2018

28

CHINA POPULATION RESOURCES AND ENVIRONMENT Vol.28 No.7 2018

361005)

F274

1002-2104( 2018) 07 -0125-04

1.1

1201741231

20

o

Henion Kinnear

o Van Dam  Apeldoorn *

Polonsky ~ Mintu—Wimsatt * N N
1.2
1.3
; Peattie * Frank—Martin
& Peattie
N o E—mail: Linliming@ stu.xmu.edu.cno

"( - 16YJA630013) .

* 125 -



7

. 1972
i
2
3
3.1
(1)

* 126 -

. Henion

20

120

Kinnear '
60 70
{

80

»

o Elikington & Hailes °

~

Brough ’
o Polonsky
5 000
Liere  Dunlap °

o

o Balderjahn "

3.2
Drozdenko
4
4.1
(1)
(2) o

8
Rosenberger

13

112



4.2

Abstract

1 HENION K E. Ecological marketing C .Chicago: Grid 1976.
2 VAN D Y K APELDOORN P A C. Sustainable marketing J . Jour—
nal of macromarketing 1996 16( 2) : 45-56.
3 POLONSKY M J MINTU-WIMSATT A T. Environmental market—
ing. strategies practice theory and research M .Hove: Psychol-
ogy Press 1995.
° 4 PEATTIE K. Towards sustainability: the third age of green marketing
° J .The marketing review 2001 2(2):129-146.
° 5 FRANK-MARTIN B PEATTIE K J. Sustainability marketing: global
N perspective R .Wiley 2009.
N 6 ELIKINGTON J HAILES J. The green consumer guide M .London:
Victor Gollancz 1988.
7 BROUGH A R WILKIE J E MA | et al.Is eco—friendly unmanly?
the green—feminine stereotype and its effect on sustainable consump—
tion J . Journal of consumer research 2016 43( 4):567-582.
8 POLONSKY M J ROSENBERGER P ]J. Reevaluating green market—
ing: a strategic approach ] . Business horizons 2001 44(5):21-
° 30.
° 9 LIERE K DV DUNLAP R E. The social bases of environmental con—
cern: a review of hypotheses explanations and empirical evidence
R J . Public opinion quarterly 1980 44(2):181-197.

10 BALDERJAHN 1. Personality variables and environmental attitudes
as predictors of ecologically responsible consumption patterns J
Journal of business research 1988 17( 1) :51-56.

11 CHEN Y S CHANG C H. The determinants of green product devel-
opment performance: green dynamic capabilities green transforma—
tional leadership and green creativity J . Journal of business eth—
ies 2013 116( 1) :107-119.

12 ALBINO V BALICE A DANGELICO R M. Environmental strategies

N and green product development: an overview on sustainability -  driv—
en companies. J .Business strategy and the environment 2009 18
(2) :83-96.

13 DROZDENKO R JENSEN M COELHO D. Pricing of green prod—
ucts: premiums paid consumer characteristics and incentives ] .
International journal of business marketing and decision sciences

2011 4(1): 106-116.

Environmental marketing literature review

LIN Li-ming
( School of Management Xiamen University Xiamen Fujian 361005 China)

Since the concept of environmental marketing has been put forward it has received extensive attention from academia and
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industry and the research related to it has been prevailed for a long time. In recent years with the rise of internet and shared economy

people have aroused the attention of environmental marketing research again. In order to promote research in the field of environmental
marketing. Firstly this paper introduces the connotation characteristics and development history of the concept of environmental
marketing and then expounds the theoretical basis of the environmental marketing including the circular economy theory the externali-
ty theory the public goods theory and the tragedy of the commons theory. Then this paper makes a comprehensive review on the main
literatures of environmental marketing research puts forward the future research opportunities and challenges of environmental
marketing and makes a prospect of future research. This paper tries to make a comprehensive and concise introduction to all aspects of
environmental marketing research in order to benefit the scholars in this field.
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