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Handbook of Green Communication and Marketing

by Marino Cavallo, Piergiorgio Degli Esposti

Introduction

Green marketing is truly becoming a mainstream phenomenon within
the sphere of consumption as well as it is increasingly considered a major
opportunity for economic recovery and sustainable growth. For too long the
practice of green washing has been implemented in an attempt not to renew
a course in crisis, but to merely give lifeblood through fake actions.

Today this path is no longer viable. The planet's resources are running
low and, in addition to its structural limits, the green washing marketing
approach has shown all its limitations even from an ethical point of view.
For these reasons the focus of this volume aims to be the rethinking of the
current development model and the proposal of alternatives, which has to
be based on the key variable of sustainability. Sustainability is increasingly
configured as an integral part of the development and production of both
social and material welfare.

As Giddens argues (2012) for the first time in history we are faced with
an actual global society, the world is much more integrated and interde-
pendent than ever before, not only from an economic and financial perspec-
tive and in terms of consumption but also, and perhaps especially, from a
technological and communicative perspective. Our society has to face a
series of threats that require proactive responses and, particularly, incisive
collective actions. Unfortunately we do not have the tools needed to handle
such a scenario and the overall situation is affected by the economic crisis
that is much more difficult to handle than expected. Within this context the
relationship between local marketing and green marketing assumes great
importance. These are two phenomenological approaches that are not op-
posed to each other but rather should converge towards common goals.

The key points to redefine the very concept of prosperity and to connect
it to indicators collecting the strong current demand for quality of life



(Jackson 2011) are: the perspective of a green economy based on renova-
tion of buildings, on renewable resources, on the redesign of public utility
networks, new and more advanced infrastructure for public transport, on
the increase of public areas (pedestrian areas, parks, etc.), and on the
preservation and protection of the ecosystem. Territories now have the
great opportunity to develop a strategic plan for local development based
on a green economy. Territories have the opportunity to design programs
which are not opposed to prosperity, but that are based on the symbiosis
between economy and environment and that ensure that an increasing num-
ber of people can have access to the resources needed to live and to gain
knowledge and citizenship in global society.

The broad international approach of this volume is interpreted in a per-
spective of green sustainability and of integration between nature, individu-
als, and local industrial production systems. This results in the relationship
between sustainable consumption and green marketing, to understand how
there can be performative forms of participation (Jenkins 2012) capable of
activating virtuous circles of sustainability, and how these circles are not
only capable of producing wealth, but also profits.

From a structural point of view the volume is divided into two sections.
One section consists of mainly theoretical and methodological contribu-
tions related to macro-issues concerning the relationship between econom-
ics, business, and environment. These issues are important for anyone ap-
proaching the study of "green” issues. Particular attention is paid to the re-
lation ecology/technology because it represents one of the main resources
that the process of sustainable development must be able to activate, de-
ploy, and develop in order to optimize resources, to reduce waste and to
ensure the diffusion of sustainable processes in firms and territories.

The second section is devoted to a more empirical and descriptive exhi-
bition with the collection of case studies representing some best practices
for what concerns the relationship between local marketing and local eco-
nomic development, green marketing and synergies in industrial areas, pro-
jects for improving the environmental impact of production chains, the di-
rections of work and actual experiences in industrial areas and Eco-
industrial parks. In this section the reader will find a focus on specific con-
tributions describing the operational arrangements to facilitate green com-
munication within industrial areas and towards potential investors.

The volume is enriched by contributions from Italy, Greece, Ireland and
Spain. These countries are now facing a period of great instability and eco-
nomic crisis. For this reason it seems interesting to understand how critical
situations can be faced and how sustainable development is considered a
way out of the difficult economic situation. The hope is that the application
of "green™ models primarily represents an opportunity for growth and de-
velopment in all the European economies that are passing through phases of



deadlock. These "green models™" are also an alternative for stronger Euro-
pean economies.

This work was developed within the European Project Ecomark, which
aims to promote the green marketing approach in eco-industrial parks and
industrial areas in order to foster competitiveness and sustainable develop-
ment of small and medium enterprises. Thus far there has not been a con-
junction between marketing tools, that are designed to promote products
and services, and marketing tools addressed at the promotion of industrial
areas, territories, new districts, clusters and chains. For this reason, the es-
says in this volume wish to represent a bridge between disciplines: econom-
ics and regional development, business management and marketing, socio-
economic analysis and communication. In fact, only closely intertwined
conceptual frames, fields of research, and operational tools that belong to
such heterogeneous disciplines, can communicate the profile of this new
economy based on the environment and on proper management of re-
sources and can communicate its enormous potential for change.
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From Greenwashing to Green Marketing:
The Case of Land Consumption

by Giovanni Pieretti

Summary

In his book A Plan to Save the Planet (2009), N. Stern says that there is
no more time: the climate and environmental crises causes constraints that
should prompt us towards a deep and decisive change in the name of our
planet and future generations. This change is imposed by the development
model promoted and disseminated by the Western world. This model is no
longer replicable nor is it sustainable. The way we produce and consume
puts us well above our means, especially above our energy resources,
which is of concern because in the short term these trends may potentially
lead to self destruction. The first part of this paper delves into this issue.

In the second part we will analyze the case of land consumption in Italy
as a factor supporting current development model and as an emblem of cur-
rent climatic, environmental, economic and social crisis. In the third part
there is the description of a different model that is still to be built, which
derives from culture of our national lower classes, with ancient rural ori-
gins, that we call culture of essentiality (Pieretti 1996). This culture has its
own internal traits of "natural™ sobriety that can be a compass to guide to-
wards an increasingly sustainable and more equitable navigation and that
can provide inspiration for communication and marketing.

1. Ending of a Model

We do not need green washing, a very common sport practised among
multinational oil companies and car producers, but we do need a deter-
mined steering, allowing the planet, and our children, to survive. It is the
value of life that is at stake and we have a right to live that needs to be pro-
tected. The website Act.earthtoday.org gives a measure of how govern-
ments, in terms of environmental sensitivity, generally do not have a devel-
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oped a planetary consciousness that is widespread to populations, as it may
be evident with a visit to the mentioned website.

This can give rise to the desire to understand the reasons of this gap, that
is, at first sight, inexplicable or too easily attributed to powerful lobbies.
They are, unfortunately, too powerful and are only concerned about profit.
No limiting action of Robber Barons by itself will trigger virtuous circles of
national or supranational government actions. Yet the catastrophe of inac-
tion appears next to come. The contributions, not too well known, provided
by the worthy and qualified Stockholm Environment Institute!, shows how
climate, environmental, and agricultural disaster is dramatically near, and at
the same time it makes it clear that decisive action and massive investments
can afford to reverse the path to catastrophe and even to generate economic
and social value. Everyone is sleeping and acting like ostriches with their
heads in the sand, except for people who, by bottom-up initiatives, increas-
ingly feel that it is time for a radical change, but at the same time, wait for
governments to act before climatic disasters explode. However, climatic
disasters have already started to happen, especially in countries far from the
mainstream, in deafening silence of public media which is more ignorant
and stupid than the party at power.

The business world gives a contribution but, (with few, extraordinary
and sometimes laudable exceptions), it mainly cares to survive, in the hope
that economic trends become positive by themselves. In fact the companies
and businesses are deeply concerned by research of quick profit and are
often prone to the dogma of utilitarianism — "maximum results with mini-
mum effort”, to put it simply, or with the beautiful words of Joseph
Schumpeter, the «unspoken system of cost accounting» (Schumpeter 1973).
But businesses have not understood that nothing will ever be as before, and
that, not only there will be no recovery, if not an ephemeral one, but proba-
bly we will quickly face climate disaster not only in poor lands but also in
rich countries, like Europe and North America.

Game over. The game has gone haywire and there is no energy to turn it
on, unless we get out of development without progress, to mention Pier
Paolo Pasolini, to do it soon and do it actually. Governments have not un-
derstood, entrepreneurs wait and see, but people are fed up.

We still want cars and goods, as Hidden Persuaders (Packard 1958) can
make us buy everything. The world acutely perceived and described by H.
Marcuse and P.P. Pasolini takes more and more ground, and it is character-
ized by repressive tolerance, where, under pseudo liberal masks, there is an

! The Stockholm Environment Institute is a leading international and independent re-
search institute, formally established in 1989 by Swedish government. Main research inter-
ests concern environmental issues and sustainable development, with an integrated approach
for scientific analysis and aimed at supporting local, national and International decision
makers.
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indiscriminate and equivalent supply of goods and values, which can be
constantly replaced because they are fungible.

Yet signs of a change are in the air, and we can start thinking from cri-
sis, primarily on the economic level, that strikes western countries. It is the
development model to be untenable not only for economies and for macro-
systems but also for concrete lives of concrete individuals. It was time that
what is happening happened (the crisis) and that will certainly occur. We
the people are fed up of running to consume and of sacrificing our lives on
the altar of the development model that has finally shown its true face to
those who did not want to face it. The progressive depletion of increasingly
large bands of population, however, requires stopping immediately at least
a part of the crazed locomotive that leads to Apocalypse.

2. Land Consumption and Surplus Culture

Land consumption is a convoy that must be immediately stopped. In
this case land consumption is used in terms of buildings that are useful
only to speculators and, unfortunately, to sprawl addicts, those who have
not yet understood the cost of acting like the Happy Fews without having
gardeners and various personal service.

Amongst others, sprawl and related mobility, is one of the signs of the
point of no return in surplus culture and of irreversible decline of the de-
velopment model that is connected to it. In recent years our country has
been concerned by a strong development of the so-called urban sprawl or,
simply, sprawl. A settlement pattern that, in the description of Salzano,
shows «low density, unlimited opportunities for expansion, specialization
and segregation of land uses, discontinuous development, lack of plan-
ning for large areas, prevalence of road transportation, and administrative
and planning fragmentation, gaps in local tax levy, large commercial
structures, implicit discouragement of homes for low-income groups»
(Gibelli, Salzano 2006).

Sprawl has often been welcomed as a sort of added value and expanding
urbanization has been extolled. In fact urbanization is always motivated by
good intentions; land use is described to public opinion as a necessity of
economy, which will certainly have a positive impact on the welfare of citi-
zens. In fact the existing urban sprawl consumes much more land than
normal urban development, particularly if new areas are created with a low
population density. Very little or nothing was done to contain unlimited
expansion of towns: indeed, in many cases, urban policies were encouraged
by a pervasive political system.
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At the same time, there is in our society an emerging new pattern of
housing, still in its first phases. There is the need of different towns that are
oriented to sustainable development models.

A future-oriented development must reconcile social equity, ecological
care and economic efficiency. This alarm was understood by many people
who demonstrate the need of new lifestyles, often without an actual aware-
ness of how to translate this need into concrete action. These new lifestyles
are aimed at more sustainable ways of living characterized by the contrast
to land and energy consumption, and generally to all forms of waste.

A strong critique is expressed by several parties to the development we
knew and we know. Emerging realities are convinced that we need a deci-
sive ecological turning, on the one hand, and on the other hand, a contain-
ment of waste of resources. Our belief is that there is a widespread request
for different and better towns. This request is struggling to emerge in tradi-
tional urban contexts because, amongst other things, mechanisms of politi-
cal participation are delegated to institutional and non-institutional bodies
that are not ready to rapidly respond to these instances. It is increasingly
clear that being ecologically correct when building can solve only a part of
environmental imbalance. There are those who feel the need to escape from
surplus culture to find truly sustainable values and to invest resources on
local community. It has not yet been metabolized by a political system what
is probably already present in the values and attitudes of many. The fact
that it is not so clear does not mean that there is not a disposition and an
environmental sensitivity among Italian cultures and subcultures. These
dispositions and this sensitivity probably are to be merely legitimized.

Yet, in this framework, niche experiences are emerging in Europe and
Italy (BedZED in Great Britain and Frieburg Vauban in Germany, among
others) that seem to react to the image of space theorized by Baudrillard
(1991). The experiences seem to seek new forms of sociality around the
idea of sustainability, environmental respect, and attention for organic and
biodynamic agriculture. In Italy these outposts are seeking full expression
even within significant urban realities; they are mainly developed in narrow
and sparsely populated environmental contexts and, in our opinion, these
experiences are carriers of more extensive and shared instances that need to
be fully legitimized at the level of complex urban contexts.

3. Essentiality Culture As Compass
It is necessary to find other models that already actually exist and that
are probably buried under the ashes of a fire that is our responsibility to

revive. One of these was inspired by the culture that we have been defining
for a long time as essentiality culture, legacy of ancient rural origins.

16



Inside of it there is not only a model of development different from the
model in force, but also a peculiar idea of territory and its symbolic value
and that could be a way out from the point of no return represented by ur-
ban sprawl and the mobility model attached to it.

The climate and social crisis we are living in can be faced, if not solved,
through a rediscovery of rural Italian values. Essentiality culture, related to
land, has a life know-how which, if traced and found, can help to rediscov-
er a sense of justice and redistribution of resources. Any technical remedy
without these characteristics will be un-useful since it is based on an idea of
development without progress.

There is, at least in our country, a culture that can already count on a
strong sense of justice and redistribution of assets and that is able to with-
stand, if not decline, a strong restriction in lifestyle and consumption. The
aim of this culture is to leave something for future generations and to fairly
distribute assets among different populations. A culture that does not give
way to individualism and that has always considered sober lifestyles and
consumption as a costume, as well as the ability to cope with little and, as
needed, with even less.

It is hard to get out from a context characterized by excess and unsus-
tainability by a collective, repressive and impracticable decrease as the one
suggested by Latouche.

Authentic green marketing may not be limited to the bridge (Smith
1998) that fills the gap between conscious and environmental sensitive con-
sumers and the widespread and apparently ineradicable desire to maintain
typically Western styles of life and consumption.

Green marketing can be different from green washing by going beyond
the placebo effect for those aware consumers that through green brand may
revise their consumption behaviour and feel they have done their part in
some way. Green marketing has to walk a straight road, without pretence
and deceptions, and paying attention to welfare of all. However, this re-
quires a solid base of values that is not compatible with the development
model inspired by surplus culture. In this context the reference to culture of
essentiality appears immediate and self-evident. The belief is that traces of
this culture are rooted in many of us far more than it appears at first sight,
and far more than anyone can consciously perceive.
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Marketing for Territorial Competitiveness'

by Matteo Caroli

1. The Main Driving Forces of the Evolution of Territorial Competi-
tion

The competitiveness of a region is decisively influenced by three main
variables:
v" general economic trends and the consequent development and indus-
trial policies implemented by the State;
v" trends of geographic markets;
v’ strategies of firms, especially in terms of international development.

There are also a number of "extra-economic™ conditions, such as demo-
graphic, political and social trends. The first major issue the competitive
management of the area will face in the future will be the structural reduc-
tion of public costs which are expected to characterize budgetary policies of
Western countries for a rather long time. Conversely, we can currently ob-
serve how the areas that are characterized by an economic growth are in-
creasingly investing in the determinants of regional competitiveness: scien-
tific research infrastructure, training of human capital, and support for the
development of local business. The trend of geographic markets is a fun-
damental determinant of the new balance configuring in the different mac-
ro-areas in the world. If there isn't any significant change in their develop-
ment rates, “"emerging” markets will represent an increasingly powerful
magnet for productive activities and resources (including qualified staff),
becoming the main areas of value creation.

This effect, combined with the improving quality of territories as de-
scribed above, offers these territories the opportunity to become worldwide
leaders. The possibility of geographic areas hosting mature markets (and
led by highly indebted governments) of not losing ranking, dramatically
depends on how much and how quickly they implement a strong recovery

1 This paper is based on the contents developed in Caroli 2011.

18



of efficiency and value creation in the use of public resources; on the de-
velopment of effective forms of "public-private” partnership in the creation
and management of regional attractiveness factors; on their investments in
innovation in order to promote new products with a high rate of growth and
on their strengthening local business, in terms of size and availability of
competitive advantages. The third force that will influence regional com-
petitiveness is the model of enterprise development, increasingly character-
ized by international location of production activities. In the past this
choice was primarily dictated by the search for a cost advantage; today, it
mainly depends on the desire/need to achieve a more direct presence in new
geographic markets where there are the best opportunities for growth. Less
restricting public regulations about production processes is another im-
portant push for the localization of productive activities in “"emerging"
countries, especially in those sectors in which such regulation have greater
potential impact on costs (pharmaceuticals, energy, and heavy industry).

The development of the major groups in emerging countries is another

factor to be taken into account because it has three significant effects for
our production systems:

v' strengthening the competitiveness of their territories of origin
through the increased accumulation of physical, human and intangi-
ble capital and through the expansion of supply chains;

v" intensification of competition, also in western markets, resulting in
an additional "creaming™ of local productive fabric;

v' pressure on the best equipped Western companies in terms of tech-
nology, brand, market-share that are considered as targets for acqui-
sition or merger.

2. The Possible Effects on the Dynamics of Territorial Competition

The combination of forces described above establishes a structured and
growing intensity of competition between geographical areas which conse-
guently has effects in the formulation of policies for the development of
territories themselves. Some effects are already in place, others are likely to
flourish in the medium term. There are at least five effects that seem to be
particularly relevant:

v' the need for more effective integration of development policies at a

local and national level;

v’ the increase of the "“critical mass" of the territorial supply necessary

to be competitive at the international level,

v' the reduced capacity/ability of companies of any size to tolerate inef-

ficiencies of the administrative system in their geographical context;
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