polonsky, M. J. (Eds.) Greenleaf, Sheffield

Berger, I.E., & Corbin, R.M. (1992). Perceived consumer effectiveness and faith in others as moderators of environmentally responsible behaviors. Journal of Public Policy and Marketing, 11(2), 79-88.
Buchholz, R. A. (1993). Principles of environmental management: the greening of business. Englewood Cliffs, NJ: Prentice-Hall.
Charter, M., & Polonsky, M. (1999). Greener marketing: a global perspective on greening marketing practice. Sheffield: Greenleaf.

Coddington, W. (1993). Environmental marketing: positive strategies for reaching the green consumer. London: Mcgraw-Hill.

Decarlo, T.E., & Barone, M.J. (2005). Company environmental and societal positions as sources of competitive advantage: implications for sustainable agriculture producers. Leopold Center Progress Report, 14, 45–46.

Eriksson, C. (2004). Can green consumerism replace environmental regulation? A differentiated-products example, Resource and Energy Economics, 26, 281-293.

Fuller, D.A. (1999). Sustainable marketing: managerial-ecological issues, Thousand Oaks. CA: Sage Publications.

Goswami, P. (2008). Is the urban Indian consumer ready for clothing with eco-labels? International Journal of Consumer Studies, 32, 438–446.

Grundey, D., & Zaharia, R. M. (2008).  Sustainable incentives in marketing and strategic greening. Baltic Journal on Sustainability, 14(2), 130–143

Hartmann, P., & Ibáñez, V. A. (2006). Green value added. Marketing Intelligence and Planning, 24(7),  673-680. 

Hartman, C. L., & Stafford, E. R. (1997). Green alliances: building new business with environmental groups. Long Range Planning, 30(2), 184-196.

Henion, K. E., & Kinnear, T. C. (1976). Ecological marketing. Columbus, Ohio: American Marketing Association.

Hine, D.W., & Gifford, R. (1991). Fear appeals, individual differences, and environmental concern, The Journal of Environmental Education, 23(1), 36-41.

Jänicke, M., & Jörgens, H. (2000). Strategic environmental planning and uncertainty: a cross-national comparison of green plans in industrialised countries, Policy Studies Journal 28(3), 612–632.

Kassaye, W.W., (2001). Green dilemma. Marketing Intelligence and Planning, 19, 444-455.

Kilbourne, W.E., & Beckmann, S.C. (1998). Review and critical assessment of research on marketing and the environment. Journal of Marketing Management, 14(6), 513–532

Lawrence, A. T., & Morell, D. (1995). Leading-edge environmental management: motivation, opportunity, resources, and processes. In D. Collins And M. Starik (Eds.), Research in corporate social performance and policy, 99-126. Greenwich, CT: JAI Press.
Leiserowitz, A., Kates, R,. & Parris, T. (2005). Do global attitudes and behaviors support sustainable development? Environment, 47(9), 22-38

Ottman, J. A. (1998). Green marketing: opportunity for innovation. (2nd Ed.), Chicago, IL: NTC Business Books.

Ottman, J. A., Stafford, E. R., & Hartman, C. L. (2006). Avoiding green marketing myopia. Environment 48(5), 22-36

Peattie, K. (1992). Green marketing, The Mande Handbook Series. London, UK: Pitman Publishing.

Peattie, K. (1995). Environmental marketing management: meeting the green challenge. London: Pitman Publishing Company.

Peattie, K. (2001). Towards sustainability: the third age of green marketing. The Marketing Review, 2, 129-146.

Pierre, M., & Prothero, A. (1997). Green management: a reader. London: The Dryden Press.
Polonsky, M. J., & Rosenberger, P. J., (2001). Reevaluating green marketing: a strategic approach, Business Horizons, (Sep-Oct) 21-30. 
Porter, M.E., & Van Der Linde, C. (1995). Green and competitive: ending the stalemate, Harvard Business Review, 73(5), 120-134.
Prothero, A. (1990). Green consumerism and the societal marketing concept: marketing strategies for the 1990s. Journal of Marketing Management, 6(2), 87-103.

Pujari, D., & Wright, G. (1996). Developing environmentally conscious product strategies: a qualitative study of selected companies in Germany and Britain. Marketing Intelligence and Planning, 14, 19–28.

Rao, A. R. (2010). Concept Notes For The  Sustainability Summit 2010.

Roberts, J.A. (1995). Profiling levels of socially responsible consumer behavior: a cluster analytic approach and its implications for marketing, Journal of Marketing Theory and Practice, 97-117.

Roberts, J.A., & Bacon, D.R. (1997). Exploring the subtle relationships between environmental concern and ecologically conscious consumer behavior, Journal of Business Research, 40(1), 79-89.

Roper Organization (1990). The environment: public attitudes and individual behavior, Commissioned By S.C. Johnson And Son, Inc

Said, A.M., Ahmadun, F.R., Paim, L.H., & Masud, J. (2003). Environmental concerns, knowledge and practices gap among Malaysian teachers.” International Journal of Sustainability in Higher Education, 4, 305–313.
Samdahl, D.M., & Robertson, R. (1989). Social determinants of environmental concern: specification and test of the model. Environment and Behavior, 21(1), 57-81.

Schultz, P.W. (2002). Environmental attitudes and behaviors across cultures. Online Readings in Psychology and Culture (Unit 8, Chapter 4). International Association For Cross-Cultural Psychology. 

Straughan, R.D., &, Roberts, J.A. (1999). Environmental segmentation alternatives: a look at green consumer behavior in the new millennium. The Journal of Consumer Marketing. 16(6), 558-575
Tantawi, P., O'Shaughnessy, N., Gad, K., & Ragheb, M.A.S. (2009). Green consciousness of consumers in a developing country: a study of Egyptian consumers. Contemporary Management Research, 5(1), 29-50.

Vlosky, R.P., Ozanne, L.K., & Fontenot, R.J. (1999). A conceptual model of US consumer willingness-to-pay for environmentally certified wood products. Journal of Consumer Marketing, 16, 122–140.

Walley, N., & Whitehead, B. (1994). It’s not easy being green. Harvard Business Review, 72(3), 46-52.
Weiner, J.L., & Doescher, T.A. (1991). A framework for promoting cooperation, Journal of Marketing, 55, 38-47.

Winn, M. (1995). Corporate leadership and policies for the natural environment. In D. Collins And M. Starik (Eds.), Research in corporate social performance and policy, Supplement 1, 127-161. Greenwich, CT: JAI Press.
Zimmer, M.R., Stafford, T.F., & Stafford, M.R. (1994). Green issues: dimensions of environmental concern, Journal of Business Research, 30(1), 63-67.







































1
June 27-28, 2011

Cambridge, UK

