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CHAPTER 1

Marketing in the
Twenty-First Century

After Studying this Chapter You Should be Able to:

1. Understand why the legacies of the twentieth century have created challenges for society and the
discipline of marketing for the twenty-first century.

2. Explain the basic concept and key principles of sustainable development.
3. Analyse why modern mainstream marketing as it has evolved is being challenged by emerging

concerns about sustainability.

LOOKING AHEAD: PREVIEWING THE CONCEPTS

This chapter explores the historical context of sustainability marketing through a short history
of both the world and of marketing. The evolution of society and economic activity, particularly
during the twentieth century, has created social and environmental consequences that threaten
the planet’s environmental systems and the future well-being and prosperity of society.
Sustainable development is an alternative approach to human progress that seeks to balance
economic prosperity with social justice and the protection of environmental quality. The
chapter charts the evolution of marketing and how it seeks to take account of social and
environmental issues.
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SUSTAINABILITYMARKETING STORY
FAIR TRADE: ATASTE OF THE SUSTAINABLE GOOD LIFE

Fairly traded products have been one of the great recent success stories of both sustainability and
marketing. Between the turn of the new millennium and 2007 global sales of Fair Trade products,
which are purchased at a ‘fair ’minimum price from producers in poorer countries, rocketed tenfold
from under D220 million ($289 million) to over D2.3 billion ($2.9 billion).

At the beginning of the 1980s few would have predicted such a successful future for Fair Trade.
Before that time fairly traded products enthused relatively few consumers, and were not supported
by much marketing. The products – sold in churches, by mail order or in ‘World Shops’ – were
mostly handicrafts, which had little functional value for purchasers (other than as a ‘badge’ to show
that they had contributed to a worthy cause), and coffee from countries that were politically
excluded from mainstream markets (like Nicaragua and Angola), which required a strong stomach
as well as strong ethical values from its consumers.

The term Fair Trade was coined by Michael Barratt Brown at a 1985 Trade and Technology
Conference, giving the movement greater coherence and more of a ‘brand’. Fair Trade organizations
moved away from handicrafts to focus on agricultural commodities and the difference that fair
prices could make to the producer communities. In 1988 the first certified Fair Trade label, Max
Havelaar, was launched in the Netherlands as international labelling standards were set out. Such
labels gave consumers greater confidence, allowing Fair Trade products to escape from their market
niche to compete on the shelves of mainstream supermarkets. The range of products involved
extended from coffee and tea to commodities such as sugar, dried fruit, cocoa, chocolate, rice and
spices and even included services with the evolution of Fair Trade tourism.

The success of Fair Trade companies over the last two decades has partly been driven by the
increasing sophistication of their marketing, which, instead of appealing just to consumers’ ethical
values, sought to compete against their mainstream competitors in terms of product quality, pricing
and packaging. One example is Divine Chocolate (formerly the Day Chocolate Company), a Fair
Trade venture established in 1997 by the Kuapa Kokoo cooperative involving 45 000 farmers from
Ghana, with the help of Fair Trade NGO Twin Trading, Body Shop and the charities Christian Aid
and Comic Relief. Divine is 45% owned by the cocoa farmers themselves. In 1998 the product
became the first farmer-owned Fair Trade chocolate to hit the shelves of UK supermarkets. As the
name implies, theDivine brand is based around high-quality chocolate in luxurious packaging that is
decorated with traditional Adinkra symbols, which are both aesthetically appealing and symbolize a
range of positive values. In itsfirst two years it wonGoodHousekeeping’s Favourite Fairtrade Product
award, a best buy award from Ethical Consumermagazine and was voted a Cool Brand for 2009/10.

The brand is backed by a website which tells the ‘bean to bar ’ story of the products and provides a
wealth of detail for consumers and other stakeholders about the social, environmental and
economic credentials of Divine as a product and a company. More radically, in 2005 Divine
launched an advertising campaign which portrayed the women cocoa farmers from the business not
as poor individuals relying on the help and patronage of customers from rich countries but as the
independent and resourceful individuals behind a quality product. The success of their product and
their innovativemarketing communications helped to redefine notions about what Fair Trade could
achieve.
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The success of a venture like Divine illustrates many of the key facets of sustainability marketing. It
helps to promote social justice, economic growth in poorer countries and environmental protection,
not through technologies, laws or government policies but through markets and marketing and by
creating something that appeals to consumers. The appeal of Divinewas not all about the company’s
sustainability credentials and Fair Trade label; it was about a product that tasted good, was artfully
packaged and conveniently available. Finally, it shows the importance of marketing in forging
relationships. In Divine’s case, it helps to build a relationship between the final consumer and the
people and communities in other countries behind the products they buy. So that even a product
associated with being a little wicked can still make the consumer feel divinely virtuous.1

A Very Short History of the World

The world we know is made up of two types of system. There are the natural environmental systems on
which all life on Earth depends and which have evolved over the 4.5-billion-year history of the planet.
These include systems that underpin the formation of rocks and soils, distribute water and govern our
weather, and the ecosystems that integrate the resources and species that coexist on the planet in ways
that sustain life. There are also systems created by humans, one of the planet’s more recently evolved
species that has existed for around 200 000 years. The past 10 000 years have witnessed the emergence of
new systems created by humans, such as agriculture, politics, economics, education, culture and
technology.

As humankind has evolved, so its relationship with the planet has changed. As hunter-gatherers, humans
as a species initially formed an integral part of many ecosystems and depended directly on them for the
provision of food, water, shelter and medicines. The evolution of agriculture between 8500 and 7000 BC

allowed humans to shape their environment by harnessing other species and deliberately altering and
directing ecosystems in order to meet their needs. The food surpluses provided by agriculture allowed for
the development of permanent settlements and more specialized skills and roles among people. As
civilization emerged with innovations such as cities and writing, humankind began to search for,
accumulate and communicate knowledge about our world and how it worked. During the eighteenth
century, the scientific knowledge of the Enlightenment, when combined with the emerging technologies
of the Industrial Revolution, allowed humans to begin to alter and control their environment to an
unprecedented extent. As individuals, during the last two centuries our direct dependence on, and
experience of, the natural environment has declined compared to that of our ancestors. Collectively,
however, we have developed the power to transform that environment in ways our ancestors could never
have imagined. Where the rhythms and limits of natural systems and seasons once dictated human
behaviour and how society was organized, now science and technology are able to change those rhythms
and limits, either purposely or unintentionally.

The mix of forces that has determined the evolution of social systems around the world, and determined
the relationship between humankind and the planet, has changed over time. For many centuries politics
and technology have been important drivers of change, particularly when combined in warfare. In recent
centuries economics has also been important, particularly when combined with evolving technologies
through business and commerce. Ideas and beliefs relating to religion, democracy, ethics and personal
responsibility have also all been important, along with those individuals who have articulated and
championed them.
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During the twentieth century a new driver of change emerged that has in many ways integrated,
subsumed, harnessed or in some cases replaced those that came before it. That new driver of change
is called marketing. Viewing marketing as a force that can shape the world may seem like nothing more
than self-aggrandizement on the part of marketers. However, in the liberal consumer democracies that
make up the majority of the world’s richest societies, we are familiar with the idea that the products we
consume are marketed to us. Less obviously, marketing processes also determine the political leaders we
are invited to choose between and the policies that they seek to pursue. Marketing increasingly helps to
determine where we invest our savings, where we go to learn, which countries we visit on vacation, which
charitable causes we support, what information we are exposed to through themedia andwhether we take
proper care of our own health or support a range of social initiatives.

The Twentieth Century: The Century that Transformed
the World

The scale and scope of change on planet earth that occurred during the twentieth century in many fields
eclipsed the changes of the previous thousand years. The human population was estimated to have passed
the one billion mark during the 1830s, and it took another hundred years to double to reach two billion.
During the twentieth century it tripled, to exceed six billion by 2000.2 This population growth was driven
partly by improvements in medical science that raised average global life expectancy and partly by the
‘green revolution’ in agriculture that expanded global food production. The twentieth century was also the
era of world wars, of flight, of space exploration, of mass tourism, of computerized information
technology, of cheap and plentiful oil and of the ‘great car economy ’. It was the era that saw the end
of colonial empires and the growth of a more globalized popular culture and the concept of the global
village. Yet perhaps the greatest change was the unprecedented expansion in our material wealth. The
twentieth century witnessed the democratization of consumption and the rise of the mass market, and it
saw marketing emerging as a force that could both shape and change the world.

The paradigm or mindset that dominated during the twentieth century was based on several key ideas.
One was that economic growth was a prerequisite to improving the quality of life for humankind and
was necessary to generate the wealth through which challenges like poverty or the need for environ-
mental protection could be addressed. A second was a belief that the physical problems linked to the
use of resources and the generation of waste and pollution caused by a rapidly expanding global
population and economy could be solved through the application of science and technology (some-
times referred to as the Promethean view3). By the end of the century humankind had developed the
ability to manipulate genes, to harness nuclear power for constructive or destructive purposes and to
embark on engineering projects from the nano to the interplanetary scale. In her book Science as
Salvation,4 Mary Midgley suggests that faith in science to solve our problems has largely replaced the
faith in divine intervention that had been widespread in Western society in previous centuries. A third
key idea was a belief that markets were not only the most effective way to allocate scarce resources but
also the most effective way to deal with the provision of many social services and benefits that had
previously been provided through the state, and to tackle many of the social (and some of the
environmental) consequences created by economic and population growth. The collapse of
the communist economies of eastern Europe, the failures of many state-owned enterprises and the
perceived failure of many government service providers to meet the needs of their ‘customers’ led to a
much greater emphasis on the role of private enterprise and markets to meet society ’s needs. As more
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and more of our society became governed by markets, particularly during the last decades of the
century, so more aspects of it became influenced by marketing.

There was considerable evidence to judge as a success the approach to managing humankind’s develop-
ment that was founded on the pursuit of economic growth, particularly through the application of
technology and markets. Simply, during the last 30 years of the century, life expectancy in many
developing countries rose by up to 20%, infant mortality halved, food-production rates managed to
rise ahead of population increases and incomes and literacy rates improved. On the basis that, at its end,
more people than ever before were living a relatively comfortable, safe and free life, the twentieth-century
project could be judged a clear success. In spite of this, critics of existing political and business approaches
highlighted the fact that many social problems remained stubbornly intractable, some had worsened and
new social and environmental challenges were emerging.

Challenges for the Twenty-First Century

In 2000, the beginning of a new century, and indeed a new millennium, provided an opportunity for
reflection about the state of the world and the future prospects for humankind. The United Nations’
projects to establish the Millennium Development Goals5 and conduct a Millennium Ecosytem
Assessment6 were symptomatic of that moment of reappraisal. The rapid population increase, techno-
logical changes and unprecedented economic growth of the twentieth century all combined to pose a
number of challenges for the new century, including the following:

� Population. In 2000, the United Nations estimated that the world’s population had recently passed the
six billion mark, representing a doubling since 1960.

� Poverty. The unprecedented scale of economic growth during the twentieth century may logically be
assumed to have had a major impact in terms of reducing poverty. However, with almost three billion
people living on less than $2 (D1.5) per day, and up to 30 000 child deaths daily being directly
attributable to poverty,7 it appears to be a challenge that has endured. Over a billion people entered the
new millennium unable to read or to sign their own name.8 As former UN Secretary-General Kofi
Annan said in a speech for the International Day for the Eradication of Poverty in 2000, ‘Almost half
the world’s population lives on less than two dollars a day, yet even this statistic fails to capture the
humiliation, powerlessness and brutal hardship that is the daily lot of the world’s poor.’

� Health.Health remains one of the primary determinants of quality of life, and although improvements
in health technologies and public health practices raised life expectancies in most countries during the
twentieth century, a number of health issues continued to threaten or impair the quality of lives
worldwide. Curable diseases still account for large numbers of deaths, including tuberculosis (an
estimated 3.5 million deaths in 2000) and malaria (an estimated 1 million deaths).9 In comparatively
rich nations, emerging health challenges tend to be linked more to lifestyle than disease, particularly
concerns about rises in both obesity rates and mental health disorders. The 2000 Report Obesity:
Preventing and managing the global epidemic from the WHO concluded that in an increasing number
of countries obesity was replacingmore traditional factors like infectious diseases as the prime cause of
ill-health.10

� Urbanization. Population migration into, and growth within, cities was a key trend during the
twentieth century, and by 2000 almost half of the world’s population were urban dwellers. By 2000 the
number of so-called megacities containing more than 10 million inhabitants had reached 16,
including Tokyo, New York, Mexico City, Buenos Aires, Mumbai, S~ao Paulo and Karachi. Based

M A R K E T I N G I N T H E T W E N T Y - F I R S T C E N T U R Y 7



C013GXML 07/19/2012 10:27:40 Page 8

on trends in births and migration, the United Nations predicts that two billion people will be living in
slums by 2030,11 with profound implications for future challenges linked to health and poverty.

� Resource depletion.During the twentieth century more aluminium, copper, iron and steel, phosphate
rock, sulphur, coal, oil, natural gas and even sand and gravel were consumed than in all previous
centuries combined. Concerns about resource depletion have been central to the environmentalist
agenda since the Limits to Growth report of the Club of Rome in 1972 alerted people to the risk of
‘overshoot’ if population and economic growth trends continued.12 By the millennium the world was
both producing and consuming nearly all mineral commodities at a record rate.13

� Ecosystem damage. In 2000 the United Nations established the Millennium Ecosystem Assess-
ment,14 a four-year research project to assess the health of the natural environment, the impact of
human development on natural systems and their ability to support life and provide ‘ecosystem
services’. These services include providing food, water, fuel and materials such as wood and fibres for
shelter, clothing and other products. Ecosystems also provide benefits by regulating climate and
temperature, preventing flooding and diseases and managing water quality and wastes. They also
contribute to our well-being through recreational, health and spiritual benefits. The results of the
project showed that 60% of world ecosystem services have been degraded and species extinctions are
running at between 100 and 1000 times the ‘natural’ background rate. For example, during the last
20 years of the twentieth century, about 35% of mangroves were lost, removing the protection they
provide for coastlines from damage by hurricanes. The overall conclusions of the assessment were that
unparalleled economic growth during the second half of the century had ‘resulted in a substantial and
largely irreversible loss in the diversity of life on Earth’ and that ‘gains in human well-being and
economic development have been achieved at growing costs in the form of the degradation of many
ecosystem services . . . and the exacerbation of poverty for some groups of people. These problems,
unless addressed, will substantially diminish the benefits that future generations obtain from
ecosystems.’15

� Eroding cultural diversity. Towards the end of the twentieth century there was growing concern at the
impact that the globalizing economy was having on cultural diversity. One aspect of this related to the
globalization of consumer culture and the media, and the tendency to create a homogenized culture of
global brands, icons, values and cultural phenomena. Another aspect was the plight of ethnic
minorities and the lifestyles of indigenous peoples in many parts of the world, and the destructive
impact on them of mineral resource exploitation, tourism and the spread of standardized agricultural
technologies.16 In 1995 the United Nations established an International Decade of the World’s
Indigenous People, but protecting the diversity of human culture has generally received less attention
and been the subject of less coherent government policies worldwide than protecting ecological
diversity.

� Food. Despite progress in agricultural productivity, at the millennium around 800 million people in
developing counties were still chronically undernourished.17 The expansion of agricultural production
during the previous century largely relied on the use of artificial fertilizers based on oil. Increasing oil
prices, competition for agricultural land for uses such as biofuels, extreme weather and growing
demand from countries such as China and India all combined to push up global food prices.

� Water. By the millennium the distribution and quality of water resources were an increasing cause of
concern for quality of life and development in many parts of the World. Professor Obasi, Secretary-
General of the World Meteorological Society, used a speech for World Day for Water 2000 to highlight
the need for concern about and responsibility towards water in the new century because it would
increasingly be scarce, under threat from pollution and associated with more frequent and severe
periods of droughts and floods.18 The 2000 WHO Global Water Supply and Sanitation Assessment
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Report found that 1.1 billion people lacked access to clean water sources, and around 2.4 billion had no
access to any form of improved sanitation services.19 This resulted in 2.2 million people (mostly
children) in developing countries dying each year from diseases linked to a lack of safe drinking water
and inadequate sanitation.

� Climate change.One consequence of the economic growth of the twentieth century and the burning of
fossil fuels to provide much of the energy that drove our economies was the release of carbon dioxide
(CO2) into the atmosphere. During the twentieth century, concern grew about the role of CO2 as a
‘greenhouse gas’ that traps the incoming energy from the sun (combined with other greenhouse gases
such as methane released by both natural processes and human activity) and its potential to raise
average global temperatures in ways that will increasingly disrupt global climatic systems, resulting in
potentially disastrous changes. During the last decade of the twentieth century, climate change evolved
rapidly from a scientific theory about the future to become a primary current concern of environ-
mentalists, politicians, economists and business leaders. In 2007 the Intergovernmental Panel on
Climate Change (IPCC) produced its fourth report. Both reports concluded that a strong scientific
consensus was emerging about climate change and the role of human activity in driving it, and the
range of potentially negative consequences it could have on the environment, society and human well-
being. Although climate change is only one of many sources of environmental concern, by 2000 it was
emerging as the predominant one.

Climate change has become an issue that has woven together many of the other challenges facing
humankind as either a cause or an effect. Changes in our climate will have a profound impact on the
distribution and availability of water supplies and on the viability of food-production systems, and are
likely to exacerbate the loss of species who cannot adapt and to further damage fragile ecosystems. Many
of the most severe impacts of climate change will be experienced by those in poorer countries, and this is
likely to increase their vulnerability to health problems. Health may also be affected in the richer
countries in the northern hemisphere as warming temperatures lead to changes in the pattern and
prevalence of disease. Sir Nicholas Stern’s influential 2006 report on climate change20 examines the
challenge not simply as a looming environmental and humanitarian crisis but in economic terms. He
concludes that: ‘there is still time to avoid the worst impacts of climate change, if we take strong action
now’, referring to a need to invest 1% of global GDP per annum to avoid experiencing the most severe
effects of climate change that could forcibly shrink the global economy by up to 20%.21 The Stern Report
portrayed climate change as likely to provoke the greatest and widest-ranging market failure ever seen
unless we act both to prevent it from worsening and to adapt to those changes that cannot be prevented.

Some of the responses to climate change also illustrate the limitations of an overreliance on new
technologies or market mechanisms to provide solutions to such challenges. Faced with mounting
evidence about the potentially disastrous effects of climate change, there has been a rush to develop
alternative technologies that allow for existing lifestyles and patterns of consumption and development to
remain relatively unchanged while changing the technologies of products and production to reduce their
impact on the climate. A key example is the move towards biofuel-driven cars with the expectation that,
since plants absorb carbon as they grow, this will offset the carbon released when the fuel is burnt, creating
a carbon-neutral fuel. This idea led to the enthusiastic promotion of corn-based ethanol, particularly in
the United States, where the Renewable Fuel Standard law required the country’s refineries to blend nine
billion gallons of biofuels into the national fuel supply during 2008. The rush to biofuels has been partly
responsible for the rise in food prices, which led to riots on the streets of cities inMexico and other poorer
countries. The environmental benefits of biofuels have also been questioned through studies showing that
the oil used to grow and process the corn and therefore ‘embedded’ in the ethanol makes it a contributor
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rather than a solution to climate change.22 It also takes around 1700 litres of water to create one litre of
ethanol. The biofuel story demonstrates thatmeeting the challenges of the twenty-first century will not be
achieved through the development of individual technologies or particular types of market that address
specific problems. Instead, we need an approach to our thinking that integrates the economic viability of
particular technologies and systems of production and consumption with a consideration of their social
significance and environmental impact in a far more holistic way.

Sustainable Development

Concerns about the environmental and social impacts of economic activity have been expressed by
philosophers and politicians in a tradition that can be traced back over the centuries at least as far as
Ancient Babylon. In the second half of the twentieth century, as the scale of the social and environmental
impacts of economic activities and particular consumption and production systems becamemore obvious
and intense, there were fresh articulations of this concern. In addition to the concerns about global
resource depletion and the threats from waste overwhelming environmental systems explored in The
Limits to Growth report, Rachel Carson’s book Silent Spring23 warned of the toxic effects of industrial
chemicals in the environment and their impacts on human health and provided a touchstone for the
modern environmentalist movement; Paul Ehrlich’s The Population Bomb24 calculated the socio-
environmental impacts of exponential population growth and the potential conflicts between ever-
growing human demands and finite natural resources; E. F. Schumacher ’s Small is Beautiful25 challenged
the growth-based assumptions that underpin our political and business systems, and the use of economic
measures of our progress; Fritjof Capra’s The Turning Point26 argued for the need for a holistic and
systems-based approach to human development and for a fundamental paradigm shift in our thinking.
Each of these contributions shared a common theme that the current path of human development could
not be sustained and that change was needed, but what was lacking was a unifying set of principles to
pursue as an alternative. In particular what was needed was a set of principles that businesses,
governments, investors and consumers, who had a stake in the existing order, could conceivably endorse
alongside the critics of that order.

During the last twenty years of the twentieth century, ‘sustainable development’ emerged as a potential
pathway towards ‘sustainability’ as a state of the world and society within it. In 1987 the United Nations’
World Commission on Environment and Development (often referred to as the Brundtland Commission
as it was chaired by the Norwegian prime minister, Dr Gro Harlem Brundtland) published the influential
report Our Common Future.27 This report provided the enduringly memorable encapsulation of
sustainable development as ‘meeting the needs of the present without compromising the ability of
future generations to meet their needs’. The report recognized the interdependencies between the natural
environment, human social welfare and economic activity, and the need to establish and maintain a
dynamic balance between these three elements. The key principles of sustainability are either explicitly
expressed in the Brundtland definition or implied by it:

� Needs. The Commission’s focus on needs shows both a concern for social justice and an
anthropocentric, rather than biocentric, viewpoint. Anthropocentrism, or human-centredness,
frames the maintenance of a healthy and sustainable environment as necessary for human well-
being. It places humans and their needs above the interests of other living creatures on earth. In
contrast, biocentrism is commonly defined as the belief that all forms of life are equally valuable and
that human beings should not be pre-eminent. Anthropocentrism has been identified by some
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environmentalists as a root cause of the ecological crisis, human overpopulation, and the extinction
of many nonhuman species.28

� Equity. The Commission called for development with a fairer distribution of the costs and benefits of
economic development among different countries, regions, races and age groups and between the
sexes. The economic growth of the twentieth century failed to close the gap between the richest and
poorest nations. According to United Nations Development Programme figures, by the turn of the
century the richest 20% of the global population within the industrialized nations were consuming
86% of global resources, while the poorest 20% of the global population shared a mere 14% of the
planet’s resources. Over 80% of people live in countries where income differentials are widening rather
than reducing.29

� Intergenerationality. The Commission takes a long-term perspective by seeking a balance between
present needs and those of future generations. This principle of futurity ensures that the needs of
existing people are balanced against our ability to meet the needs of future generations of citizens,
consumers, investors and workers.

� Global environmentalism. The final principle recognizes that the environment is a holistic, dynamic
and vulnerable physical system with a finite ability to provide our production and consumption
systems with resources and to absorb waste and pollution without impairing the quality of the
environment and the services that it provides. Over half of the global poor rely directly on ‘ecosystem
services’ for their survival, and the majority of their consumption and production activity exists
outside the framework of the monetary economy and is therefore largely invisible from the perspective
of conventional economic development.

Unlike much of the ecological concern voiced during the 1970s, sustainable development is not based on
a ‘zero growth’ agenda but on ensuring that economic growth will not ultimately become self-defeating
because its consequences lead to environmental or social crises. As such, sustainable development
provided a concept that businesses, politicians and pressure groups could all endorse, and an ideological
space within which constructive dialogue could take place. The broad definition and basic principles of
sustainability provided by the Brundtland Report allowed for myriad different interpretations of sustain-
able development to emerge. By 1992 around 70 different definitions of sustainable development had
been noted30 and over the following decade the proliferation of definitions and the frequent hijacking of
the term continued.31 The many different suggested approaches to sustainable development were often
roughly split between ‘hard’ sustainability (which focused on the preservation of environmental quality by
protecting the environment from economic activity) and ‘soft’ sustainability (which focused on ensuring
that economic development could be maintained by keeping it within environmental and social limits).

During the 1990s, the Brundtland Report gained widespread political and business support for the
principle that the scale and nature of the human economy should not exceed what the planet could
physically sustain. It also raised the questions of what the limits of the planet might be, and how and
when human activity might go beyond what the planet could sustain. These questions have been at least
partly answered by the science of eco-footprinting, which seeks to calculate the level of resources we
consume (as individuals, organizations, cities, regions and nations, or as humanity as a whole) and
compares this with the resources nature can provide and sustain in terms of land, water, energy and other
resources. The first global eco-footprint for humanity was published by WWF in 1998. This showed that
around the time of the Brundtland Report’s publication in 1987, humankind began to exceed the physical
capacity of the planet to support our numbers, activities and lifestyles indefinitely.32 To use a financial
analogy, at this point we stopped living off the ‘income’ provided by natural systems and began instead to
use up ‘natural capital’ and therefore to reduce the productive capacity of natural systems. By the turn of
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the twenty-first century humankind’s eco-footprint was exceeding the earth’s sustainable productive
biocapacity by some 20% (Figure 1.1). Despite the widespread agreement about the need to change the
nature of economic development, the existing dominant social paradigm and the trajectory of social,
economic and technological development have proved remarkably resistant to significant change.

The debate about what might represent sustainable development, and how it might be achieved, has
continued for more than 20 years. It is fundamentally an inclusive concept, that considers human
development and progress in terms that encompass business and economics; production and consump-
tion; prosperity; environmental protection; well-being and health; justice (both social and environ-
mental); inclusiveness and governance. It is ultimately a quality-of-life agenda for human development.
Hopwood et al. suggest that simply dividing up sustainability approaches into hard and soft disguise the
many variations that existed among them in terms of emphasis and intensity.33 They create a ‘map’ of
sustainability approaches according to the extent to which they offered alternatives to our existing
patterns of development, government and business that weremore environmentally oriented or sought to
deliver greater social equality (or both). They suggest that, whatever the balance between social and
environmental issues, the different approaches to sustainability all belonged in one of three groups:

� Status quo oriented. The first group consists of relatively ‘soft’ approaches primarily oriented towards
maintaining our current lifestyle and ensuring that it is not disrupted by environmental catastrophes
or social crises. The efforts of democratically elected governments or organizations such as the World
Bank or Organization for Economic Cooperation and Development (OECD) are geared towards
preserving patterns of economic activity and not changing them. The state-funded bailouts of car
companies announced during the credit crunch of 2008 were also used by some governments to
promote the adoption of cleaner car technologies. However, the agenda was more a desire to retain an
economically viable car industry than to promote a more sustainable personal-mobility agenda.
Seeking to make positive changes while largely preserving the status quo is also typical of environ-
mentally concerned businesses, as represented by the World Business Council for Sustainable
Development and the ‘green’ or ‘ethical’ consumers to whom such businesses often market.

� Reform oriented. The second group involves reforming existing approaches to development and
systems of consumption and production. It encompasses the work of mainstream environmentalist
groups, such as the International Union for Conservation of Nature, and organizations promoting
alternative development policies, such as the Real World Coalition.
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Figure 1.1 Ecological footprint versus global biocapacity

Source: Global Footprint Network, Ecological Footprint and Biocapacity, 2010. National Footprint Accounts. www.footprintnetwork.org.
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� Transformation oriented. The final group consists of approaches that seek to transform societies and
economies into something more profoundly sustainable. They take the far more radical approaches to
social and economic development put forward by the Club of Rome’s Limits to Growth work,34

Schumacher ’s Small is Beautiful35 or Natural Capitalism from Hawken et al.36 Such approaches seek
to create a society that is socially equitable, ecologically oriented and ultimately (meaning inter-
generationally) sustainable.

The challenges set out in the Millennium Development Goals, and reported in the Millennium
Ecosystem Assessment, demonstrate that seeking to maintain the status quo in relation to patterns
of development, production and consumption is no longer defensible. We inhabit a planet that must
accommodate 75 million new citizens every year, that suffers enduring problems linked to poverty and
inequality and that faces growing concerns about the future impact of climate change and the likelihood of
related crises in food, water, health and ecology. Addressing these challenges requires action to achieve
substantive reforms and ultimately to achieve a fundamental transformation within many spheres of
human activity. One of the metaphors frequently used to explain sustainable development is not as a
destination but as a journey towards a more ecologically oriented and socially equitable world. This book
considers marketing’s role in contributing to the journey of human society towards sustainability, by
moving beyond defending or reforming the status quo to begin to transform how we live, produce and
consume.

The Evolution of Marketing Thought

Marketing can be conceived of in many ways: as a commercial activity, as a management function or
department, as a business process, as a philosophy or as a discipline. As a word, ‘marketing’ can be traced
back at least 400 years, and until the twentieth century it had a very literal meaning relating to activities
that brought buyers and sellers together, usually in the context of a physical marketplace. Suchmarketing
activities are as old as commerce itself.

Early in the twentieth century the idea emerged that marketing could be an academic discipline and a
subject for study. In 1905 the University of Pennsylvania established one of the first explicit marketing
courses concerning the marketing of products. By 1920 a number of institutions were offering courses
covering subjects such as marketing, advertising, salesmanship and marketing research, and the first
books explicitly dealing with marketing practice had been published. The early days of the marketing
discipline brought together experience from sales and advertising, insights derived from the developing
field of psychology and the increasingly sophisticated and analytical use of market research data. This
early marketing sought to increase and to shape demand, and to develop new mass markets for the
products created by new mass production systems. The emphasis of the early days of marketing can be
summarized as ‘how to sell more stuff to people’.

The emergence of mass production allowed supply to outstrip demand inmanymarkets, forcing companies
to seek new ways to become more competitive. The emergence of mass markets also created an increasing
distance between consumers and producers. In amatter of decades, relatively localized systems of production
and supply were replaced by mass production and marketing operations serving national or international
mass markets. Producers no longer interacted so directly with their consumers, and lacked the direct
knowledge of consumers and their preferences that pre-industrial producers possessed. From the 1950s
onwards, we see the emergence of what we could termmodernmarketing, as both a business philosophy and
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a management discipline. The emphasis of marketing moved beyond selling more products to customers
towards understanding customers and how to meet their needs and wants.

By the end of the 1970s, the evolution of the core components ofmodernmainstreammarketing thinking
was largely complete. Although they would be refined and supplemented by new ideas that reflected
changes in technology and the growth in international trade, the core elements we still use to teach and
understand marketing were largely in place. The following core components are the foundations of
marketing theory and practice:37

� The marketing philosophy, founded on the idea that meeting the needs and wants of the customer is
the principle around which a business should be organized and from which success in the market and
profitability will flow.

� The marketing environment, the principle that marketing should be an outwardly focused function
within a business, helping it to understand and respond to the environment within which it exists.

� Marketing research, to ensure that the marketing decisions, particularly concerning customers and
their wants, are based on insights derived from research.

� Market segmentation and targeting, to ensure that significant differences among customer groups and
types revealed by marketing research are accounted for in the strategies and market offerings of
companies.

� The marketing mix, a set of variables that marketers can control and adjust in order to meet customer
needs more effectively than the competition, and to meet the differing needs of particular market
segments. The mix was originally defined as the four Ps: product, price, place and promotion. The
original four Ps mix model has received much criticism,38 but it has also simply endured owing to a
combination of its simplicity, memorability and relatively universal applicability.

� Competitive advantage, the principle that through an understanding of consumers and their market-
ing environment a business can provide something unique that generates competitive advantage.

� The marketing planning and management process, the principle that marketing success is delivered
through a systematic approach to marketing activities and decisions.

Beyond ‘Modern’ Marketing

The evolution ofmarketing thinking did not end once the ideas ofmodernmainstreammarketing were in
place. The social, technical and cultural environment that shapes marketing thought and practice has
continued to evolve. Dramatic changes involving the globalization of markets, the rise of electronic
commerce and renewed concerns about the environment created new pressures on marketing to respond
and evolve. At the end of the 1970s and early 1980s, the field of macromarketing emerged to integrate
many of the debates about the impacts of marketing activity and the relationships between markets,
regulation and social welfare that had surfaced periodically since the beginning of the twentieth century.
Macromarketing sought to considermore systematically the relationship betweenmarketing systems and
society, with a particular emphasis on the (often unintended) consequences of marketing activities on
environmental quality and societal welfare.39

Discussions about the evolution of marketing thought also shifted to consider what postmodern
marketing might look like. Stephen Brown, a leading thinker within the postmodern marketing
movement, critiqued both mainstream marketing thinking and many of the alternatives proposed to
it with wit and insight.40 He noticed an emerging literature composed of what he termed marketing
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panaceas, alternatives to mainstream thought and practice that were proposed as solutions to market-
ing’s supposed ills. A review of these panaceas by Badot et al.41 uncovered 70 different forms of ‘new’

marketing that had been proposed between 1985 and 2005 and that could be applied across different
forms of market (unlike, say, arts marketing, bank marketing or political marketing).

An analysis of this parade of panaceas shows that they vary in several ways. Some concern the scope and
focus of marketing efforts both geographically and within the market, such as niche marketing, micro-
marketing, one-to-onemarketing and geo-marketing.Other ideas include newways of defining and targeting
market segments through ideas such as tribal marketing, familymarketing, communitymarketing or ethnic
marketing. Some approaches aim to help smaller companies or those with limited resources to compete
within markets, including entrepreneurial marketing and guerrilla marketing. Other approaches sought to
reorient marketing in terms of one particular aspect of the marketing process, such as:

� Time, through time-based marketing, real-time marketing and slow marketing.
� Information systems, through database marketing and knowledge marketing.
� Style of communication with customers, through stealth marketing, street marketing, network

marketing, viral marketing and grass-roots marketing.
� Style of appeal, through trend marketing, nostalgia marketing, emotion marketing and cause-related

marketing.
� Consumer experiences, through experiential marketing and sensory marketing.

There are a number of common themes running through these panaceas. Many of them use a particular
metaphor to recast marketing thought and practice, such as guerrilla marketing, tribal marketing, viral
marketing or turbomarketing. Many of them seek to balance the rather rational analytical perspectives of
conventional ‘Kotlerian’marketing through a greater emphasis on emotion and the subjective experiences
and perceptions of consumers. What many of them also have in common is that, as a ‘new’ form of
marketing, they represent nothing that is significantly different from the established marketing main-
stream. Mostly, they represent a focusing of marketing efforts around particular segments, communica-
tions approaches or company capabilities.

Nevertheless, there are two groups among the panaceas that propose an approach to marketing that does
not just refocus, adjust or enhance existing marketing thinking and practice but seeks to challenge them
and provide a substantially different perspective.

The first group is based on a shift of focus in marketing away from the commercial transaction with
customers and towards the relationship that is formed and maintained with them. Relationship
marketing, total relationship marketing, co-marketing, loyalty marketing, solution marketing and
symbiotic marketing are within that group of alternative marketing approaches.

The other group consists of those marketing approaches that seek to address the lack of fit between
marketing as it is currently practised and the ecological and social realities of the wider marketing
environment. This group includes marketing approaches such as macromarketing, societal marketing,
green marketing, environmental marketing and eco-marketing. These approaches to marketing are
explored in more detail in Chapter 2.

The debates about postmodern marketing, marketing panaceas and the various forms of ‘new’marketing
share a common theme: the marketing of the future will have to be different from the marketing of the
past. In a world that is coming to understand the social and environmental consequences of the
unsustainable economic growth of the twentieth century, it is clear that we need alternative approaches
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to production and consumption for the future. Changing our production and consumption systems
cannot be achieved without changing marketing mindsets and practices, and forever abandoning the
assumption that the issue at the root of marketing activity is ‘how to sell more stuff to people’.

In his book In Search of a New Logic of Marketing, leading marketing scholar Christian Gr€onroos opens
with a chapter entitled ‘Marketing – A Discipline in Crisis’.42 The crisis he describes is one in which
marketing is an area of business thought and practice that has failed to evolve, and where a marketing
executive who travelled in time from 50 years ago would be quite comfortable in the same role in a
contemporary marketing department (albeit with a little catching up to do about digital media). The
emphasis on marketing has been on the management of the marketing mix and the traditional four Ps,
which are inherently producer-oriented. They focus on the company’s products and how it prices,
distributes and promotes them. Such thinking tends to focus marketing thinking inwards and onto the
variables that the marketer can control. Customers become something that needs to be acquired through
the promise of value and benefits. As Gr€onroos phrases it, ‘Mainstream marketing continues to be
orientated towards doing something to customers, instead of seeing customers as people with whom
something is done.’43 He proposes an alternative vision of marketing that is centred on a process of
managing relationships with customers rather than facilitating exchanges with them. In doing this, it
shifts the focus away from the marketing of products to customers, and instead emphasizes the need to
deliver value to customers.

The need for an alternative vision of marketing is often portrayed rather simplistically as a clash
between ‘old’ marketing (i.e. mainstream Kotlerian marketing) and a ‘new’ alternative approach to
marketing that seeks to replace it.44 The reality is more subtle and complex. The mainstream concept
of marketing as it was encapsulated by the first edition of Kotler ’s A Framework for Marketing
Management in 196745 may no longer be as well suited to the world within which it exists, but rather
than simply allowing itself to be replaced, it continues to adapt and evolve. It was perhaps significant
that the first European edition of Principles of Marketing by Kotler et al.46 to be published in the
twenty-first century opens with a chapter entitled ‘Marketing in a Changing World: Satisfying Human
Needs’, which emphasizes the central issues of marketing as demand management, the management
of relationships and of connectivity. Similarly, the second chapter concernsmarketing and society with
a focus on social responsibility and marketing ethics, transforming sustainability issues in main-
stream marketing from afterthought to context.

In view of the sustainability challenges facing society, a logical question confronting the marketing
discipline is: ‘What would a sustainability-oriented vision of marketing look like?’ This is the question
that this book seeks to answer. In short, the answer comes in the form of a pseudo-mnemonic.
Sustainability marketing is marketing that endures forEVER, in that it delivers solutions to our needs
that are:

� Ecologically oriented, taking account of the ecological limits of the planet and seeking to satisfy our
needs without compromising the health of ecosystems and their ability to continue delivering
ecosystem services.

� Viable, from technical feasibility and economic competitiveness perspectives.
� Ethical, in promoting greater social justice and equity, or at the very least in terms of avoiding making

any existing patterns of injustice worse.
� Relationship-based, which move away from viewing marketing in terms of economic exchanges

towards viewing it as the management of relationships between businesses and their customers and
other key stakeholders.
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In other words, sustainability marketing represents an evolution of marketing that blends the main-
stream economic and technical perspectives with the emerging concepts of relationship marketing and
the social, ethical, environmental and intergenerational perspectives of the sustainable development
agenda. This evolution is shown in summary in Figure 1.2. It is not exactly a ‘new’marketing, but it is an
‘improved’ marketing in drawing insights and strengths from these different perspectives. It is about
marketing that is intended to endure.

Themarketing of the future will be shaped bymany forces, and this chapter has encapsulated only a few of
them. The perceived crisis in the marketing discipline, the growing importance of relationship manage-
ment and the rise of new technologies of production and communications will all play a part. Growing
concerns about the environmental and social impacts of economic growth, and particularly concerns
about the impacts of resource depletion and climate change, are also bound to push businesses and
marketers to search for more sustainable ways of maintaining relationships with customers and
delivering value to them. These issues are explored in more detail in Chapters 2 and 3. Ultimately, if
humankind is to avoid environmental and social disaster caused by the unsustainable patterns of
business, growth and lifestyle that emerged during the twentieth century, marketing has a very important
role to play as a pathway to delivering transformation for sustainable development in the twenty-first
century.

List of Key Terms

Brundtland Report
Climate change
Ecological footprinting or eco-footprinting
Economic growth
Ecosystems
Equity
Global environmentalism
Intergenerationality
Marketing ‘panaceas’
Modern marketing
Need

(1)

(2)

Figure 1.2 Towards sustainability marketing
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Population
Poverty
Relationship marketing
Resource depletion
Sustainable development
Transformation
Urbanization

REVIEW QUESTIONS

1. Why did the scale and nature of economic growth during the twentieth century create problems?
2. What is the Brundtland Report’s basic definition of sustainable development and what are the

key principles within it?
3. What are the three groups of sustainability approaches identified by Hopwood et al. and what are

the differences between them?
4. What are the core components of the modern mainstream marketing discipline?

DISCUSSIONQUESTIONS

1. Is a belief that human ingenuity, technological innovation and efficient markets will eventually
combine to overcome the sustainability challenges outlined in this chapter defensible or
misplaced?

2. Why has the principle of sustainable development proved easy for many different groups to
endorse but difficult for them to define or put into practice?

3. Would embracing sustainability principles represent an evolutionary reform of the marketing
discipline, or a revolutionary transformation?

4. Fair Trade products like Divine Chocolate have been criticised by some economists on the basis
that guaranteeing prices for some producers will disadvantage others. Are such criticisms
justified?
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