
REASONS FOR ENTERPRISES TO ADOPT SOCIAL ENVIRONMENTALLY RESPONSIBLE 
MARKETING 

 

Tatyana Bashuk 

Sumy State University, Sumy, Ukraine 

 

Many firms are beginning to realize that they are members of the wider community and therefore 

must behave in an environmentally responsible fashion. This translates into firms that believe they 

must achieve environmental objectives as well as profit related objectives. This results in 

environmental issues being integrated into the firm's corporate culture. Firms in this situation can 

take two perspectives; 1) they can use the fact that they are environmentally responsible as a 

marketing tool; or 2) they can become responsible without promoting this fact.  

This paper will attempt 1) to introduce the term of green marketing; 2)discuss why going green is 

important; 3) examine the reason that organizations are adopting a green marketing philosophy; and 

4) mention some of the problems with green marketing.  

Green marketing incorporates a broad range of activities, including product modification, changes 

to the production process, packaging changes, as well as modifying advertising. Yet defining green 

marketing is not a simple task. Indeed the terminology used in this area has varied, it includes: 

Green Marketing, Environmental Marketing and Ecological Marketing. While green marketing 

came into prominence in the late 1980s and early 1990s, it was first discussed much earlier. The 

American Marketing Association (AMA) held the first workshop on "Ecological Marketing" in 

1975. The proceedings of this workshop resulted in one of the first books on green marketing 

entitled "Ecological Marketing" 

The AMA workshop attempted to bring together academics, practitioners, and public policy makers 

to examine marketing's impact on the natural environment. At this workshop ecological marketing 

was defined as:  

the study of the positive and negative aspects of marketing activities on pollution, energy depletion 

and nonenergy resource depletion. 

This early definition has three key components,  

1. it is a subset of the overall marketing activity;  

2. it examines both the positive and negative activities;  

3. a narrow range of environmental issues are examined.  

While this definition is a useful starting point, to be comprehensive green marketing needs to be 

more broadly defined. Before providing an alternative definition it should be noted that no one 

definition or terminology has been universally accepted. This lack of consistency is a large part of 

the problem, for how can an issue be evaluated if all researchers have a different perception of what 

they are researching.  

No matter why a firm uses green marketing there are a number of potential problems that they must 

overcome.  

The first is that firms using green marketing must ensure that their activities are not misleading to 

consumers or industry, and do not breach any of the regulations or laws dealing with environmental 

marketing. For example marketers must ensure their green marketing claims can meet the following 

set of criteria, in order to comply with the FTC's guidelines. Green marketing claims must;  

- Clearly state environmental benefits;  

- Explain environmental characteristics;  

- Explain how benefits are achieved;  

- Ensure comparative differences are justified;  

- Ensure negative factors are taken into consideration; and  
- Only use meaningful terms and pictures.  

The second problem firms face is that those who modify their products due to increased consumer 

concern must contend with the fact that consumers' perceptions are sometimes not correct.  



When firms attempt to become socially responsible, they may face the risk that the environmentally 

responsible action of today will be found to be harmful in the future. Given the limited scientific 

knowledge at any point in time, it may be impossible for a firm to be certain they have made the 

correct environmental decision. This may explain why some firms are becoming socially 

responsible without publicizing the point. They may be protecting themselves from potential future 

negative backlash, if it is determined they made the wrong decision in the past.  

While governmental regulation is designed to give consumers the opportunity to make better 

decisions or to motivate them to be more environmentally responsible, there is difficulty in 

establishing policies that will address all environmental issues. For example, guidelines developed 

to control environmental marketing address only a very narrow set of issues, i.e., the truthfulness of 

environmental marketing claims. If governments want to modify consumer behavior they need to 

establish a different set of regulations. Thus governmental attempts to protect the environment may 

result in a proliferation of regulations and guidelines, with no one central controlling body.  

Reacting to competitive pressures can cause all "followers" to make the same mistake as the 

"leader." Thus blindly following the competition can have costly ramifications.  

The push to reduce costs or increase profits may not force firms to address the important issue of 

environmental degradation. End-of-pipe solutions may not actually reduce the waste but rather shift 

it around. While this may be beneficial, it does not necessarily address the larger environmental 

problem, though it may minimize its short term affects. Ultimately most waste produced will enter 

the waste stream, therefore to be environmentally responsible organizations should attempt to 

minimize their waste, rather than find "appropriate" uses for it. 

Green marketing covers more than a firm's marketing claims. While firms must bear much of the 

responsibility for environmental degradation, ultimately it is consumers who demand goods, and 

thus create environmental problems. 

 


