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Forest related industries from four European countries were surveyed in order to examine social res
ponsibility in business values and environmental emphasis in marketing. "Proactive green marketers" 
(companies emphasising sustainability but believing in free market system) emphasise environmental 
issues in marketing clearly more than traditional "consumption marketers", and more than "reactive 
green marketers" (companies emphasising pursuing sustainability under governmental balancing). 
Thus, the example of these proactive companies should be the direction towards sustainable develop
ment in society. 

Introduction 

A Demand for Sustainability and 
Social Responsibility in Business 

Business leaders agree that managing in times 
of turbulence and accelerating change challen
ges their traditional views of competitiveness 
and success factors needed for survival and pro
fitability. Today's managers must deal with glo
balisation of markets, increasing intensity of 
competition, rapid technological changes, a shift 
from an industrial economy to a knowledge, hu
man capital and information based economy, 
demographic changes, environmental challen
ges, changing value systems and consumer pre
ferences. The changes in society are forcing 

companies to consider the views of various in
terest groups in decision-making. Building re
lationships with customers, suppliers, employ
ees, communities and other stakeholders can 
become central to competitiveness and fonn the 
foundation for a new, progressive and people
centered corporate strategy which attacks the 
sources - not the symptoms - of challenges fa
cing business today. This brings us to the incre
ased importance of corporate social responsi
bility (CSR) (Palazzi & Starcher 20(0). 

Corporate Social Responsibility and 
Business Success 

Company responsibilities are often divided in
to economic, social, and environmental cate-
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gories similar to the categories proposed in the 
popular concept of sustainable development 
(Peattie 1995). However, there is no single, 
commonly accepted definition of corporate so
cial responsibility (CSR). It generally refers to 
business decision-making linked to ethical va
lues, compliance with legal requirements, and 
respect for people, communities and the envi
ronment. The World Business Council for Su
stainable Development defines CSR as "the 
commitment of business to contribute to su
stainable economic development, working with 
employees, their families, the local communi
ty and society at large to improve quality of 
life" (WBCSD 2000). CSR means going be
yond the legal, technical, and economic requi
rements of the company (CarroI1999). Palaz
zi & Starcher (2000) say that in Western Eu
rope, Japan, and North America, an increa
sing number of companies are finding that it 
makes good business sense to fully integrate 
the interests and needs of customers, employ
ees, suppliers, communities, and our planet 
(environment) - as well as those of sharehol
ders - into corporate strategies. They argue 
that over the long term, this approach can ge
nerate more growth and profits. There can be 
no social responsibility without profits. 

Environmental Marketing 

Marketing bridges the company and its mar
kets in a societal context. Satisfying the needs 
of customers in a profitable way is the core of 
marketing ideology and in turn is a core of the 
market economy. Environmental or "green" 
marketing has been seen as a tool towards su
stainable development and satisfaction of dif
ferent stakeholders. Peattie (1995) defines gre
en marketing as the holistic management pro
cess responsible for identifying, anticipating 
and satisfying the requirements of customers 
and society, in a profitable and sustainable way. 
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The basic question for green marketing is: how 
should environmental and social responsibili
ty be integrated into traditional utilitarian bu
siness and marketing planning? 

Banerjee (1999) and Wehrmeyer (1999) ha
ve analysed the greening of strategic marke
ting with implications for marketing theory and 
practice. Hierarchical levels of strategic (gre
en) marketing are analysed in these academic 
discussions. Also Pujari & Wright (1996) ad
dress the application of the strategy, structure 
and process framework for organisational and 
product-level response to environmental im
peratives. Kotler (2000) uses the tenn "socie
tal marketing concept" to cover social and eco
logical responsibilities. Recent developments 
show that a green agenda following holistic 
principles has now been integrated into mainst
ream marketing literature (McDonagh & Prot
hero 1997). However, it seems that many com
panies feel uncertain how they should react to 
green challenges. As Peattie (1999) states, 
"Without a greener philosophy and vision of 
marketing, the greening of marketing practice 
will be an uphill battle." 

Sustainability, Regulation and CSR 

The question of ecological responsibilities has 
been a bit vague. During the last few decades 
environmental legislation has developed eve
rywhere. It implies that ecological responsibi
lities belong to government. However, globa
lisation has altered the ability of governments 
to carry their social and environmental respon
sibilities. On the other hand, strengthening 
economic liberalism emphasises that the res
ponsibility of common good can be left to mar
ket forces. Sheth & Parvatiyar (1995) argue 
that sustainable development can be achieved 
only by proactive corporate marketing and ac
tive government intervention. They suggest a 
two-dimensional shift in the approach to eco-
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Figure 1. New Orientation for Ecological 
Marketing (Sbetb and Parvatiyar 1995) 

logical problems: from consumption marketing 
to sustainable marketing and from an invisib
le hand to a more visible hand of the govern
ment (Figure 1). 

However, Sheth & Parvatiyar's conclusion 
for the direction of "new marketing orienta
tion" seems a bit too straightforward. Porter 
and van der Linde (1995) and Miles and Co
vin (2000) have further conceptualised the ro
le of governmental balancing in environmen
tal marketing. Furthermore, another way of lo
oking at corporate social responsibility is the 
two-dimensional model proposed by Quazi and 
O'Brien (2000), where they define wide vs. nar
row responsibility, and benefits vs. costs from 
CSR action. 

Miles and Covin (2000) define two mutual
ly exclusive philosophies towards environmen
tal management: 1) the "compliance model" 
of environmental management; and 2) the 
"strategic model" of environmental manage
ment. The compliance model suggests that cor
porations must simply comply with all appli
cable regulations and laws. This is a typical tra
ditional "defensive" environmental manage-

ment approach. The strategic approach to en
vironmental performance suggests that firms 
attempt to maximise stockholder returns by uti
lising an environmental strategy "proactively" 
to create a sustainable competitive advantage. 
They argue that firms primarily marketing 
commodity products and competing primarily 
on the basis of price will tend to adopt the com
pliance model of environmental management, 
whereas firms that primarily market highly dif
ferentiated products will tend to adopt the stra
tegic model of environmental management. 

Also Porter and van der Linde (1995) emp
hasise environmental responsibility and impro
vements as a source of competitive advantage 
in today's dynamic economy. They argue that 
innovating to meet regulations can bring of
fsets: using inputs better, creating better pro
ducts, or improving product yields. Certainly, 
some companies do pursue such innovations 
without, or in advance of regulation. Further
more, they list six major reasons why regula
tion is needed but also define "good regula
tion" supporting innovations versus "bad re
gulation" damaging competitiveness. As an 
example of good regulation and innovation, 
they mention the Scandinavian pulp and pa
per industry. Porter and van der Linde sug
gest that now is the time for a paradigm shift 
to bring environmental improvement and com
petitiveness together. Through innovations 
companies can reap offsets that will go beyond 
those directly stemming from regulatory pres
sures. 

Objectives of the Study 

The purpose of the empirical study is to mea
sure, describe, and compare how social respon
sibility is ,emphasised in the values of mem
bers of the forestry-wood value chain in four 
European countries. Environmental marketing 
is described based on three hierarchical levels: 
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marketing strategies, structures and functions. 
The specific questions under focus are: 

• What are the value-based dimensions of 
companies' social responsibility? 

• Is it possible to categorise companies based 
on their social responsibility values? 

• How are environmental issues incorporated 
into company marketing planning? 

• How do the surveyed countries, industry sec
tors, and responsibility categories differ re
garding environmental emphasis in marke
ting planning? 

• What are the relationships among dimen
sions of social responsibility and dimensions 
of environmental marketing? 

Theoretical Frame of Reference 

The theoretical framework of the study (Figu
re 2) is based on the integrated model of mar
keting planning (Juslin 1992; 1994). The mo
del contains the usual components of marke
ting planning presented in marketing textbo
oks (e. g. Kotler 2000). However, the bac
kground ideology and hierarchical structure 
differ notably from the most common models, 
e. g. the frequently used "Four P Model", pre
sented in marketing textbooks. Environmen
tal marketing in this model means that envi
ronmental issues are genuinely integrated in
to marketing decisions on three hierarchical 
levels: marketing strategies, structures and 
functions. Environmental marketing planning 
should be based on business values emphasi
sing social and environmental responsibility. 

The core of environmental marketing is the 
strategic product and customer decisions in 
which environmental issues are emphasised 
and environmental strengths are used as a com
petitive advantage. Implementation of the stra
tegies is not possible without structures (e. g. 
environmental management systems, organi
sation, contact channels) taking environmen-
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Figure 2. Theoretical Framework of the Study 

tal issues into account. Marketing structures 
and functions (communication, advertising. 
personal relationships) should be planned so 
that they carry out and support the environ
mental marketing strategies. However, an in
sufficient relationship among strategies. struc
tures, and functions can lead to unfounded 
claims about a company's environmental per
formance. This kind of "greenwashing" is the 
misuse of the principles of environmental mar
keting (Juslin 1994). 

The integration of environmental issues in
to business values and marketing planning exa
mined in this study tests, by using the termino
logy of Miles and Covin (2000). if corporations 



are adopting the "compliance model" or the 
"strategic model" of environmental manage
ment. Also the desired direction of "new mar
keting orientation" suggested by Sheth and 
Parvatiyar (1995) is tested by examining the 
dimensions of social responsibility in relation 
to environmental marketing. Furthermore, 
green "innovations" as a source of competiti
ve advantage proposed by Porter and van der 
Linde (1995), fit well into this theoretical fra
mework. 

Operationalisation of variables used to me
asure business values and environmental mar
keting planning are presented within the re
sults of a series of factor analyses (Tables 11, 
IY, VI and VIII). Overall the operational is a
tions used in this study are not industry speci
fic and can be applied to any industry sector. 
Only item 7 in Table VIII refers to indepen
dent third party certification, and wood pro
ducts that come from "well-managed forests." 

Propositions to be Tested 

The principle assumption to be tested (Propo
sition 1) in this study is that environmentally 
conscious decisions on the structural and func
tionallevels of marketing planning obtain their 
objectives from marketing strategies. Those 
marketing strategies are based on the objecti
ves of the business unit, in this case environ
mental business values of the business unit. 

Proposition 1: The more environmental is
sues are emphasised in business values, the mo
re environmentally active companies are in 
their decisions on strategic, structural and 
functional levels of marketing. 

The purpose of Proposition 2 is to test the 
concept presented by Sheth and Parvatiyar (Fi
gure 1), who argue that sustainable develop
ment can be achieved only by proactive cor
porate marketing and active government in
tervention. We challenge their conclusion con-

cerning the direction of "new marketing orien
tation" because we consider it too straightfor
ward. Proposition 2 is derived from conceptu
alisation and ideas proposed by Porter and van 
der Linde (1995), and Miles and Covin (2000), 
who emphasise environmental performance as 
a source of competitive advantage resulting 
from "innovations," or adopting a "strategic 
model" for environmental management. 

Proposition 2: Companies that are most en
vironmentally active (pursuing a "strategic mo
del" or "innovating") will emphasise redirec
tion towards sustainable development and a 
free market system (invisible hand). 

Data and Analysis 

Data Collection 

The cross-sectional data for the study was col
lected mainly through personal interviews with 
a structured quantitative questionnaire. Per
sonal interviews were used when possible to 
assure a high total and item response. Quota 
sampling was utilized with the objective of rep
resentative data for the strategic business units 
(SBU) of the forest industry value chain, inc
luding companies in Finland, Sweden, Germa
ny and the UK. Data was collected in Finland, 
Germany and in the UK during the winter of 
1997, in the context of an EC-FAIR research 
project on "potential markets for certified fo
rest products in Europe," and the equivalent 
data from Sweden was collected during the fall 
of 1998 in the context of a University of Hel
sinki M. Sc. thesis. In Finland and Sweden the 
sampling emphasis was on the beginning of the 
forestry-wood value chain, and in Germany 
and the UK it was towards the end of the fo
restry-wood value chain. This sampling emp
hasis was considered relevant because in Eu
ropean forest products markets the Nordic 
countries are suppliers for Central European 
companies. Thus, we describe the sample as 
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covering the forestry-wood value chain which 
includes primary wood processors, secondary 
wood / paper processors, publishers, and mar
keting channel intermediaries including DIY 
retailers. The broad sampling scheme and ge
neral operationalisations used in the study are 
strong indicators of the generalizability of the 
results outlined below. The person with the hig
hest responsibility in marketing planning wit
hin each unit was targeted. Table I shows the 
number of interviews in each country. For a 
more detailed description of questionnaire de
velopment, data collection procedures and co
verage, see Rametsteiner et al. (1999) and Stei
neck (1999). 

Analysis 

Interpretation of the data called for a variety 
of analysis techniques. At the most basic le
vel, means and the end points (two extreme 
points) of the Likert-type scales were used to 
interpret the magnitude of ratings. The ques
tions (dependent variables) were self apprai
sals in five or six point Likert-type variables, 
e. g. l=Not important at all- 5 = Very impor-

Table I. Number of Interviews 

Number of interviews 
Industry sector (total 454) 

FIN SWE GER UK 
Pulp, paper and 34 22 13 9 
paperboard 
Sawmills and 46 44 3 20 
wood based 
panels 
Secondary wood 20 14 57 42 
processing 
Marketing 11 12 24 21 
channel 
intermediaries 
Paper and 4 3 48 8 
paperboard 
buyers 
Total 114 95 145 100 
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tant. Factor analysis (maximum likelihood, va
rimax rotation) was used to examine the di
mensions inherent in the data and as a data 
reduction tool. In each case, the Kaiser-Mey
er-Olkin (KMO) measure of sampling adequ
acy, Bartlett's Test for Sphericity, and Eigen
values, as well as the judgement of the resear
chers were included in the decisions surroun
ding the number of factors that most meaning
fully represented the larger number of variab
les. The reliability of the factor solutions was 
tested using the reliability coefficient Alpha. 

Orthogonal factors of companies' social res
ponsibilities were used in grouping the com
panies by K-means clustering. Indicative sig
nificance testing was used, although the sam
pling was not pure random sampling, but clo
ser to the total population. Significant diffe
rences among countries and industry sectors 
were identified by comparing the means of fac
tor score coefficients using one-way ANOVA 
(Bonferroni, sig. level .05) or through the use 
of the X2 -test within responsibility categories. 
Only those differences found to be statistical
ly significant are reported along with their as
sociated p-values. Finally, correlation exami
nation (Pearson) was used to analyse the rela
tionships among the different dimensions. 

Results of the Study 

Dimensions of Social Responsibility 

Social responsibility values of respondents we
re examined using statements covering econo
mic, ecological, and social aspects of business 
management. Table 11 presents the means and 
standard deviations of the dependent variab
les, and the extracted factor solution explai
ning 32.7 % of the total variation in the va
riable set. The KM 0 measure of sampling ade
quacy (.58) and Bartlett's test for Sphericity 
(p< .000) both indicated that the variable set 
was appropriate for factor analysis. 



Table 11. Dimensions of Company's Social Responsibility 

Variable Mean Faclor Faclor Faclor 
Scale: l=completely disagree - 6=completely agree n=452 (SD) I 11 III 

hI 

Companies should redirect their customers towards less 4.5 
environmentally hannful consumption (\.3) .780 -.034 .003 .610 
Companies should use marketing tools to redirect customer 4.5 
behaviour towards environmentally sustainable consumption j\.3) .699 .007 .091 .497 
Environmentally friendly products are a necessity in the 4.8 
future and the price will include the associated costs (1.2) .228 .005 .025 .115 
Adequate social responsibility for company executives is to 3.4 
maintain a profitable business (1.7) .125 .654 -.057 .447 
The sole function of marketing is to detennine and satisfY 3.7 
the needs of consumers (1.5) .066 .628 .012 .399 
To operate in a socially responsible way, companies only 2.8 
need to obey laws and regulations (1.4) -.116 .352 -.038 .139 
In decision making company profits will carry a heavier 4.2 
weightinK than environmentally friendliness (\.3) -.036 .265 .212 .116 
The free market system will take care of global 2.7 
environmental problems with no governmental interference (\.3) .006 .288 -.620 .467 
Governments must balance environmental and economic 4.0 
values by policies which regulate markets (1.4) .138 .111 .421 .209 
Initial Eigenvalue (Cumulative % ofvariance = 52.9) 1.791 1.720 1.246 
Variance explained after rotation (Cumulative = 32.7%) 13.4% 12.4% 6.9% 
Reliability coefficient Alpha (of highlighted variables) 

Environmental friendliness and social res
ponsibility of companies were seen by respon
dents as a necessity in society. Almost 90 % 
thought that environmentally friendly products 
are a necessity in the future (rating 5 and 6). 
Eighty percent believed that companies should 
redirect their customers towards less environ
mentally hannful consumption. Governmen
tal regulation in balancing environmental and 
economic values was supported by two thirds 
of the respondents. 

Within the factor solution, Factor I recei
ved the strongest loadings on redirecting cus
tomer behaviour towards environmentally 
friendly consumption. This factor was named 
"Redirection of customers towards sustaina
bility." The loadings on Factor 11 refer to tra
ditional utilitarian business values. It was na
med "Profitability and customer satisfaction 
orientation." The bipolar Factor III was na
med "Free market system orientation vs. Go
vernmental balancing." 

.707 .592 -

The results of the One-way ANOVA with the 
factor score coefficients indicate that the Ger
man industry emphasises redirection of custo
mers towards sustainability as a dimension of 
social responsibility more than industries in ot
her countries. On the other hand, German and 
British companies emphasise the role of profi
tability more than Finnish and Swedish compa
nies. The results show that redirection of cus
tomers towards sustainability and a profitabili
ty orientation are not mutually exclusive. The 
difference concerning emphasis on a free mar
ket system compared to governmental balan
cing indicates that Finnish companies favour a 
free market system while British companies 
emphasise governmental balancing. 

Redirection of customers towards sustaina
bility is emphasised more by paper buyers, mar
keting channels and secondary wood proces
sors than the pulp and paper industry. The sa
me three industry sectors closest to end-users 
also emphasise profitability more than the pulp 
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and paper and sawmills and panel sectors. The 
pulp and paper industry emphasises a free mar
ket system more than other industry sectors. 

Company Categories 
of Social Responsibility 

Factor scores from the factors I and III outli
ned in Thble 11 were used in a K-means cluster 
analysis in order to categorise the surveyed 
companies according to their values concer
ning environmental business responsibilities. 
The resulting clusters well fit the matrix pro
posed by Sheth and Parvatiyar (Figure 1) and 
prove that the model can be operationalised. 

Three and four cluster solutions were con
sidered but the F-test and further face validi
ty supported clustering the companies into 
three groups: (I) proactive green marketers, 
emphasising redirection towards sustainabili
ty and a free market system, (11) reactive gre
en marketers, emphasising pursuing sustain a
bility under governmental balancing, and (Ill) 
consumption marketers, having lower scores 
in the sustainability factor (Table Ill). It was 
expected that emphasising pursuing sustaina
bility and a free market system would reflect 

Ta b I e I I I. Company groups based on environ
mental business responsibilities. K-means clus
tering 

Cluster center 
(standard deviation) 

Company group n % Redirecti Free 
on markets 

towards vs. Gov. 
sustainab. balancinl! 

I Proactive 145 32 .337 -.693 
, green Marketers (.509) (.446) 
II Reactive 189 42 .458 .518 

I green Marketers (.460) (.373) 
III Consumption 120 26 -1.129 .022 
Marketers (.551) (.654) 
Total 454 100 
F-ratio 416.743 256.894 
P-value < .000 .000 
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proactive environmental attitude beyond go
vernmental pressures (Proposition 2). Accor
ding to Sheth and Parvatiyar (1995), the "new 
marketing orientation" consists of sustainable 
marketing by companies and active involve
ment by government in the marketplace refer
ring in this case to cluster 11 (reactive green 
marketers). Defining whether consumption 
marketers emphasise a free market system or 
governmental balancing was considered less 
important in this cluster solution. 

Divergence among countries and industry 
sectors within this typology indicate that Ger
man and UK companies are more likely to be
long to reactive green marketers. The propor
tion of British companies is lowest within pro
active green marketers. Regarding the indust
ry sectors, a majority of the pulp and paper 
industry is divided between proactive green 
marketers and consumption marketers. Near
ly half of the other sectors' representatives are 
reactive green marketers. 

Decisions for Environmental 
Marketing Strategies 

Emphasis on environmental issues in product, 
customer and competitive advantage strategies 
was measured by asking the questions presen
ted in Table IV. Factor analysis was performed 
on this variable set and a one-factor solution 
was found (KMO = .66 and Bartlett's test 
p<.OOO). This uni-dimensional solution explai
ning 42 % of the total variance was named "En
vironmental emphasis in marketing strate
gies." 

As seen in Table IV, environmental friend
liness (self defined by the respondent) was se
en as a rather important issue when planning 
the competitive emphasis for the most impor
tant products and markets. About 40 % of the 
respondents regarded it as important, and 
23 % did not. Environmental friendliness as a 



Ta b I e I V. The Dimension of Environmental Marketing Strategies 

Variable Mean Faclor 
h 1 

Scale 1-5 n=443 (SD) 1 
In your strategic product decisions, how much is the environmental 3.4 .623 .388 
friendliness of the product emphasised? (1.0) 

When selecting your most important customer group(s), how important 2.9 .589 .347 
is their level of environmental awareness in your decision makine: (1.3) 

How important is environmental friendliness when planning the 3.2 .725 .526 
competitive emphasis for vour most important products and markets? (1.0) 

Initial Eie:envalue (61.1 % of variance) 
Variance explained after extraction 
Reliability coefficient Alpha 

product characteristic is quite emphasised. Fif
ty percent of the respondents emphasise it in 
their strategic product decisions while 18 % do 
not. Customer environmental awareness had 
an important role in customer selection for 
36 % of the respondents. For 38 % it did not 
play an important role. Divergence regarding 
environmental emphasis in marketing strate
gies among countries, industry sectors and res
ponsibility classification was examined by com
paring the means of factor score coefficients 
in a One-way ANOVA (Table V). 

The results indicate that environmental 
emphasis in marketing strategies is strongest 
in Germany, and lowest in the VK. A signifi
cant difference was also found between Ger
many and Sweden, and between Finland and 
Britain. Regarding industry sectors, environ
mental emphasis was strongest in the pulp and 
paper industry and lowest within sawmills and 
panels. Supporting Proposition 2, proactive 
green marketers emphasise environmental is
sues in their marketing strategies more than 
the other two groups. A significant difference 
was also found between reactive marketers and 
consumption marketers. 

Decisions for Marketing Structures 

The dimension of environmental marketing 
structures can be described by producing a one 
factor solution from the original four variab-

1.832 
42.0% 
.670 

Table V. Divergence of Environmental Mar
keting Strategies among Countries, Industry Sec
tors and Responsibility Classification 

Country Environmental 
Industry sector emphasis in 
Responsibility classes marketinR strate!{ies 

Mean F-Prob< 
Finland .095 
Sweden -.179 

.001 
Germany .273 
UK -.350 
Pulp & paper .157 
Sawmills & panels -.185 
Second. wood processine: .038 .043 
Marketing channels -.054 
Paper buYers .119 
Proactive e:reen marketers .309 
Reactive e:reen marketers -.053 .000 

Consumption marketers -.293 

les described in Table VI (KMO = .78 and 
Bartlett's test p<.OOO). This one-dimensional 
solution explaining 49 % of the total variance 
was named "Impact of environmental issues 
in marketing structures." 

Values and philosophy of management is the 
aspect that is most influenced byenvironmen
tal issues. About half of the respondents as
sessed the impact as strong. Only 22 % of the 
respondents thought that the impact has been 
minor. The impact has been lowest with res
pect to distribution channels. This could be in
terpreted to mean that companies do not easi
ly make changes in their distribution channels, 
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Ta b I e V I. The Dimension of Marketing Structures 

Variable Mean Factor 
Scale: I=no im~act at all- 5=strong impact n=447 (SD) I 

h2 

How strong an impact have environmental issues had in the values and 3.3 .680 .460 
philosophy of mana~ement in your company? {1.1} 
How strong an impact have environmental issues had in the planning and 2.8 .750 .563 
information systems (type of information used etc.)? (1.1 ) 
How strong an impact have environmental issues had in the personnel 2.6 .758 .575 
recruitment and training? (1.1) 
How strong an impact have environmental issues had in the distribution 2.5 .599 .359 
channels? 
Initial Eigenvalue (61.4 % of variance) 
Variance explained after extraction 
Reliability coefficient Alpha 

but for some companies, environmental issu
es may also influence decisions concerning di
stribution channels. Divergence regarding en
vironmental emphasis in marketing strategies 
among countries, industry sectors and respon
sibility classification was examined by compa
ring the means of factor score coefficients in a 
One-way ANOVA (Table VII). 

Results indicate that an environmental emp
hasis in marketing structures is strongest 
among Finnish companies and lowest within 
the British industry. The impact of environ
mental issues in the UK has been lower com
pared to any other country. With respect to 
industry sectors, the impact of environmental 
issues has been stronger within the pulp and 
paper industry compared to sawmills and se
condary wood processing. The impact of en
vironmental issues has been stronger within 
proactive green marketers compared to the ot
her two groups. This result provides support 
for Proposition 2. 

Decisions for Environmental 
Marketing Functions 

The dimensions of environmental marketing 
functions can be described by using factor ana
lysis to produce three factors from the origi
nal eleven variables (Thble VIII) (KMO = .73 
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(1.1) 
2.456 

49.0% 
.790 

Ta b I e V I I. Divergence of Environmental Mar
keting Structures among Countries, Industry Sec
tors and Responsibility Classification 

Country ImpactoJ 
Industry sector environmental. 
Responsibility classes issues in marketing 

structures 
Mean F-Prob< 

Finland .223 
Sweden -.039 

.001 
Germany .147 
UK -.340 
Pulp & paper .343 
Sawmills & panels -.136 
Second. wood processing -.055 .005 
Marketing channels -.019 
Paper buyers -.054 
Proactive green marketers .234 
Reactive ~reen marketers -.094 .001 
Consumption marketers -.130 

and Bartlett's test p<.OOO). This solution of 
three factors explains 42.4 % of the total va
riation in this set of variables. 

The heaviest loadings in Factor I were va
riables related to examination and considera
tion of environmental issues and inviting in
put from environmental groups. It was there
fore named "Environmental information in
put in marketing planning." Factor II was la
belled "Belief in a price premium for envi
ronmentally friendly products" because of its 



Table VIII. Dimensions of Environmental Marketing Functions 

Variable Mean Factor Factor Factor 
h2 

Scale 1-5 n=442 (SD) I 11 III 
Frequency company procedures: Examining environmental 2.5 .S59 -.065 .168 .770 
infonnation in business decision making (scale 1-4) . (.8) 
Frequency company procedures: Consideration of 2.6 .749 -.082 .252 .631 
environmental concerns in strategic planning (scale 1-4) (.9) 
Frequency company procedures: Inviting input from 1.7 .522 .047 .144 .295 
environmental groups when making environmental (.8) 
business decisions (scale 1-4) 
Frequency company procedures: Inviting input from 1.5 .301 .118 .140 .124 
consumers' groups when making environmental business (.7) 
decisions (scale 1-4) 
Frequency company procedures: Carrying out customer 2.3 .242 .004 .212 .104 
surveys for marketing planning (scale 1-4) (.9) 
Environmental friendliness can convert an ordinary product 2.7 .076 .S16 .005 .672 
into a special product and that is reflected in the price (1.3) 

Certification leads to a price premium for the product 2.6 -.011 .71S -.099 .525 
in Question (1.3) 

How strong an impact have environmental issues had in 2.0 .220 .295 .178 .133 
I pricing ofa company's products (e. g. green premium) (1.2) 
It is not possible to get a higher price for environmentally 3.2 .040 -.278 -.088 .087 
friendly products JI.3) 
How strong an impact have environmental issues had in 3.0 .301 .047 .833 .787 
advertising and communication campaigns (1.3) 

How strong an impact have environmental issues had in 3.1 .315 .105 .624 .500 
personal contacts I selling (1.1 ) 

Initial Eigenvalue (Cumulative % of variance = 65.1) 3.153 1.840 1.170 
Variance explained after rotation (Cumulative = 42.4 %) 17.9% 12.6% 11.9% 
Reliability coefficient Alpha (of highlighted variables) 

strong relationship to price. Factor III relates 
to the impact of environmental issues on ad
vertising, communication campaigns and per
sonal contacts I selling. Thus, it was named 
"Impact of environmental issues in marke
ting communications." 

Very few respondents indicated that they ne
ver consider environmental concerns in stra
tegic planning. Over half of the respondents 
reported doing so always or often. Over one
third of respondents reported carrying out cus
tomer surveys for marketing plans always or 
often. About half of the companies actively 
examine environmental information in their 
business decision-making. Inviting input from 
environmental or consumer groups was c1ear-

.763 .728 .758 

Iy not as common. Less than half of the com
panies invite input from these groups at least 
occasionally. 

About 40 % of the respondents estimated 
that the impact of environmental issues has be
en strong both on advertising and on personal 
contacts I selling. Many respondents said that 
environmental issues have often come up in 
informal discussions between the supplier and 
customer rather than in formal business docu
mentation. Up to now, environmental issues 
seem to have had relatively little effect on pri
cing. Half of respondents said that these issu
es have had no impact at all. However, 15 % 
estimated that they have had some or even a 
strong impact on pricing. 
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Ta b I e I X . Divergence in Environmental Marketing Functions 

Country Environmental Belief in a price Impact of 
Industry sector information input in premium environmental issues 
Responsibility classes marketin~, lannin~ in communications 

Mean F-Prob< Mean F-Prob< Mean F-Prob< 
Finland -.109 .227 .242 
Sweden .222 .004 -.041 .006 -.217 .001 
Gennany .108 -.039 .104 
UK -.207 -.195 -.281 
Pulp & paper .352 -.306 .334 
Sawmills & panels -.073 

.006 
.128 

.001 
-.112 

.001 
Second. wood processin/t -.026 .086 -.031 
Marketin/t channels -.118 .175 -.303 
Paper buyers -.150 -218 .163 
Proactive green marketers .153 .045 .188 
Reactive green marketers -.106 .042 .090 .023 -.039 .004 
Consumption marketers -.024 -.196 -.170 

Table X. Correlation Matrix of Marketing Dimensions (Correlations, p<.05, in bold type) 

Redirection of customers towards 1.000 
sustainability (ValueFacl) 

Profitability & customer satisfaction .022 1.000 
orient. (ValueFac2) 

Free markets vs. Gov. balancing .046 -.091 
(ValueFac3) 

Env. emphasis in strategies .241 -.011 
(StraFacl) 

Impact of env. issues in structures .126 -.103 
(StrucFacl) 

Environmental infonnation input .056 -.051 
(FuncFacl) 

Belief in a price premium .063 .024 
(FuncFac2) 

Impact of env. issues in communic. .132 -.108 
(FuncFac3) 

Value Value 
Facl Fac2 

The results of the One-way ANOVA with 
the factor score coefficients (Table IX) indica
te that Swedish companies are more active in 
environmental information input than British 
companies. Finnish companies were more inc
lined to believe in a price premium for envi
ronmentally friendly products than companies 
in other countries. The difference concerning 
emphasis on environmental issues in marke-
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1.000 

-.159 1.000 

-.231 .550 1.000 

-.114 .417 .520 1.000 

.000 .143 .101 -.003 1.000 

-.113 .486 .420 .127 .012 1.000 

Value Slra Struc Func Func Func 
Fac3 Facl Facl Facl Fac2 Fac3 

ting communication was clear: the impact of 
environmental issues on marketing communi
cation has been strongest within the Finnish 
industry. The difference between German and 
British companies was also significant. The 
pulp and paper industry was most active in en
vironmental information input and in environ
mental communication. Supporting Proposi
tion 2, proactive green marketers are more ac-



tive in environmental information input com
pared to reactive green marketers who scored 
even lower than consumption marketers. Re
active green marketers believe more in a price 
premium than consumption marketers. The 
impact of environmental issues in communi
cations is stronger within proactive green mar
keters than consumption marketers. Pairwise 
comparison (Bonferroni, sig. Ievel<.05) also 
showed a difference of p< .069 between pro
active and reactive green marketers. 

Relationships among Values, Marketing 

Strategies, Structures and Functions 

Table X provides a correlation matrix of busi
ness values, environmental marketing strate
gies, structures and functions according to the 
factor scores. 

Results of the correlation examination pro
vide support for Proposition 1. The high corre
lations between strategies and structures and 
the three dimensions of functions suggest that 
an environmental emphasis in marketing stra
tegies can be seen in the marketing structures 
and functions of a company. Also, green valu
es, concerning the social responsibility of com
panies, correlates with environmental empha
sis in strategic, structural and functional levels 
of marketing decisions. Correspondingly, a pro
fitability orientation correlates negatively with 
environmental marketing structures and func
tions. Additionally, belief in a price premium 
for environmentally friendly products is in har
mony with environmental marketing strategies. 

Summary and Conclusions 

The study results show that most of the res
pondents emphasise environmental issues in 
their values, marketing strategies, structures 
and functions. An interesting observation is 
that industry sectors closest to end-users emp-

hasise both 'redirecting towards sustainabili
ty' and 'profitability orientation' in their valu
es more than companies in the beginning of 
the value chain. The impact of environmental 
issues on marketing planning has been stron
gest among Finnish and German companies 
and within the pulp and paper industry. This 
indicates that environmental marketing and 
CSR are becoming the nonn at some level but 
this development has been driven mostly by 
outside pressures, and CSR behaviour has be
en a genuine proactive strategic decision only 
for a part of the companies. 

From the perspective of marketing theory, 
the interrelationships between values, strate
gies, structures and functions in marketing 
planning were analysed. Structures and func
tions are tools to implement strategies and lo
gical relationships should exist between vario
us planning levels. The results of the correla
tion analysis give evidence that green values, 
environmental marketing strategies, structu
res and functions are logically connected to 
each other as hypothesised according to the 
model of environmental marketing used to gui
de this study. This supports Proposition 1. For 
companies examined in this study, environ
mental marketing functions (e. g. green adver
tising or examining environmental informa
tion) logically reflect environmental values and 
strategic and structural level decisions. This 
suggests that the companies may not be at risk 
of being accused of "greenwashing." However, 
the correlations could have been higher. Sop
histication of integrating social responsibility 
and environmental issues into marketing plan
ning could be improved and the level of stra
tegic decisions deeper if genuine environmen
tal responsibility is regarded important. The 
necessity of credible marketing strategies and 
structures behind environmental marketing 
functions is the most important lesson to be 
learned for marketers in all sectors. 
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Sustainable marketing 

Truly New Marketing Orientation 
"Strategic model; Innovating" 

Invisible Hand 
(Free Markets) 

Current Marketing Orientation 
proposed by Sheth and 
Parvatiyar ( 1995) 

New Marketing Orientation proposed 
by Sheth and Parvatiyar (1995) 

"Compliance model" 
Reactive Green Marketers 

Visible Hand 
(Guided Markets) 

'~f~t"~~~ 

Consumption marketing 

Figure 3. Truly New Orientation for Environmental Marketing 

Being socially responsible does not mean that 
a company must abandon its primary economic 
task. Nor does it mean that socially responsible 
companies could not be as profitable as other 
less responsible companies. Social responsibi
lity or environmental friendliness can also be a 
competitive advantage for proactive and inno
vative companies. The results of this empirical 
study indicate that there are companies that fe
el 'redirecting of customers towards sustaina
bility' and 'profitability orientation' are compa
tible. This attitude was most common among 
German companies. Marketers in all sectors 
must recognise the growing importance of so
cial responsibility and design marketing strate
gies that will allow the company to meet its res
ponsibility without sacrificing profitability. 

Three types of companies were found in this 
study. Thirty two percent of the companies we
re classified (Figure 3) as "proactive green mar
keters" (companies emphasising pursuing su
stainability but believing in free market system). 
The results show that "proactive green marke-
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ters" emphasise environmental issues in their 
marketing planning more than traditional "con
sumption marketers" (26 % of sample), and "re
active green marketers" (42 % of sample), who 
emphasise pursuing sustainability under govern
mental balancing (compliance model). This sup
ports Proposition 2, derived from the ideas by 
Porter and van der Linde (1995) and Miles and 
Covin (2000), who emphasise environmental 
performance as a source of competitive advan
tage resulting from "innovations," or adopting 
a "strategic model" for environmental mana
gement. The result suggests that the direction 
of "new orientation for ecological marketing" 
proposed by Sheth and Parvatiyar (Figure 1), is 
incorrect and that their conceptualisation is too 
reliant on governmental interference. 

We interpret these results to mean that the 
proactive green marketers are the most genui
ne group in implementing environmental mar
keting voluntarily (innovating) and seeking 
competitive advantage through environmen
tal friendliness. Thus, we suggest that the 



example of these progressive companies 
should be the truly new marketing orientation, 
the direction towards sustainable development 
in business and society (Figure 3). However, 
this does not mean that governmental regula
tion is not needed. Apparently, governmental 
intervention and balancing contributes in re
direction towards sustainabiJity because it is 
driving the traditional consumption marketers 
to change their values and practices. The re
sult simply shows that the forerunners of su
stainable development are voluntarily ahead 
of governmental interventions, and this allows 
an opportunity to gain competitive advantage 
through environmental friendliness. 

The role of governmental regulation in the 
development towards sustainability in society 
and business is particularly interesting from the 
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NAUJA SOCIALINIO MARKETINGO ORIENTACIJA 

Jari Kiirnii 

Santrauka 

Straipsnyje pateikiami keturiose Europos šalyse esan
čių 454 miško pramonės imonių apklausos duomenys. 
lYrimo tikslas - ištirti imonių socialinės atsakomybės 
ir dėmesio aplinkai lygi plėtojant marketingą. Įmonės 
suskirstytos i tris tipus: imonės, skiriančios daug 
dėmesio aplinkai, imonės, skiriančios dėmesio aplin
kai skatinamos vyriausybių, ir imonės, orientuotos i 
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pelną ir vartojimą. Tyrimo rezultatai rodo, kad dau
guma jmonių yra itraukusios aplinkosaugos klausimus 
i savo organizacinę veiklą. marketingo strategijas, struk
tūras ir funkcijas. Nustatyta, kad daugiausia dėmesio 
aplinkosaugai skiria Suomijos ir Vokietijos popieriaus 
ir celiuliozės pramonės įmonės. 


