"1

I,
;‘3 Virtual Academy for Sustainability Tl.rrl

Technische Universitat Miinchen

Prof. Dr. Frank-Martin Belz
Technische Universitat MUinchen
TUM School of Management

@ Universitat Bremen

Lecture ,,Sustainability Marketing — A Global Perspective* supported by: Deutsche Bundesstiftung Umwelt



[Sustainability Marketing — A Global Perspective]
Lecture 11: Transformations = Episode 2 < Prof. Dr. Belz

Consumer
Behaviour

Socio-ecological
Problems

|

Sustainability Marketing
Values and Objectives

Sustainability Marketing
Strategies

Sustainability Marketing
Mix
!

Sustainability Marketing

Transformations

Source: Belz and Peattie 2012, p. 30
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Learning Objective:

Describe the starting point of external sustainability marketing
transformations by companies.
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e Market Transformations

 Political Transformations

e Social Transformations

 Possibilities and Problems
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 Choice Giving

« Choice Influencing

 Choice Editing




[Sustainability Marketing — A Global Perspective]
Lecture 11: Transformations = Episode 2 « Prof. Dr. Belz

Choice Giving

Source: Mobility Genossenschaft 2012
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Choice Influencing

Photo: GV Students
Source: http://en.wikipedia.org/wiki/File:FreitagBag.jpg
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Photo: KMJ
Source: http://en.wikipedia.org/wiki/File:Gluehlampe_01_KMJ.png
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Sustainable Business Associations

World Business Council for Sustainable Development

UN Global Compact

American Sustainable Business Council

European Bioplastics
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& katvig . .
Q Collection - Store Locator - About Katvig
a new read on katvig for autumn/winter 2012

» fest pa katvig A new read on Katvig for Autumn/Winter 2012 A new read on Katvig for Autumn/Winter 2012

» sikker hje(l)m campaign

» katvig degradeable bags

» chronicle from berlingske
tidende

» katvig carpets for better
children

» isitaball or a bag

» learn more about the
person behind the
company
katvig™ one out now!

. katvig™ spring/summer
2012 collection

» katvig outerwear aw12

» a new read on katvig for
autumn/winter 2012

Source: www.katvig.dk/katvig-aw12/

& katvig™
FOR THE LOVE
Sl OF EARTH

CONTENTS: AUTUMN / WINTER 12

p2 We're all activists
Gt involved, make waves!

p8 Detoxed Fashion
Katvig makes toxic-froe clothing

p8 Detox Our Future
It Matters To Protest

p10 Sustainability School
Invite your customers to a day in
school

pi12 Autumn
Time for families to play Stratego!

p14 Katvig The Brand
our unique selling points

p18 Be Cool Kid
Discover the new collection

p25 Katvig™ Outerwear
Super fitting, functional and made
from environmentally friendly
materials & designed 1o be reclaimed
and recycied

p31 Green Barometer
100% percent of the collection has
been awarded with a smiley

Vigga Svensson,

Katvig CEQ and Head of Design

On the Cover
Land art for kids.
Inside: The new Katvig™ Silky print.

We're all activists
Our relationship to everyday items has radically changed
exchange

row-away society
us, the consumer, ruthless to our climate and scarce
resources.

However, the question is not how we can recreate the
good old days, but how we can use our knowledge to
create a brighter future. Katvig is at the forefront of the
socially responsible movemnent, which currently is setting
mwﬁmwwww

g socially
friendly production methods, with functional and beauti-
ful designs Katvig's clothes provide sustainable alterna-
tives.

We design clothes to make our children look good, feel
comfortable as well as to challenge traditional ways of
thinking clothes design and production.

Katvig reusas plastic botties and organic cotton tufts to
save and protect our natural resources. We use organic
cotton to ensure our clothes are manufactured without
any or toxins the envi
Naturally, our plastic bags are biodegradable.

We have eamed the right to one of the strictest cer-

with environmentally considered
and that all workers involved in the
h good and fair work

Our concem with sustainability goes beyond the manu-
facturing of our clothes. Politically, we are working on
raising a recycling cotton mill in Denmark. Concurrently,
| travel around the worid with Katvig Sustainability
School, creating greater awareness of sustainable so-
lutions. With our recent Outerwear collection we have
created a line of technical clothes that can be reclaimed
and reused.

| love seeing children all over the world in my design.

1 am proud that neither nature nor workers suffers in the
name of Katvig. | am convinced that in a few years con-
ventional clothes manufactured under indecent condi-
tions will be unthinkable for anyone to wear.
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Furdie Artenvielfalt.

Source: www.coop.ch/pb/site/nachhaltigkeit/node/64421152/Lde/index.html
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Sources:
www.youtube.com/watch?v=Y1IWzZoOfvo (Part I)
www.youtube.com/watch?v=SAetcxXJRME (Part II)
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Changing the political and public
framework

Socio- Customers

Ecological Needs and
Problems Wants

Extending sustainability marketing opportunities

Source: Belz and Peattie 2012, p. 291
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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
INn public and political processes towards sustainability.
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