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Lecture 11: Overview
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Lecture 11: Overview

Episode 1: Internal

Episode 2: External

Episode 3: Interview
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Learning Objective

Learning Objective:
Describe the starting point of external sustainability marketing 
transformations by companies.
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Structure of the Episode

• Market Transformations

• Political Transformations

• Social Transformations

• Possibilities and Problems
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Market Transformations

• Choice Giving

• Choice Influencing

• Choice Editing
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Market Transformations

Source: Mobility Genossenschaft 2012

Choice Giving
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Market Transformations

Photo: GV Students
Source: http://en.wikipedia.org/wiki/File:FreitagBag.jpg

Choice Influencing
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Market Transformations

Choice Editing

Photo: KMJ
Source: http://en.wikipedia.org/wiki/File:Gluehlampe_01_KMJ.png
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Market Transformations

Photo: Armin Kübelbeck
Source: http://en.wikipedia.org/wiki/File:Energiesparlampe_01_retouched.jpg
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Political Transformations

Sustainable Business Associations

• World Business Council for Sustainable Development

• UN Global Compact

• American Sustainable Business Council

• European Bioplastics

• ...
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Political Transformations

Source: www.katvig.dk/katvig-aw12/
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Source: www.coop.ch/pb/site/nachhaltigkeit/node/64421152/Lde/index.html

Social Transformations
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Electrolux – Vac from the Sea

Sources: 
www.youtube.com/watch?v=YIlWzZo0fvo (Part I)
www.youtube.com/watch?v=SAetcxXJRME (Part II)

Social Transformations
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Possibilities and Problems

Source: Belz and Peattie 2012, p. 291
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Review and Discussion Questions

1. Describe the three kinds of market-based transformations 
performed by innovative and entrepreunerial companies.

2. List different types of business associations that support 
policies in favour of sustainable development.

3. What are the rationale and aims of sustainability
marketing transformations from the inside out?

4. What are controversial issues of choice editing? Is it 
an effective instrument for sustainable consumption?

5. Discuss the pros and cons of corporate involvement 
in public and political processes towards sustainability. 
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In Cooperation


