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e 841 E ket ol FAanALs
oAl A, A, AHY Z3tE FHde
A &7V538F AME] (sustainable society)® <
Hgolgte SHAA I Wikdo] AA] =

PPAR e ALS - A Bl

2
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! =
stk 7199 wEe WA TR F4
Bz oEsEed & g AANTEY 33
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o
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, g
guld 28 AEak 5 T &RAY &
frE 39 AA-H A Uk oA H
21A17] &=k 53] AX=e asS Aw
JAF APE Az EAEA &t E24
Zos o ok =3 1990dT 2wt
AT A" FEHAH AYH
AA|2=de] B3, i 20049 FHAE

o g olF 7 FAEE A oY@

244 ¥ae & 2 Fas) Ak

A58} AABY BF SN FH

=7b g9t gon, AAAge o
|

a1
at
% Fash el Fefske 2S AHIHw
7]
e

o

QAT oAAgle] FAFAHA o=z Hrigt
T ATk
a8y A=A EH A B HlBHo R
WS = Qe 7199 o] AFH wiA
S e R JETFS A7
t} (Raffee 1979, Raffee and Wiedmann
1985). AFs|-AVE A @AM FAvAIE

fo

¥0 ot o
b

Fo Hze A 2HREe] A A
Hehe e dejek MAE = F Ao
Fash BA=E @ A L38Ed
WS golshy AT Farsh BHA=E
24 AR ofuEt E=Alel AAIA<] 7
W, 23z 5of s, A, wgel A=
o] AEHAT (Klein 2000). S S} vl
=9 A SumellMEA} WAEFE, AN
28F, AFH T A9 B A
oEl Foh whgERel 2A%, 22 F
= Ao A @ REHer st
= (o HEEFE=S Hinte] Eal) og
SEAA SO AT o] A

o
THY giAe} AHle AIE FE3HH, <l
237 53 e FEAs T EA)
AL Zfot awelA o] sfTIAR
HAE = 23S 23t ok

LR vHAIR ] tigk WlEA Az A

I YF Eold AEFEE £ S A
1990 o] SElvete 28 AMA 2=

A JE R 4Ee o)
H

(Bosshart 2004). FgF A|AIste] & 5ol A
53] 840 tFHI Jde (Fu)uAE
of gk Ak3e] WA AlZbe ALH7]R| 9k
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189 Sfslol A /e DA TEY
el =so)d & 5 Aok 1 A% 5
MEY, BA5 5 AR 4479

A, $EHRAGAA B AT F
2wo)dte] Al A% FF7AE o
B AsEoR W Fobst 2N A
AE3 Qor, FREAgEe AA 2 A

BEge AstEa ok (Klein 2000).
ALS - el E Aol AA Aol g
AET e &Py WFste A&7
LR 7P 2 A F9] sfuelth &
Hlo] wiFste IRl ddg =43 oyA
Age 2748 FUARen, FFAos
A4 (local), XY (regional) 18] HAA
2 (global) WEjA|Z=H o] HRIE 2
t} (Meadow, Meadow and Randers 1992).
A7) B4 (the limit of growth)e 7 A

o

<283 5)3 ddo] ok =7k 3 A
A Al ol Aok AdEEAde) Ao
7b S8 FRHA Fehe A5 53] AN
F e w2 ATARES old wE
=24 BE5e 9% =2 AYFeEs 2
g Zola, ole A= 84939 okrdow
WS Aoy Ty o]H e RS 2147
o 5014 t% o8t 2 Aeg gL 9l

THSchmidt-Bleek 1998, Von Weizsicker,
Lovins and Lovins 1997).
oj¢9} e BF FHoA FHrARY A
3-AE A 3A8A s AaATIH F
A FFE F2A717] % A 79 7}
A& Raffee (1979)= o3 2 l A A5}
Atk O AFLA I8l HIYFEA
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A mHAR, @ FX13 gite gz A A
QAR 9 3417], @ FHrtARY QA
F-ol/as},

A WA 7FsAEQ ARsA 1
A eAR S %l]’ jo= H
227 #Ego] Aok F #A 7t
T2 titoz2A FrtAE Y o
AR EX7MASE SAHF SHE

tito 2 A Z7Fx|7F mlw]stet Al
¢kl human concept of marketing
o] olsjBAAE (stakeholder)]
TS AT, A=Z<
2"l 15t &3 wH
3+ 4= o (Dawson 1969 and
1971). 28} ©]#3F human concept of
marketingS A, A3, AEIEZ FATH=
A &71s4d9] 34l 718 = (tripple bottom
line)e] A3 =3+ (Raffee 1979), AAY

Tg3}t, 22]a Aol A dgel wWE

o

=

:%ﬂrlroimgw

N

N
N = ok
o o9 &

ol N o o fE K N o ox
ue)
o
e rs
>~ Io

&

Y
e
o

A A, 295 JGA olgA
4 4 dE/bt BusstE BAS WX
st ek

gebd B =Rl aE JYriAPel ws

g

5 Fohe ol#gr 74l HEH 1gn
9H AGGoM AE-AE A BAHS wEY
sto] oAl FHHANA =Tl g
oqabAA AFA HIWWHES EAs| et
gtk o3 JHdE HES dd AEbs
AR FAAAE A - A4, &
HIA S a8]a 83 (normative),
e (strategic), 94 (operative) 1]
3 WA (transformative) FFoz FE
star, o]of] sl gt
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TE T 58S FJAATIA gow
A @AM ZE ZAle 7R EFE FHAT
£ Ao 2 (WCED 1987), & Altje E&
vz AF7F AEE 5 s 3

AAH o2 X753 5 (environmentally
sustainable scale), A}3]Z o2 FA3 Euj
(socially fair distribution), AA|H 2 a&
Z el v& (economically efficient allocation)

oeke Al M WS BAG 27F B8

7F =], ole A&7 Ee] 3 7]
® 52 498 ddidelzt & = 3l
o A&7bse wHe ARV AAH Wy
& fFABIAY FEA7I= SAl ol A
slaart g 5 e Ao ARl 59
of A19x oA eshs g JhdElE
< oujsh= Aotk webA A, AHE] B
Aeggez FAEE AL7bsAel 3
71 Foleke A2 BAA WG, AEF
gel, FHFEAE 247 AT FAA
Atarel P9)E e g rh 2y A&7t
T WAL MA@ ARl AAY

=
- TAlolth

199243 Rio Conference’} /W& E o]F X
w10 9 Et AETEed wd mdo

3 BHES 24 (operational) 0.2 3}
ofsl7] gk ®Be =¥o] HiiEo] Yt
53], A&7bsst dde digh o] ¢ |
3 = S e A st
PN L= X5 FYste o ZA 7]
a2ttt (Meffert and Kirchgeorg 1993,
and Turner 1993, Peach and
Pfriem 2002, Schaltegger et al. 2002). A<
7heek A #sk de] 2=EE ¢35
IHE F Ade FAAFRT FxApdo] A
AlE)a gl ol& 1HEE] AYshd o
7} 2t} (Pearce and Turner 1990, Meffert
and Kirchgeorg 1993, Peach and Pfriem
2002, Schaltegger, et al. 2002).

HA A&7bss e o=
o2, ez g FE o] AAEH

o] A WA 3

S7b5e AL By

Pearce

317] $%k #7A| (circular economy)2]
Abaret dA)gheh A &Tbsgh B Al
= AR =R A 2=E
Atold] B #AIE o3 EARDES T3
AA sk, o] 2RE A A A&
QA BHEY fgEo] A AhAES BA
© AHEEAAES7FSEAY AYFERDES
=353l ) (Pearce and Turner 2002).
£ 5o 599 AF £3dFE oln
3

1990 ] ZuF H7|Eo] #3 oA 2



= 3= Ko, AAE Ao
AEdde FAAZ 8, FFH

(Kirchgeorg 1999). A}19] #4713
84 IEHT AAFEYY =

A), 9B (BESR BIv) 753 9Ex
] ARR), A ABEFAES] AR
EE oY AATFsAEoZe] A B
7 P AHF A vk 2y o]F P9
A= F2 A Aejr=H 2 FAA 2H
AN GG AL A7) w2, JHE 7]
b A AGE A FAAQD RS
oA zzsl EAZE WS (Kirchgeorg
1999).
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, 2002
BAL 97 FEUZA
A=xpakgdo] B3 B4 (report on the

a partner for

sustainable development)ol A= o]& #H

o] W&s] AAHL A ¢
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HEUHT €8s &
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°Ji1g] Uﬂ?ﬂ—tﬂ- TAL X%;‘(ﬂ@x}] 2 )
Al FAelA A&7l 3 7]
g =9& Tl FHIAAYG F
BEdn. 53] skedT, AR 7
Ao e e A B3, ALS)
2 E3xo AL FE vha Qloh
3] A&7 %ﬁo] 7]%@%‘94 M=
SRAAR
S A= T3k ’_‘:rL"‘SH of O]"EE'", ]
o A& A
2Hlogo FS T @
(Schaltegger, et al. 2002).
7199] ABAA H3k 79 A 719 8374
D 2 AREQE RG] Aok HAl=
7377kl wlsf 71‘§°] } 5‘@“@ ﬂ‘ﬂeﬂx—‘l +
kel
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rFI
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BAA, ﬁ}iﬂ A, EZ‘—-_!Z‘# (physical/ecological)
HT Alolo] TAIZA, dRk¥o=z ZHAH
7S AHAE FGE Alely #AE

S, Aleld GsAde HHFET A
E Aumeqs 2E de NgEo R
RE sEE RYA AEH 9 wE
Azte] #l w &4 Abole) BAE o
wl gk,
2.2 A&7suA" e g
A&psriAR e AFAA B A

A At A 3 AT EF E
BolN A%7bsrlALe] Aolol e F
PRE wdde 2o wisdt. ol
wp g ATe] wetlA A& bsus el o
# NPT Amste e FRI 4%

449 4 ka4t =8 44715
Aol Aqe] £de B whAH
Ane) 39 we Agee gy 44
Moz 71z pHRANES B3l AFAA
serA £ HAH 87 YA WL
of uehte A% FBAHClG @ + 9

ot old wWeEA] B =FdAe 7E
AR AN EFHet A& TsrHAE
E4e meopstaat gty A&7bsriARS
AR AR o] AAlshe =gl AMEA B3-S
Fofgh ol Edsittal He AlAE &4
St} (Belz 2001, Charter 2002, Kirchgeorg
2001). ol#gh Al vHAIR A ALEA
B whgste @ds)e At skl gt
Holgt AT LA gIsira &
Atk wEbA AETbsEA" 3 AEA
MEE AAolglr] Huhe vAIE AT+
Aol HPFPo] on|E zZleva
T AUtk
2 AFAM = A dA7HA wHAR AT
oA e, e ]—,7]-l‘~ﬂ}ﬂ]‘5]9] A
= ‘:} gk wHAIR A
oFStaL ( 1194 2006),

e mEE X -h o 101'

AR A E: 1960””1101] S A
& (macro-marketing)2 VAR &5 0] A3
o ol| IS wA=7E A7 HA R
8 3o oj"w JI¢ES v =r), aga
AR G50 AGA HAZA 7HsHtel
s #As ok AARHAR A7 EA
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q5 aglar aAY aFo] B3] H%
AR EEY A& oW JIFS VA=
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7hl 2248 T 5, 1990dde] 533
H AoEA 11 vAE Z2 AJuA" ]
gax Ede vAAE (micro-marketing)
T2 MNATIYSTY S5 FHEHe
HhH ) 1960 ol s AARAE L 7]

E9 FAAR AsolA Yehde AHH

rlo

4
894 712, AHE NFE L A=d NFoE
nEsE nEy sAYE2Ee Yake @

PR A AR 0]
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A v AHEHI=

(Kirchgeorg 19941, Sheth 1992). ®|A]-AA|
2av}l (micro-macro dilemma)?] ZZE &
3 mAImAIY L MRS T 1
Ao B Ar|AHow YT A RF
I A5 EujE= &4 (false allocation)
< oIt a7id], AARHAES 44
Zolal AR AAGFA Q] wAR S o] AA
A el gt HE2 AYE e
ahal 2= gl

AL EtA " 1970 ol 5735 ALS] A
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AAY AT ARREE B AN
2E9S AFFE NGYring Jgo
2 3FE Fafolth A8 AFA vhAY e
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W Sl A g bR welAbE B4
2 e

A AE S wsEe] FAE AL 604
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olgt= AR EEY Aol kA WA 7]
Aol ALSA A9 e
2hgt 7148 o] W wEoloh ARS|HHA
"2 g AFH ARSEH
Y, A/ AERFE FFEEY ST 3
9 AFA ALSEAE (o wpekAing g
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o] FA4)e 7 FREH, ALFWHAES] A%
2 FPAs Hlg e 7| dEN ol g7
ol d FE Utk A&7 AACA
A2 E3Eapdo] aljEojof dthe B
o wet ALSEAI" O] Q1412 A &TFsmHAl
Yol B3d 4 Utk

w7 A" 1980d ol EolA 71 &
59 A AP we} Kotler= Wl
7}HAE (mega-marketing)S 1A% vlAH
o] gFgo g =93t} (Kirchgeorg 199411,
Kotler 1986). ®|71v}AIE &2 &4 W
G2 Y e Tl AN 7S
g5 4FH0 FAE f8 A9 5 sle
S = Ad BAA,
, B "y FF3dFl aH
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i)
st

2 4
K
=
2
I

A, A8E Aol s AgALS A
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ol AEuAE
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(eco-marketing)-<
ARl A FHRSERO
2o AderiAE-S &355ke =
AS 93 BE AATFH
g, 24, A8, SAE TESh 19k FA
of ejviAE-S A9 &8 ot 17
I ARSA FAFAER)Y] RN dAle
58 A 879 A&HH TS Tl
FTohe 7I9EETE @A E o Aot gt
(Kirchgeorg 1995, Meffert and Kirchgeorg
1993). AyHviAE ] B[RS Q45 o|F
oquie © Qo] 17 FAA #AHFL ol
ARG #HoR Y, 53] A
3o a3 ol HAAHE HA T 1F
o AgrAR e FAde AEAN T
HEY FAA AR A H3ko %ﬁc’] 2t
g i Aok 2y AeAE
s AAe] Az ASAH H3i1Y fﬁ%
o] W3 AAEHA gerhe HolA
7heutA R ZFol7h Uk

Belz(2001)= 54 AejubAR (integrative
eco-marketing) AANN A FQA}e] o 2
AHE A9E H8EAIF AE=AI717] A8
A AR g o] gotol A g5 Z
st AVE) A 3“””3]"1] HzaloF s, 7]
AL HEA vHA"S B TEHES B
A ARdE ﬁ%ﬁoi %i} ]75| of gtt}har

= e oA olsBANT
W% }ﬂﬂﬂﬂﬂ gE AdE Hng
i

A&7FsmAR: 71Ee] vHEAA S S
= H
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FR9Ee] 559 2o WA S¥d 3o
& ol oA, 531 59 49
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3o Ajte FE3| gFoA A ZYch
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1 BRI 7ER S g stolgr & 4 9l
o} (Meffert 1995, Becker 1998). ]3] 3kAd
I AP AslEa e SZHEAAA
Al 3tollA 7199 BASAERE 9 A H
o] d&ks F3sitl o|Esk o3fdllA =sk
o] R|&7VsuiAE (sustainability marketing)
T olFd AYFAAeE HYT F Utk
(Belz 2003, Balderjahn 2004). A&7z}
YooM= AZAEFE (/B vE
o] BE 7|49 dS ¥ghele ol AR
2 37 AFH =4S FdH ok = FH
gt AR (WEI/ALE)] AAEHH
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e F3E 7l gF osiy, g
/\]@Vq oFfE Hulgh AHHA FTFAT
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(brundtland—commission)®l| A = 7§E &
Egi7t 349 A&7FsAAY FHLIsE ol
7F vlge] Ha k. B =FolMe ol

o 24 AT uee] FEHAAM A
B 2 A B FE&e T A H
A STe] A&HHQA T3 AR A
A 2 AR A o A AAAZE
T e BE A, RIAES adE A9
e A", =4, 4%, A= Ao

= Aot

. A %7h5mE
JAAH A A

AgThsuslEe] g4 AA weEa
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ST ETE

}

j=qe P

=

ST E L
EEES
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1> XE7S0AHEL] oAdY X|EF 24|
: Belz, F.-M. (2004), p. 476& 74, B
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3.1 Ab3]—AelA Al

|=]
54

EREEE

S0 A&FRsuAE A 2 WA el
T oA wAlE B9 grge) 54
JERE, AESEFe] we et
AFS] AN s} AEE BAle] A

a2)n wASTe £ Beo] itk of

fr to K

© ASASIAR SAk A A
1% goe FYach

A&7bsuiAE ) FHRe AFe A
B AgosRy Ut A8 2 Au
Fele] 2 AR A} @ 5 ek A
AFFHTNE TP FAAT BHe
QY5 e L A E BRG] g
PRE AF Ve dF Sof A
Azl oAk AFel B7, A8 agw

ﬁzﬂoﬂ e 9ese ZAE 4+ AA F
B AHoR Wrlshe AFALEY S

%%g;_} Fo] = 4 Qltd (Projektgruppe
okologische Wirtschat 1987). £3] 234 3
7} (LCA: Life Cycle Assesment)e= A|&0|
Al 7 A= FEFe] FEslstet 1§
gk gaolgl & 4 Aok (Umweltbundesamt
1992). T4 oo #AGe]l Al 2 Ab
312 7o st AFJFY EHS HAF

o FHS % FR EfE AFIh
o] Ae EF oHd FAS] AA

r &
e
£ Mg

ool o i

¥ Qs

5
L

o
HU

Ao we} thad). o
Nele 2 15, A, AH, AR
A9 o A%4 Aoz FrY
T U (Splller 19%). dlE = A&k
A5 AHEEANA ThFd A Rals)
A BAZE WA v Gl 3
> QRIS WATAL BN o)l
—511]7]— WA 3t} (Belz 2001, Liebehenschel
1999, Meyer 2001). &fu} ==& Ae] 2 A}
3A A4 Y3 AT JSYYHrE =&
ESAAT AFHo] Y (Kaas 1992). ¥
A AR FEF7E AFY SAITFS A
Sol Bl g F ol wie HFsta 4
SHAl 2AF B dkefe] Bt B
SAA). AR AEF Gkl g
A& AL BAAQ LBl A= A
F9 74 9 AL RS vk RS &
Bk Zlo] vl ojEE EAZA & 2‘
A} A FE 7 EEo) L A zuls) 2= 9
(W2 E44).
uAEF e} Fuj gAY H B A
e AAE Beolgs Sl
AT (Bansch 1993, Belz 2001). H ]S A
o] 71&He] (AHEREFH} vlEo AV|EFT
Ao (FA/H ), BIEFY (BlS

AF5
9]

o=

ro
HHD 414

Rl

=2

O

o A1s-AH A

2
Bejo] mAje] oA AEH)

AFel & Aol Hls| =& AF A4
B4 AFe AEwod gl ol @
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vl g e FEZY/AE
A A 749 SR dAee
F Tk Ab-gE R o s
Ae-ge s BHRAD 5

A, A8 A O E FEHY vl
200D). A MA 1F5S =&

A
fu
@ b

R:3
2

;9 2 ey
-1
HE

= b
)

-
FN
3

~

}3]
-AEA olslel dis] s, 2R b
3 Ar7} 2 AT Holzl AHAAISTS 9
Hjgitt oy gk ALS-AEHoR FEZRI
2HAE Y8 ARS-AEA AFESEEE =
S A7) ¥ ERIEFHYS Eydozit
wEbA] o] AHIAATS AMEH el F]
A aga des Aede w2 vE/7H4

> F83E AAE ANB F WA 1F
As-AEE AESHE =
el eRze) 4] B ERIEFRe
A4t 1 ol de] Bejs gt wlg/ 7k
IEE FEIAATA WE 2AATE
3} xo ;QE&] =3
A Bl ol AR A
A g AFA Oz EA7L Em A A
1 oyl

rSL'

[ VR 1% N ot H rul

e AH ]x}?il «l“lé
ALE] - Y Bl A fﬂl ¢
7FeubAlR o] A2 <l

BHYA Aol ofyzt HF ol &

.Oﬂ—%%

v

>
>,
ot
S
o
£
Y

>~
>
D
2
o

3 A EAES] Bk
}&Urﬁu 25 (Spiller 1996),
Fa AAF 2 aga NN&EF il

oeFst 94 9 "Hoh (Ottman

2

5
il
off i 2 o 4y 12 X

uiﬁf

2 ek o X0 rlo Jp
N
r lr

m
flo

1998). Lejv} A8 g Algte] B33t
of me} Wt <& Fol IFFH A
e ARS-AE A AFe] viAE ] FHY
st AnE gtk AME-AEE FAES
dutH o g HZAA7IE tial olefgt AF L
ZRE Yehde A4 d93-T ve%
AL Axste Aol Fas3it

A AR 2l F oHA gAY A H
BE A -AEE EAel mAET Alo] 9
wHE gofste oty d=9 AIEA
e wyol v =AW 7P A&Evbs
nA S 23 FE8Z g go] EA)g
th ole dlE B9 2929 AEFRFF
A AHE AT 5 ok 2929 A8

u ool @ BAe w3 agle] 498 Ao
B A&bsriA"e AFH s A
Bg o] YA o g AFHY F U=
ARE 2% F= Utk ol dE E°
ALE - A A7 4] ARIgle] FAa
s aABHOZRE wx| A9 o=
ZH= AREAMANA A ®BoFETh Fu)
Aste] oo AL - d BHe 17
o] BHNA Aol Fojudd HlE 7%
gzl aga 744 53k 2o 7)Fo] wjg-

Fad 982 e FHe olF WYk

had

rot

3.2 A&7bsrARe] A 3

AV ed B mde nppRe) BAA
x40 s} 2RHoE IR AT &
sk AR &2 2 PEE wHe A
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2 Hol A HEshA| A e T
ol A o]tk (Becker 1998, Kotler
nd Bliemel 2001, Meffert 2000). v}A & 2]
Fe tad 22 F 7HAY 712 AA €
7% E]- HA A HA mAE Y 7]EAA
32 AAAY] fikelgte B ol
0131L AGRBA AR HE Eiel
e AadFezd weFe] o wjEHEc
(Pohl 2001). A3 wHAREAEC] 2 &4
AAE A1 HAFH vHARELES A%

vl

fE o

o
UCJ

3 ororr

i rlr N
E
[o

R Atk ol m@ oA
Aol Dol A A7) AR Do zA v
o] olsjoldE RARG. T WA oE

R CI EEE
MAEH BAE (3
AL %—a—ﬁ agske A8 qwe %

AAIZITt (Pohl 2001).

N
2
Y0, o
2

O
rTo
Borr

A&7 d W 2dE AP A&7ts
PHARE AEd 71RAATE 2240 EA
A1 ol FEHAAE A5 A=Y oY
o AR B AEA Ao S 2s)
3 AETFsEHAIR ] A7 HE 71Ze
ZIIske flge]l EARTE olHd Wl

o] o]9]ol%= human concept of marketing,
Aeul AR 2E]a AL A EFA mHA|E =
AAETH (Pohl 2001). wHAIE 9] 72 Ed) <}
HlZH o2 =Astn Aalgh 7)Zof EA)3)
ofRt st A &7Fs AR AEA A

A a8 AXNRFF E3 Ao APEd
FET 34 2 ABANE 270 AL
7 AAAA AN AfFH wae 1

A Alol A AT} Ao A S Fuksls A
2 Az, AT FEFEA OFF, o, A4
), AR BAA BAAAM, A Blast

of Ao A9E T3 ZAA ok (Pohl
2000). AA AFFEH Alale e 7HA,
ZHT 28)al 7hs/dllA Sttt o]y g &
Aol o5 HAFZ wARATYH] Aujst

= (A)AFF9] Herele FA57] oH

% 3 4% 2AYAE ASS 3T $42

O
o
)
B
P
i
1:1
B
_,>i
iy
©

e %ﬁ]ﬂ}ﬂ HollA wAd 4 9l
(Christopher, Payne and Ballantyne 1991,
Payne and Rapp 1999).

AN AR ADE FEIE A%7bsH

=

A®L AZ+S homo consumens (917FS
SEO|ITHE FAAI7|A] i, 23]
A7Hs AL s 9 (A, 7=
A oA7E A, AR, AAA, 182 F)
oA FAEA HH QIH &5 (2 F
AN @A I FiEo]

] qtﬂ'1:1r (Pohl 2001) S
o)l ¥

N ER

& F

¢

}\]11— =i %;ﬂ;ﬁ Bz

1
AR ERAAE 2 M B EE
At ALbsrARe A9

=]
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fu)
>
>
)
»
-z
Jo
u

2l Te3he] slof of

£ ¢ Adt+ (BUND
and Misereor 1997). A &7}sulAELS
9] - 24 - F g o]EA(mobility) 3 2&
7122 QIZke] &FE A Fgit (Belz
2001). ol& <IZF &9l 7|E EdE FHSE
M ghe] A Jdel FAE 4 At} (Ulrich
1998). A&7FHs48L 7199 AHAAAM= F
HA Axde7t 9 5 Aok o 22
NA@ZNA e Aldls o3 Zue F
HoFET

A WA AlgE S1Funf High-Tech und
Holzbau AGE 19963 EZAZ3AL A=
7vet T AAGATE A oA 5EFH
FES Ayt A9 dEE BEUE AF
st7] 918 A" 71dolth o] 7S Y
Ao Z2x &Fshm 1705 o] d= uA
AleF 12jaL 4009 =9
T FHASZI S Gt AGFHAAZZT
7 FEsta Aok (Belz 2001). 1L =gt
= Al A Mobility CarSharing2 19973
28929 HFF3 Autoteilet?} SharCom
o S Fa v©AstAl =HAS Mobility
CarSharing =912 Ao A3 100070
o] Aol FAbEo] AREHIL e 17004
o] AFS BAsta lom, oF 6% W
a3} A 20043 AN 7HF 2 Car
Sharing ZZolz} & 4 Ath. Mobility
CarSharinge t3uE%e A4dizls v
£ ZA%E MobilityS 7FstAIst Atk
Mobility CarSharinge AH52}e] A th4l
Abg-olghe ololtjolE AR dfal Jom

rok

A
&3
S
l-fEI
N
)
N
e

291204 o]EL 97 FHAAL A&7}
53 Agoz AMSE AS B s

Atk Belz 2002).

A&7Vs8e Aste AL 794 H
oot E=3 7Y RS WA
KX FBAQ FEFS wHHh oldf #gh
g dzA T AUA71Y9] BP (British
Petroleum)E & 4 Ut} BPo] AMEEE2
Aot AA7k=Y gAY £31, 7k 1A
el FHe T Ark ey 1990

HHEE BP= Al 7 oy Al #d

A &5 35 Adsksta Aok ol#gh

N
4
i
X
o
[2ed
e
=
o o
-0,
o]
o)
3
=
2.
¥
=
o,
:

N
A
N
o
=
)
o
tlo
L
e
o ofy
fo
o
41

e AR 2 AR A A<
AR GZFA7l= AHoltk (Raffee and
Wiedmann 1985 and 1989). 711<] w3z}
71893L 1980 d o= A LHAEA
=0 (Raffee and Wiedmann 1985). 121}
21M717F AFEE AN ZIdES A
7Felds BT oulolA =g |

she M 7|EdHES sk &
3 ok ol#g Wske IAF R EF
= 719 (¢l: Unilever, Nestle $)& &
£ Z24719 (o) Neumarkter, Lammsbrau,
Hofpisterei Stocker, Hipp 5)olA 3 ¢35}t

of oX

i o o

i

O

A dehda ek old@ 58 wsets
g7e) i@ w-gds FAG 719 W
Ao AgFe 4ol & 5 Utk
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Aeje] Aol dd PAFHE 7|99 &
Foll FFEHA 2ow Fgrrl "ol
(Raffée and Wiedmann 1989). <& 7]d|l A=
A&7Fsde] BHAA vHAR AR}
7t AdE 7HA I B okste AAA H
FETE ofle} A g9l AR EiE EEgH
e sorsttt (Dyllick and Hockerts 2002,
Kirchgeorg 2002). A, A13], Aejd #4
o BFAN nFL 53] AEY 4HdY
o &=+ vl =Y (Kirchgeorg 2001).
gk AA, AL, AR FAEE AE5TEs
49] 3 71 F9 d3H =AH B
TAZE ot ZIge] AFHoR I A
glofsl= Wslehe AW tig A
¢l aEet AEFQD ZEA2TL Zoé}t}.
A&7 AR AA Y BExe AHQ 3
(d: W73 oA ZX) &=
e (o 2006350 FFAFE F
H& 20%014 24)2 T8 3
F Atk EAE ALE-AE A 254

717 RN 48 elolst B8 )
}\
O

L r_YL i M o

3.3 A%7FsntAR e ek G

AVE-AE A BAS mAETe] BA
I A% F G NRAHL
W2 A%7FsuAE ] Andnt A

P oo

7hs AR o AEgE FolM e WA &
A o3 2ok ojugr g oA A
3-AE A AFTG AHlE7E BAES EA
4 ARV AFFH AuIZ=e] ZA Al A
ALS| - A B o] owgt TS =T
QA AbE e A AET Azl B
=712

Meffert®} Kirchgeorg (1998)] uwj=w
AE - A AFET AHIZY] ERAMY S
Ak Al 7R AR AR ThsAde] EAIE
ot @ AujFl At gorA F4 Y
71A% tEe] 374 9 AR RIS e T,
@ #4 % 7HH 553 FHoEA
g3 4 /\]'515‘@}“94 % @ 7]—75 549

?‘ﬂz—q"’] JXV‘%” ﬁxg% a1z
#HEE 283 AF 2 203 44 g
Ao wep 24 A2
and Kirchgeorg 1998). 4+
SRS AL - E T5F 4
i]*‘gﬂ]aii ﬂ"qi}"]% T AUs H]X}

=]

utet shtel e tE EXW” ?ﬂ@M 2l
FEo] Aot atRe] (A=FH)7HdA=
xAo g As|-AeH o T HFHL LH]
AREE 2qtRe] a8y o]&E FEshe
b 33T & e AEATS Edz Hd

Wl £9® 4 Atk o A% A} A}

[o

o

O
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4 Be A AE A
AL 5 Qe 2NARRE X

248412

2% 5 Yt FEY ARAYgo g
2
I

ry

L
ofr—

1
B B AFH 4 == FIEY

[€)

71A1F (Motive alliance)Z ZA3stH, 7}
AN vHIE s Qe 4EEE ol
& AYe Fgshs AT Az, Ao
e Sl dEJT (Belz 2001, Meffert
and Kirchgeorg 1998, Wiedmann et al.
1988). Al WAl 7bsde 874 B A
do] S AYsle I gozn F
d=Ad F Aok ESASH og A
5 AR-AE A B2 AlE
TALAYANE 3]

=
A et} o)e} pe IMYL A3

=

T AY (Raffee and Wiedmann 1989,
Balderjahn 2004). A&7FsAS A &=
A ZAES= A -AEHE AT
of, 74 a=a 71&d oY 7t A9
il AREAIE 579 FHAFS ovgith

£ AR E AFT Az 9

[N

K

Qg QA AFed F5E AT v
HQrgd Fag Az & & o
(optimal timing). AFS]-AE)Z AFe] A%
Tl Y wg o]foixe A9 1y
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e 8o oggdl AUy
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g 4 9tk Coop Naturaplan®] =& o]
9 ST E 2920 TP 2 Al
719921 Migrooll Al Bio= 21321 M-Bio
1996 Aol =dst= A7IE 23St
FoiF o s = AXYe=s <3t
FAA Q1 A7 HS &

ofste ofEf gl A
g3 2o uiEs
Aot 20033
TEE 119 3d

J=d], olF

2 M

L= S TS TR v SO ¢ A = Y
i) ot X,
>,

o
2
o2t
> o
g
iﬁ
=
o

>
= |
Q
S
N
=

2

N
H
-9
H
o
o
N, o

oo

o,
0l
2
X
.
:

=

SO-aE

i_t“

o

1o

>
R0y

D o
g
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EY

ot
o
it T
A
=

-Bio
292 ek (9F 25%9] AFERE)e &
g Hl3] Coopd wi&EL ¢F 5559

g (oF 50%9 AlFERFE)S ZokAtHBio
Suisse 2004). T3 Migro9] M-Bio%] <1X]
T+ 2F 60%E Bio-Lable “Knospe’d] ©]¢]
Al Aol &3k WA Coope] Naturaplan2]
AAE JAEE 2003d=e]] 292 719
°f 83%= 7g =4 UEEth (Bio Suisse
2004).

3.4 A%7FsrARS] 294 3

R

AN Ly

HsriAge Fae 98 9
A srAY Y 2 Fa o
Hsrig g gge A
FEA7W, AS-4EE e
g pante Arsse A%7bs
Aulzet & 5 9tk olgd 9
o A&Tbsd AFL AEH AF
FEAY 232 o B AgHY
AFHANE gEos e e
to} Al8H BAE oprlshe AEclY

&
2
dpx

s

_;L
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)

e lo RN @
N =~

4 oo P

=

u

—

z
ol

Jr
ol

RTINS
&
AN
o
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ox

o
ol
£
>
)
s

O‘l
il
=2
R=)

(GEEY d5Z 10221 HE 3T
A= As2HE = F Ao+ (Liebehenschel
1999, Hoffmann 2002). 7]&&Ho] 3= A
BHatiA 1-9E AsA7E EEo A A
T VeRE THEAQARIA A5HA]
2 AYPHA HE Belz 2002), 3-IH A5
2= wEfel] O o e AFOoZA #
FH oA etk AFe] B4 2 AR
3h HrbllM e AA RTS8
ol -AHE-ALEX ), & SFdA FH7t
A mEsordttt (Dyllick 1992). T3 &
744 (circular economy)E A|&Fs}H A}
|3} A&ES EFst= AFFEF7)00 o
gk ofolt]oiQl Q7oA S E7MA e #H
o] 8% AAPEES AFFo+ (Kirchgeorg
1999 and 2002). A&7 MES &3
AEe 4= durd sy 2

A&7 s AFo2A AEZ A2t o)
AArE FAE-GA|E (Fair Trade Products)?]
ADE & F Utk AYLF= Al o]
o] Aol F AR @ol A 9
St olggr AFe AeH AEA= vl
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AZ FHrEle oA 2 Sk
Aol e AFE BE Ao
oftje} @3z Aol v & 4 3l
tt (Belz 1995). AFUFS wdZT 2=}
(Single-crop farming)¥} ¥ AefA|2=H)
o 33, AEF gAY &, Asee
Eokol 94 18 a oA A AH]|S} o]o] A
HAE = 7] wEES 2T 2
vl o] 3 SAME A}EFH EAER

= Ao BAEZARAANA

)
=2,
o

o,

f
o
—d
12
Y
o
lo

o} (Belz 1995).
AFE AR o2 HF Aol AY, e o

9% B2 BYSY & dE 2MAAS
& EFQPoR WIShe B¢ Yo

AAERAA o= Ax
AT 206

AN BEe @zm %{’é}ﬂl 28]
SR A5 G5B ABS 1o
A axAg % 91—;: PR At
Ae b, g

AU A o] A A9 Q‘Q’ﬂ‘ﬂ =
A welo] Aol Welozo] o]
Ao (AAAZ S 2005, Kass 1992, Me
1993, Kirchgeorg 1995). o]#3t #H3S

Sk 72 AFs] B AEE BUkAE A

EZx0l 22 9 A#H7]F3 motive alliance
2 AA7I=d EAlgY (Meffert and
Kirchgeorg 1998, Hoffmann 2002). ©]2]3}
7"?}-4 At A% gks Al Alsst

= AL % AT, 203 245

T & oo d rr
_>|,j_|‘
m{m
ruln
> A
¥0
LG
N
Y
L
g
A
rﬁ
=2
X
r
K

=
o

]"Wr ﬂi«] Z32 g &89 %3’3}
o} (Huser and Miilenkamp 1992). ©]
3 AFUA)AMHoRE AR A
AAQ =4 Bdoery] s d2E

HEol 53 #4E& fdste (AR
Ee QAR wojek xS AFSSHE A
A=A a7l A% Fad FAE 5

4= ot (Lichtl 1999). o]#g 9] A
Daimler-Chrysler”’} 47338t PR} A%
¢l WA FUA o)A xpEStel| A AT
)t} Daimler-Chrysler7} A&l 353}
74211 Smarte] ¢ PRE50] ol &
A& FPst=d v HEF AR
A= AeE =AE0] orFo=
Stk AR AESAdS 2
A E AFstiar FAst7] #18) Al
AR 71#o] 15 B Fofst= AH
2 A]-2h (Eco and Social-Label)®] 5
83 o & zZteth ol
aHze] Tl A 41249
FE&H, T3 iAo r dy
+ "31:41 2 ARS -2t AR SHA
2 T AU ©A ALE] - Ao
A= 40]74‘4 olZgt YR B3l
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SERT = ute Al I QFcHARSL] 2003).

ALS-A e B9l EAEE e 4
AAZ T AL3]- ‘ﬂEﬂﬁoi 2FA]) 2nA
AZS 28 =& 7Rl ES F&eteE e
Aol diFeR v wEtd A&ETe
3 AFS Aoz AR AL -AH
AFhets Amists ik =, A
W 283 BEASE Edle] Avjstr] B
=, omdk 9w WA, $49 agw
ZAE vlA" (Multi Channel Marketing)
oue A MEL HAujFeHE T Al
A =8 4 JYTHFZE 2006). T3t 7]E}
SRR AETFsT AFH MuIAE T

o w2 do g Lo 31 o

3.5 A%7FsnlAR e Waka g

A&7 AR AN S phA @A =
87 oo dAET FHUX gL x
ol A A&7bsst AFT AMuze] =y
nHAR S AZE dTh A&TEsE AlEF]

- o]}q )ﬂl;ﬁo] u],;q]slo H@.
AL vE7] HaA 2ea wAR T
St 2 AR Abolo] WS gfisty]
© 334 283 AR A aie]
w7t gesith 719 2Eal AP EE
< o3 ALE] A EZFEA|2ol 23
z3tE olalFANA Frtslofst  AHTA|
AAANA ALS-AE) A AR A RS A&
A1 WS FHRlefopgict o]H st TR A

%—j’,]— 7g‘] T= xé 2 o }\]xl-_q /Hagzxquq
FEA 1ZEM A&T7srHAE A AL H

o

ojxofgith. o] s 5
shA] g2 FoE FHE V€ 729 F=x
2 "o} wg olgith 7|He 4 H
AX AAAH FsAYel digk ofolrole
534 719628 (Ulrich 1993)°14 frelst
™ good corporate citizenship®] T+A 84T}
3+ 4= 91t} (Schrader 2003). ©]&3F 535
Z19aedd mEd A A&7 rAE
S FoX QAR HelA A e

I~

ml

T34 A&7FsHHAE, 13] TFH =
= AAZ QWS HAS 9 ek
A&7FseHARE 5 7HA Oﬂ‘ﬁii T2
4 ATk (Belz 2001). ¥MEH &7} vHA
B2 uAEI e 2 AR Abo]o] mF 9
i E 9l &HTh

HEHA &7 srAR e B3RE A4

B4 AFH AHlZ=o] Fujol ALE-S 9%
T8 A5 e AFH AFH A6z
Tt AMES H% A ASE 7‘1]%1’5‘}
£ AT SHRLES WAl
gtk (Belz 2001). ©]FA o
E7hs AR Y A Al
I AAE I ZLZ 57
21 AR A ZA 7] ol
T T AUtk =3 AF $
b, 28]a NGO's9} ol ¢
57—kl (Sustainability-Label)®] 7}%t
A7 FEE AFFEAY] Hel=
A&7V AHIE & 4 dth A
7hed-ehde A3e] 5HAQ VHe R
g QF, ui, FAEE Al Y T
T A ALS] - A FIE7E
o tigk ARE AFE 4 Ak

Migro= ©]2§t o] w$z A&7s
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TSN R -/
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B >
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mHARS F3stal ok Migro= ©]2lg
e A&7 uiAR A vyt B
Ho|2E (MES WIHEE HAvAE ¥
ol Wt Aot e I AFS] o
o FfEelden o& él%%e A
T U= AETFsE FERE )
TAF FGeA FEEHS e 7H °
Fdstar A} (Borsani 2003). 121} H3
A A&7FsrAIR - TAA GG %_L
ste ti7]gdl == Bo] ofygt X
2 #AA FJdA FERE HABANT= Fﬂ !
Fe PE F Ae TA 7]%4 #d o
(Schneidewind 199%). F=&H o2 7]HdLe
32 A &TFsuAIRA Ao w AAL
g At &3k 449 olslE F3141717]
A8l 2rlEES FHs= 3lo] ofYE 2
s8] ohkst AX(F)A ol BAAH GG
o] =oollA 73—1—:5}‘3% g a8 &7
A HAME 2 = Ao] Fast
ARSI (Pohl 2001).
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199 olf AFA ehAe
el AbEl-gE A weto] ojwA 48]
4 5 QEst agm A%bsuAEe oAt
24 A 2489 AL b5 )
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<Abstract>

Sustainable Development and Sustainabilitcy Marketing

- Integration of customer and socio-ecological aspect in Marketing concept -

Sang-Min Nam' - Jong-Ho Kim' - Jung-Koo Noh

Since the 1992 UN Conference for Environment and Development held in Rio de Jaineiro,
Sustainable Development has become the global thesis. More than 170 countries signed the
Agenda 21 for the sustainable action plan, and adopted the sustainability concept as the
key concept of dealing with the environmental, social, ethical, and economic problem.

Sustainability is one of the main marketing challenges in the 21st century. By integrating
social and ecological criteria, marketing may can make valuable contributions to sustainable
development. Regarding the sustainability marketing, it is difficult to find the domestic
marketing research on the thesis of sustainable development, and this is the definite evidence
that the Korean marketing researchers do not realize the importance of the thesis of
sustainable development which is internationally suggested as the new paradigm of change.

The purpose of this study is to build the conceptual background and explore the
research direction in order to introduce and adopt the concept of sustainable development
in the domestic marketing research field. The present paper proposes a comprehensive
conception of sustainability marketing, defined by six step: analysis of social-ecological
problems; analysis of consumer behavior; normative sustainability marketing; strategic
sustainability marketing; instrumental sustainability marketing; and transformative
sustainability marketing. The aim of the paper are to clarify the concept of sustainability
marketing. To accomplish this research purpose we discuss the sustainable development
which is the conceptual background of sustainability marketing, analyze the characteristics
of the sustainability marketing, and finally summarize the research results and present
the suggestions for further research.

Sustainability marketing embraces the idea of sustainable development, a development

that meets the needs of the present without compromising the ability of future generation
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to meet their own needs.

Sustainability Marketing goes beyond conventional marketing thinking. If marketing is
about satisfying customer needs and building profitable relationships with customers,
sustainability marketing may be defined as building and maintaining sustainable
relationships with customers, the social environment and natural environment. By creating
social and environmental value, sustainability marketing tries to deliver and increase
customer value. Sustainability Marketing aims at creating customer value, social value
and environmental value.

Sustainability marketing integrates social and ecological criteria into the whole process
of marketing, and can be differentiated in six steps: @ Analysis of the social and
ecological problems, generally and specifically with respect to products which satisfy
customer needs and wants; @ Analysis of customer behavior with special aspect to
social and ecological concerns; @ Corporate commitments to sustainable development in
the mission statement, development of sustainability visions, formulation of sustainable
principles and guideline, setting of socio—ecological marketing objectives and goals
(normative aspects of sustainability marketing); @ Sustainability segmentation, targeting
and positioning, and timing of market entry(strategic aspects of sustainability marketing);
(® Integration of social and ecological criteria into the marketing—mix, i.e. products, services
and brands, pricing, distribution and communication(instrumental aspects of sustainability
marketing); ® Participation in public and political change processes, which transform
existing institutions towards sustainability (transformative aspects of sustainability marketing).

The first two steps begin with an analysis of the company situation. In sustainability
marketing it is crucial not just to know consumer needs and wants, but also to find out
about the ecological and social problems of products along their whole life cycle. The
intersection of socio—ecological problems and consumer wants sets the ground for
sustainability marketing. Step three to five describe the implementation of sustainability
marketing. Social and ecological criteria are fully integrated into the mission statement,
strategies and marketing-mix. Step six is one of the specifics of sustainability marketing.
It is about the commitment of company to sustainable development and their active
participation in public and political processes in order to change the existing framework

in favor of sustainability.

Key Words: Marketing, Sustainability, Sustainable Development, Sustainability Marketing
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