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Anumber of factors have caused business firms to behave more responsibly towards the natural environment. Perhaps foremost
among these is the possibility of capitalizing on opportunities from the sale of environmental services and/or "earth-friendly"
products. Environmental awareness has increased dramatically, particularly since the organized environmental movement
emerged in the late 1960s. Issues ranging from global warming to animal rights to species preservation to the protection of
wetlands are now prominent in the media and in the minds of consumers. "Green" consumers have thus arisen with preferences
for products made from recycled materials or products whose use entails reduced environmental impact. Often such products
command premium prices, and therefore the task of marketers has become all the more crucial. Green consumerism is based on
public awareness of pressing environmental issues. Green marketers hope to capitalize on this by developing strategies that allow
consumers to integrate green products into their lifestyles. Many such efforts by green marketers have met with considerable
success. Until somewhat recently, marketers have thought consumers to be basing their product decisions upon two factors:
function and emotion. Recent awareness about the environment has caused the emergence of a third dimension-opinions about
the social responsibility of the product and/or company. At some point it is assumed that consumers will buy largely on the basis
of whether the company at hand has a commitment to environmentally responsible practices. In an effort to adapt to a changing
market and potentially gain a competitive advantage, businesses need to begin responding to the needs of this emerging target
market.
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