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Abstract

Environmental sustainability and environmental concerns have become grow-
ing issues in the field of marketing management. Furthermore, these concerns
have become key factors of marketing activities in recent years. Green marketing
has been a motivator drawing attention of researchers and companies to identify
ways to implement sustainable strategies. Even if companies in different indus-
tries have started to focus on implementing green marketing mix and adopting
green marketing strategies, there is a lack of green marketing focus in the con-
struction industry.

This study aims to investigate integration of the management theories (i.e. In-
dustrial Organization Theory, Attractive Quality Attributes Theory, Diffusion of
the Innovation Theory, Business Network and Resource Advantage Theories) to
the green marketing theory to enhance green marketing implementation in the
construction industry. This paper underlines how management theories can be
implemented to the product/construction/service supply chain ensuring better
implementation of green marketing initiatives to B2B green marketing strategies
and/or B2B companies’ approaches. This research examines transformation of
the green marketing to show conceptual changes in the definition of the green
marketing concept and adopted green marketing strategies. This study can guide
professionals and further studies, which can pave the way for enhancing imple-
mentation of green marketing in construction industry and green marketing
research. This paper can contribute to the establishment of the sustainable built
environment.

Keywords
Business-to-business green marketing, Construction supply chain, Green
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1. Introduction

Marketing has become an import-
ant part of the supply chain manage-
ment that enables organizations to gain
competitive advantage in competitive
markets and maximize profits. It can
enhance strategic management. Market-
ing can be defined as an organizational
culture composed of core values and
beliefs that lead to consumer-oriented
operations and strategies (Deshpande
and Webster, 1989). Marketing has been
defined as a “set of market attitudes”
that emphasizes a functional dimen-
sion and a strategic management tool
that widely represents changes between
companies and customers (Agueda et
al., 2002). The inclusion of sustainabil-
ity elements into marketing strategies
led companies to sustainable marketing
approaches and consumers to socially
responsible purchasing behaviors in re-
sponse to companies green marketing
mix tools and strategies (Leonidou et
al., 2013). Therefore, this transforma-
tion led the AMA (American Market-
ing Association) to redefine the market-
ing concept. Marketing orientation has
moved from the satisfaction of the or-
ganizations and individuals’ objectives
(definition of AMA in 1985) to the cre-
ation of the value-based customer rela-
tionships (definition of AMA in 2004).
Therefore, there has been a clear shift
from the transactional marketing to the
relationship marketing (Sombultawee
& Boon-itt, 2017; Popp & Woratschek,
2017), referring to the maintenance,
development and establishment of re-
lational change-based marketing activ-
ities (Popp & Woratschek, 2017). Lazer’s
social/societal orientation and efforts to
define green marketing have affected the
current marketing definition of AMA
(2013), which focuses on the creation of
value for the whole society enabling the
repositioning and conceptualization of
marketing.

The traditional marketing has been
shifted to a more strategic and sustain-
able one, namely to the green marketing.
Green marketing has been applied to
different industries through their envi-
ronmental consciousness and commit-
ment to the sustainable development.
Industries which have adopted green
marketing strategy implementation to
their strategic management processes,

have benefitted from the industry spe-
cific green marketing activities which
play significant roles in transition to the
green circular economy in accordance
with the definition of the UN Sustain-
able Development Goals (SDGs) num-
ber 12: “Ensure sustainable consump-
tion and production patterns” (United
Nations, 2020).

Integration of sustainability into the
construction supply chain (CSC) can
enable and support establishment of the
sustainable built environment. Further-
more, green marketing integrated to the
construction supply chain management
(CSCM) can support the creation of
environment-friendly corporate values
(Leonidou et al., 2013) and enable the
establishment of green CSCM. There is,
however, a lack of green marketing fo-
cus in the CSCM in the literature (Tuz
& Sertyesilisik, 2020).

Green marketing focuses on sustain-
able marketing management that can
enhance not only the environmental
but also the economic and social perfor-
mance of companies. Focusing on as-
certaining the needs and expectations,
green marketing can encourage compa-
nies to strategize based on consumers’
current and future needs, competitors’
actions, and environmental regulations
(Kumar & Ghodeswar, 2015). Environ-
ment-oriented and eco-friendly green
marketing strategies can enhance com-
panies’ financial performance and com-
petitive advantage in the market (Ku-
mar & Ghodeswar, 2015; Sharma et al.,
2010). Green marketing strategies cover
all stages including production to post-
production with the aim of balancing
the profit while protecting the environ-
ment (Hasan & Ali, 2015). Therefore,
environmentally oriented and envi-
ronment-friendly green marketing be-
comes an important management tool
in CSCM. Business-to-Business (B2B)
green marketing initiatives that create
green value during operational phases /
processes can improve green marketing
practices in the construction industry
by providing input for Business to Cus-
tomer (B2C) green marketing practices.

This study aims to investigate inte-
gration of management theories to the
green marketing theory to enhance
green marketing implementation in the
construction industry. This study an-
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swers the following research question:
How can management theories be in-
tegrated to the green marketing theory
so that green marketing implementa-
tion in the construction industry can be
enhanced? This study examines how a
construction company can improve its
green marketing capabilities. Tertiary
review which provides a comprehensive
assessment of the state of the knowledge
(Martins & Pato, 2019) has been used.
The method has been conducted to re-
veal strategic applications and models /
frameworks in researched subjects and
provide a classification framework. The
results contribute to the green market-
ing and management theories literature
and provide a better understanding of
the green marketing with respect to
management theories implementation.

This study shows how green market-
ing has been transformed throughout
the years. This study focuses on differ-
ent managerial theories to describe ef-
fective green marketing practice in con-
struction industry. In the first step, this
study focuses on the conceptualization
of the market structure of construc-
tion industry, thereby investigating the
Industrial Organization Theory (IOT)
and the contingency theory. Since a
company can be a stakeholder of a CSC
or create its own supply chain in the
construction industry, this study focus-
es on the configuration of a green CSC.
In the second step, depending on the
position of stakeholders in CSCM, this
study discusses the product/construc-
tion/service lifecycle, attractive quality
attributes theory (AQAT), the diffusion
of the innovation theory (DIT) as well
as leanness and agility. Moreover, this
study focuses on the B2B green mar-
keting practice in terms of the business
network and resource advantage the-
ories among companies in the CSC.
Furthermore, this study examines the
internal green marketing practice of the
company operating in the construction
industry based on the total quality man-
agement principles (TQM).

2. Green marketing

The literature has witnessed the
deep roots of green marketing focused
on environmental sustainability. The
environment was brought to the agen-
da as a modernist research problem
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first in business industry in 1962 with
the effects of publication of Rachel
Carson’s book entitled as “The Silent
Spring”, which pointed out the birth
of the modern environmental activ-
ism (Kilbourne & Beckmann, 1998;
Leonidou & Leonidou, 2011). The
environmental footprint of human ac-
tivities on environment cause adverse
consequences on economic activities.
From this point of view, the environ-
mental deterioration was defined as a
problem, which required an immedi-
ate action. The marketing discipline,
however, had not paid attention to the
environmental deterioration in those
years (Kilbourne & Beckmann, 1998;
Leonidou & Leonidou, 2011).

The deep roots of green marketing
appeared in 1969 with Lazer’s initia-
tives, who introduced green marketing
as the social/societal dimension of the
marketing. The author highlighted the
adverse effects of the traditional mar-
keting on natural resources and point-
ed out need for taking urgent actions
to make traditional marketing greener
(Kumar, 2016; Kumar & Ghodeswar,
2015). Green marketing first ap-
peared in the 1970s with the AMA’s
first workshop organization about
marketing and environment, which
resulted in one of the first books, enti-
tled as “Ecological Marketing” (Simao
& Lisboa 2017; Zhu & Sarkis, 2016).
Conceptually, Fisk (1974) introduced
the ecological green marketing con-
cept as: “Focusing on the acknowl-
edgement of an impending ecological
crisis and the willingness and ability
of marketers to assume responsibility
for avoiding this doom”. Hennion and
Kinnear (1976), on the other hand, re-
defined the green marketing concept
as: “Ecological marketing is concerned
with all marketing activities (a) that
have served to help cause environ-
mental problems and (b) that may
serve to provide a remedy for environ-
mental problems” (Kumar et al., 2012;
Dangelico & Vocalelli, 2017).

Companies’ profit-maximiza-
tion-oriented operations had adverse
consequences on the environment be-
fore the 1970s, leading to the depletion
of natural resources and environmental
degradation. In the early 1970s, these
adverse consequences gave rise to draw
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Table 1. Green marketing stages.

Ecological Green Marketing Environmental Green Marketin Sustainable Green Marketin
Timeline Early 1970s End of 1980s Late 1990s
A limited tool on tap of Socio-environmental performance Soci i it
traditional marketing Global it i Global ion of envi problems
Ch t 5 s
aracterstic(s) Clean technology usage Clean technology usage
Sustainable supply chain management
Manufacturing inputs Innovative production Ecological conservation
Main C Clean technol from the tainabili . s
ain/Concern(s) Technology usage e e ! Pursuit of sustainability
perspective
Bid'of pioe bawis Innovative and technological solutions instead of Cistoibei iovok ¢
Action(s) pripe law: legal and public pressure centered solutions o e
Command and control Costumer orientation
Pollution Pollution Natural environment sustainability
Energy consumption Energy consumption Social environment sustainability
Ecosystem destruction Sustainable customer relationship
Environmental Concern(s)
Minimization of involuntary harms occurring in
the supply chain of production
Applied to End of the production Through supply chain Through supply chain and customer relations

attention to the environment as well
as to the relationship between hu-
mans and environment (Leonidou &
Leonidou, 2011). Furthermore, they
pointed out the impact of market-
ing on the environment (Kilbourne
& Beckmann, 1998). Marketing was
reconsidered from the environment
perspective, where the environmental
concerns and the consumer behavior
relations were addressed (Kilbourne &
Beckmann, 1998). In the early 1980s,
conservation of energy and legisla-
tion initiatives were the determinants
of the marketing movement whereas
development of the link between en-
vironmentally responsible behavior
and the environmental attitudes at the
individual level remained inconclu-
sive (Kilbourne & Beckmann, 1998).
In the early 1990s, an increasing fo-
cus was placed on environmental
studies in marketing as companies
began to establish a prestigious and
profitable strategy on environmen-
talism and sustainable development
(Kumar, 2016, Leonidou & Leonidou,
2011). Associated with the expansion
of marketing focus on environmental
beliefs and values in the mid-1990s
(Kilbourne & Beckmann, 1998), co-
operation environmentalism has be-
come the focal point in terms of the
marketing strategy perspective (Ku-
mar, 2016). Environmental problems
created potential opportunities in the
early 2000s (Leonidou & Leonidou,
2011), which suggested understanding
of the green marketing dynamics and
achieving effective performance by
strategizing environmental priority at

the business and functional levels (Ku-
mar, 2016). More effective frameworks
and elements of the green marketing
mix have become the drivers for inves-
tigation from the managerial perspec-
tives in the literature recently (Kumar,
2016). Table 1 summarizes the three
staged green marketing concept trans-
formation throughout the years. Green
marketing was initially described as a
limited tool of the traditional marketing
(Peattie, 2001) with the focus on the fi-
nal product from the B2C green market-
ing perspective. In the successive stage,
however, focusing on environmental
issues and reshaping supply chain man-
agement (SCM) from the B2B green
marketing perspective have become the
main goals. Furthermore, establishment
of sustainable customer relations and
involvement of customers in SCM have
enhanced B2B company’s integration
of green marketing initiatives into the
green marketing strategies.

As green marketing has shifted its
focus throughout the time, defini-
tions of the green marketing concept
have been varied through the timeline
starting from 1969. Table 2 provides
the definitions of the green market-
ing concept from the starting point to
the most recent one. Starting from the
greening traditional marketing, green
marketing definitions include envi-
ronmental issues and environmental
protection. The definitions do not only
meet the needs of customers through
B2C green marketing with environ-
ment-friendly products/services, but
also include sustainable SCM that re-
quires green B2B marketing.
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2.1 Green marketing strategy
Environment-oriented green mar-
keting includes a combination of
short-term demands from the social
perspective and long-term well-be-
ing of consumers (Hemantha, 2012).
Green marketing adopts marketing
decisions and strategies that focus on
the determination of the needs and
expectations, meeting the specified

Table 2. Green marketing definitions.
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needs, profitably and sustainability
(Chan, 2013; Kumar & Ghodeswar,
2015). Green marketing strategies
cover all stages including production
to postproduction with the aim of
balancing the profit while protecting
the environment (Hasan & Ali, 2015).
There have been many attempts to
introduce different green marketing
strategies as summarized in Table 3.

Author(s) Main C ocus Defined Name
Social/societal dimension of marketing
Lazer (1969) Greening the viewpoints of traditional marketing M
Fisk (1974) crisis
Henion and Kinnear (1976) problems
Charter (1992) Human and/or natural environment well-being GM
Ottmann (1993); Pride and Ferrell (1993); Herbig et al. (1993)  Environmental friendliness of products GM
Mintu and Lozada (1993) Physical environment protection and conservation GM
Polonsky (1994) Satisfying human needs with minimum deterioration on envi GM
Lampe and Gazda (1995) Reduction in environmental effects of products and services GM
Dom and Apeldoorn (1996) Environmentally friendly corporate performance GM
Menon and Menon (1997); Kilbourne (1998) i i beneficial marketing Envriopreneurial marketing
Menon et al. (1999) Natural concern in beneficial marketing activities GM
Charter and Polonsky (1999) i performance of products GM
Fuller (1999) Compatibility of marketing activities with eco-systems Sustainable Marketing
Peattie (1995); Welford (2000) Sustainable identification, anticipation and satisfaction of customer needs GM
Xia-Di and Tie-Jun (2000) Green i GM
Peattic (2001) Reduction in negative impacts of products and services socially and envi GM
Prakash (2002) Employment of environmental claims GM
Jain and Kaur (2004) Ecological interests of the society GM
(2005) Modification of ‘marketing activities GM
Dibb et al. (2005) Utilization of traditional marketing mix with concern GM
Prosenak et al. (2008) Well-being of society GM
Pride and Ferrell (2008) Lean production GM
Kotler and Amstrong (2009) i p GM
Chang and Fong (2010)
Sharma ct al. (2010) Developil itive ad and customer loyalty GM
Lecren and Ozanne (2011)
Polonsky (2011) Environmental protection through marketing mix GM
Kimoti (2011) Environment friendly products GM
Domingos and Sakal (2008)
Hemantha (2012) Environment-oriented marketing GM
Murin et al. (2015)
Stainer and Stainer (1997); Lu et aL(2013) Environment and mission-focused business operations GM
Chan (2013) inable identificati icipation and satisfaction of customer needs GM
Akenji (2014);Maniatis (2015); Yang et al. (2015) Sustainable business GM
Solamian et al. (2015) i protection through marketing mix GM
Kumar and Ghodeswar (2015) Sustainable development GM
Yadev and Pathak (2015) Lean and green production and marketing GM
AMA Environmentally safe production, ecologically concerned marketing mix tools GM
GM : Green
Table 3. Green marketing strategies.
Authors Strategies Model / Framework
Thrust marketing
Accountant’s marketing
King (1985 Marketing failures Categorization : z
z( ) 2 & Marketing department marketing
Formula marketing
Strategic
Varadarajan and Menon (1988)  Cause related marketing strategies Framework Quasi-strategic
Tactical
5 . " Strategic green plannin; .
MecDaniel and Rylander (1993)  Strategic green marketing process e odelg P & 10-point plan
¢ . 3 Market attractiveness
Jose (1996) Environment-strategy matrix Matrix (9 cells) . .
Environmental attractiveness
Companies’ responsibilities such as
Hutchinson (1996) Green marketing strategy Framework social, economic, resource usage, and
ecology for sustainable society
Strategic enviropreneural marketing
; i : i-strategic envirc al
Menon and Menon (1997) Enviropreneural marketing strategies ~ Framework Q 3 & 25
marketing
Tactical enviropreneural marketing
Environmental orientation The corporate strategy
Banerjee (2002 Corporate environmentalism 3
erjee ( ) PO Environmental strategy e 5
The business/functional strategy
focus
The lean green strategy
: ” , The defensive green strate|
Ginsberg and Bloom (2004) Green marketing strategy Matrix sy
The shaded green strategy
The extreme green strategy
Strategic green marketing
Papadas et al. (2017) Green marketing orientation Dimensions Tactical green marketing
Internal green marketing
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Table 4. Green marketing mix.

Author

Green Marketing Mix Criteria

Vishnoi (2015); Leonidou et al. (2013a); Lampe and Gazda (1995)

et al. (2015); Zhu and Sarkis (2016); Dangelico and Vocalelli (2017); Hosseinzadeh and
| Azizpour (2013); Abrazi et al. (2013); Dawari and Strutton (2014); Kordshouli et al. (2015); Padhy and 4Ps

Product, Price, Promotion, Place,

5 Marketing Mix Green Based Product, Green Logistics, Green promotion,

Kinoti (2011) Elements Green Pricing, Green Consumption
4 Marketing Mix Green Product, Green Advertising, Green Communication,
Kumar and Ghodeswar (2015) i 8 Gieen Consigher N
o Green Product, Green Promotion, Green Retailing and
4 Marketing M b .
Kumar (2016) arketing Mix

Elements Dle.nbu".lon, Olhe‘r Fvum:uons (Branding, Positioning,

Shamsuddoha (2005)

Internal Green Ps: Product, Price, Promotion, Place,
Process, Providing Information, Policies

External Green Ps: Paying Customers, Providers,
Politicians, Problems, Pressure Groups, Predictions,
Partners

External (7Ps) and
Internal (7Ps) Green Ps

Simdo and Lisboa (2017)

Green Product Development, Green Price Fixing, Green
Positioning, Green Logistics, Green Communication,
Green Partnership Development, Adequate Residual

8 Marketing Mix
Elements

Liu et al. (2012)

6Ps Product, Promotion, Planning, Process, People, Project

Hasan and Ali (2015)

2 Marketing Mix

Green Innovation, Green Promotion
Elements

Marthur and Marthur (2000)

4 Marketing Mix
Elements

Green Product, Recycling, Green Promotions,
Appointments of Environmental Policy Managers

Leonidou et al. (2013)

7 Marketing Mix
Elements

Product/Service, Price, Promotion, Distribution, People,
Process, Atmosphere

Polonsky and Rosenberger (2001)

8 Marketing Mix
Elements

Targeting, Design, Pricing, Positioning, Logistics,
Promotion, Marketing Waste, Green Alliances

Violeta and Gherorghe (2009)

Product, Process, Planning, People, Promotion, Eco-

SRSHEE Efficiency

Pomering (2017)

Product, Price, Promotion, Place, Participants, Physical

10P: & P x 4
L4 Evidence, Process, Principles, Promise, Partnership

As seen in Table 3, there are many
different green marketing strategies that
companies can implement to meet the
needs and demands of environmental-
ly conscious customers through design
and development of green products
(Porter, 1991), environment-oriented
advertisement (Kangun et al, 1991),
minimization of the environmental
damage in product transportation (So-
laiman et al., 2015), greening the pro-
duction process that provides resource
efficiency and differentiation by offering
new products with green benefits (Po-
lonsky & Rosenberg, 2001). Thus, green
marketing strategies can contribute to
customer loyalty, financial performance,
improvement of market position and
creation of competitive advantage.

2.2 Green marketing mix

Marketing mix differentiates with
respect to meanings and acts upon the
companies’ operational areas as bring-
ing product and/or services. The tradi-
tional marketing mix (4Ps) represents
product, place, promotion, and price
(Abzari et al., 2013), while the extend-
ed marketing mix for service industry
(7Ps) adds people, physical evidence,
and process to the traditional market-
ing mix (Dangelico & Vocalelli,2017).
Transformation of the marketing mix
into the green marketing concept is
needed to respond to environmental
issues (Eneizan et al., 2016). Due to the
fact that green marketing has become

crucial in the marketing literature, re-
searchers have attempted to transform
the marketing mix into the green mar-
keting mix throughout the years.

Despite the well understood green
marketing philosophy, green strate-
gies and implementation, majority of
the attempts regarding greening mar-
keting mix rely on the transformation
of the traditional marketing mix (4Ps).
The extant researches in this field (e.g.
Abzari et al., 2013; Dangelico & Vo-
calelli, 2017; Leonidou et al., 2013;
Solaiman et al., 2015; Zhu and Sarkis,
2016) have solely analyzed transfor-
mation of traditional elements of the
marketing mix into the green market-
ing mix elements, which can be listed
as green product, price, promotion,
and green place (distribution).

Table 4 summarizes the charac-
terization of the green marketing
mix and presents the elements of the
green marketing mix in the literature.
Many attempts occurred throughout
the years to transform the marketing
mix into the green marketing mix. The
majority of them (e.g. Solaiman et al.
2015; Zhu and Sarkis, 2016; Dangelico
& Vocalelli, 2017) used the traditional
marketing mix (4Ps) as the green mar-
keting mix, while the remaining (e.g.
Kumar & Ghodeswar, 2015; Simao
& Lisboa, 2017) attempted to try to
modify and add some new elements.
A little attempt (e.g. Leonidou et al.
2013) tried to transform, modify, and/
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or enhance the extended marketing
mix (7Ps) for service industry from
the green marketing perspective. Con-
struction industry is a service indus-
try. SCM in the construction industry
is different from other industries espe-
cially due to its project-based restruc-
turing, the participation of different
stakeholders in the CSCM processes
(Li & Wang, 2016), differentiation in
managerial practices at every stage
due to the differentiation in contract
types. Ensuring the integration of sus-
tainability factors [e.g. environmental
quality (planet), social justice (peo-
ple) and economic well-being (profit)
(Kumar et al., 2012)] green marketing
plays an important role in CPM. In line
with the 17th goal definition of the UN
SDGs: “Partnership for Goals” (United
Nations, 2020), B2B green marketing
strategies can improve CSCM pro-
cesses where the output of each stage
becomes the input to the successive
stage.

3. Theoretical background
3.1 Green marketing, the IOT and
the contingency theory

IOT focuses on the market structure
in which industry-based operations are
carried out. The theory conceptualiz-
es the market structure and focuses on
the industry-related market functions
rather than evaluating organizational
operations (Tirole, 1988). Therefore,
IOT examines industry-specific market
conditions and aims to emphasize the
impact of the market structure on com-
panies’ strategic management process
(Porter, 1981). Structure-Conduct-Per-
formance paradigm (SCP) is considered
as a pillar of IOT and provides the link-
age between the companies’ green op-
erations and market structure (Ramsay,
2001). Figure 1 represents the construc-
tion industry through Structure-Con-
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Construction industry, which plays
an important role in the countries’
economies as the locomotive industry,
becomes attractive for companies and
intensifies competition within the in-
dustry. Therefore, the diverse stakehold-
er-intensive construction industry pro-
vides a structure that expresses market
dynamics (e.g. green market environ-
ment, green market environment, mar-
ket intensity) that enable stakeholders
in the industry to proactively focus on
more advantageous strategies to differ-
entiate in the construction market (Tuz
& Sertyesilisik, 2020). The uniqueness
and project-oriented features of the con-
struction industry require the participa-
tion of different stakeholders in CSCM
with its B2B marketing relations. Con-
duct is concerned with strategic man-
agement of construction companies in
terms of B2B green marketing strategy
and green production process (Ramsay,
2001). In order for construction com-
panies to take part in supply chains that
differ according to the changing market
dynamics within the industry, construc-
tion companies need to differentiate in
the market with their performances that
explain to what extent their green goals
meet customer expectations (Wirth &
Bloch, 1995). Basically, IOT focuses
on external factors that determine and
guide the green marketing direction
of construction companies (Aziz et al.,
2018). Therefore, a bidirectional green
interaction occurs; while external fac-
tors put pressure on construction firms’
green strategic management (the struc-
ture), companies’ green strategies (the
conducts) become the determinants of
the social, economic and environmental
performance of the industry (the per-
formance) (Aziz et al., 2018). IOT pos-
its the bidirectional green interactions
that the construction industry-specific
market drivers enhance green scope
of the industry, while encouraging the
construction companies to green their

Construction Industry Organization
Structure Conduct
Uniqueness of Construction Project The Behavior of the Firms
Project Oriented Supply Chain Management  The Competitiveness of the Firm
Mass Production Strategic Management of the Firm
Facility Management Price Setting
I Suppliers = Advertising
L -
" Designers -z Quality
1
== R&D
L, i
Construction Firms Marketing
Non - Business Factors
Policies - Agencies -Non o

|

Performance
" Firm performance criteria
Efficiency

Quality
Price cost relationship
Sustai

Value added activities

Environmental Commitment
Social Aspects

Customer satisfaction ..
77" (Meeting the customer expectation
with the performance)

_Customer Expectation

High Quality
Low Cost

High Performance
Sustainablilty

Increase in Demand
inability
Value creation
Environmental Commitment
Contribution to Social Progress
Corporate Social Responsibility

Gaining Competitive Advantage
Growth
Profit

Figure 1. Structure-Conduct-Performance paradigm (SCP) based on I0T.
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operations and their strategic manage-
ment decision process. Furthermore,
the contingency theory emphasizes that
the most suitable structure for effective
company management does not exist
and that internal and external factors
are the determinants of the organiza-
tion’s actions (Aziz et al., 2018). In other
words, effective strategic management
is situational and depends on changes
in the market environment in which
the organization operates (Omran &
El-Galfy, 2014). Therefore, construction
industry-related external factors can be
considered as constraints and oppor-
tunities affecting the strategic manage-
ment of the construction companies
(Omran & El-Galfy, 2014).

IOT and contingency theory em-
phasize the importance of identifying
construction industry-based external
factors that directly affect B2B green
marketing implementation. Further-
more, the evaluation of opportunities
and constraints provided by construc-
tion industry, especially with the dif-
ferentiation in CSCM, can be an op-
portunity to identify appropriate B2B
green marketing strategies with respect
to the green marketing mix and green
approaches.

Companies focus on how to gain sus-
tainable competitive advantage in their
industries through their operations.
Sustainable competitive advantage has
external and internal features (Zhang
& London, 2013): the first represents
internal capabilities, while the second
depends on the market environment.
The continuously changing characteris-
tics of the market condition necessitates
construction companies to analyze the
structure of the construction industry
to gain the sustainable competitive ad-
vantage in the market (Zhang & Lon-
don, 2013). Sustainability performance
of the companies in the construction
industry starts to act as one of the main
competitive advantage in the chang-
ing requirements of the global market.
Construction industry can benchmark
from the International manufacturing
network (IMN) which provides a sus-
tainable strategic decision-making pro-
cess affected by a range of factors such
as the governmental green policy and
green regulations, the sustainable mar-
ket structure, the elasticity and homoge-

neity of green demand, and the changes
in the green expectations of customers
(Mishra et al., 2019). IMN provides se-
quential steps to give a strategic deci-
sion-making process for the companies
as: identification of the factor(s); PES-
TLE-SWOT Analysis; and Analytical
Hierarchy Process (Mishra et al., 2019).
Adaptation of these steps into strate-
gic management process can enhance
the green performance of construction
companies. Furthermore, it is import-
ant to evaluate industry-specific exter-
nal features to gain sustainable com-
petitive advantage. The International
Sustainable Industrial Competitiveness
Model (ISIC Model), which extends
Porter’s diamond model in a sustainable
manner, consists of the following eight
determinants: green factors; green de-
mand; green strategy; green structure
and competition of firms; green rele-
vant and supportive industries; green
constraints of government; luck and
sustainable development (Zhang and
London, 2013). The analysis of the in-
dustry-specific market structure with
its sustainability-oriented ISIC model
can enable construction companies to
evaluate green marketing strategies, ori-
entations and mix tools to achieve sus-
tainable competitive advantage (Zhang
& London, 2013).

3.2 Green marketing, AQAT, product
life cycle, the diffusion of innovation
theory as well as lean and agility
principles

The supply chain, which differs on in-
dustry basis, is structured by the partici-
pation/selection of the most appropriate
companies to meet the green demand
of the customers. The supply chain has
a feature that can be differentiated and
improved in terms of size and config-
uration according to the coordination
and control mechanism structure of
the relevant industry (MacCarthy et al.,
2016). The supply chain is assumed to
stem from the economic concerns of
the activities carried out in the relevant
industry and there are several determi-
nants that can affect the conceptualiza-
tion and structure of the supply chain
(e.g. sustainability, technology, foreign
market factors (such as political fac-
tors and regulators) (MacCarthy et al.,
2016). Therefore, adding technological
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and strategic factors to the three pillars
of sustainability (i.e. economic, environ-
mental and social factors), can provide
potential selection criteria for eligible
companies that can participate in the
supply chain.

We argue that the supply chain in
the construction industry aims to meet
green customer expectations and that
from the B2B relationship perspective,
construction companies proactively
restructure their business networks,
operations, and marketing strategies
to add value to their operations. There-
fore, in this study, the CSC refers to
the business networks where a green
circular economy is created while min-
imizing the degradation of nature and
meeting the diversified needs of the
society through the use of appropriate
green technology.

As supply chains are structured to
meet customer expectations from the
B2C perspective, it is important to de-
fine the expectations of the customers
from the products/construction/ser-
vices that have produced/constructed/
provided as a result of the supply chain
activities. We argue that as the CSC
consists of upstream and downstream
activities, and as CSC should aim to
produce the right product/construc-
tion/service in the right place, on time
based on the specifications in down-
stream activities, CSC should give a
quick respond to meet the ever-chang-
ing customer expectations in upstream
activities and that B2B green market-
ing strategies play an important role in
structuring the CSC.

Lean management can support the
CSC process to be green based on B2B
green marketing networks, while agili-
ty can allow the CSC to adapt to chang-
ing market conditions from the B2C
green marketing perspective. There-

fore, focusing on leanness and agility
as a strategic green marketing tool in
CSCM is important for creating val-
ue for customers. Agility refers to the
configuration of a dynamic business
network integration which can enable
the supply chain to respond to rapid
changes in expectations of customers
(Carvalho et al., 2011). Furthermore,
lean management embraces all supply
chain processes with respect to product
life cycle and focuses on minimization
of waste in production to achieve low
cost, high quality, the most efficient and
value created product/service (Carval-
ho et al,, 2011). In this study, the stra-
tegic green marketing orientation is
adapted from the work of Chahal et al.
(2014). Figure 2 presents a CSC where
stakeholders can strategically involve
and operate in B2B relationships to
meet customer expectations from the
B2C perspective. Passive greening fo-
cuses on meeting basic needs in envi-
ronmental issues (e.g. regulations, pol-
icies) while mutual greening is about
the implementation of green initia-
tives for the product/service that pro-
vides an incremental change (Chahal
et al., 2014). Diversification in target
segments in construction projects is
the main concern of niche marketing,
whereas collaborative greening refers
to the collaboration of the passive, mu-
tual and niche greening approaches
(Chahal et al., 2014).

It is important to determine the tar-
get segmentation for the configuration
of the supply chain in the construction
industry. IOT and the Contingency
Theory can provide construction indus-
try-based analysis of the green market
environment. In addition to these anal-
yses, the selection of target segmenta-
tion can reveal the extent to which the
CSC should include green initiatives
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that can affect overall green perfor-
mance. CSC stakeholders can adopt
different green marketing strategies ac-
cording to the size of target market of
the supply chain. While the lean green
strategy can enable stakeholders to gain
low-cost competitive advantage based
on low-cost production and increase
efficiency through environmental per-
formance, stakeholders focusing on
long-term green investments in terms
of green innovative satistying products/
services can emphasize their green dif-
ferentiation capabilities with the adop-
tion of the shady green strategy (Gins-
berg & Boom, 2004). Furthermore, the
stakeholders can adopt extreme green
strategy that benefits from greenness
and integrates environmental issues
into all stages of product life cycle and
strategic management process (Gins-
berg & Boom, 2004).

The AQAT and the Kano model
focus on the assessment of customer
needs and suggest the classification
of customer requirements in terms of
the dynamic characteristics of prod-
uct/construction/service throughout
the life cycle. According to these the-
ories, Batarfi et al. (2017) classified the
customer needs into the 5 different
subgroups as: attractive, one-dimen-
sional, must-have, indifferent and in-
verted. Tholke et al. (2001) stated that
the competitiveness of the industrial
market may cause changes in custom-
er expectations therefore described 4
different situations as: feature inno-
vation, budding features, slowing fea-
tures, and standard features according

to the position of the feature in the life
cycle process. In this current study, the
Batarfi et al. (2017)’s study that con-
siders the direct and indirect factors
on the state of a feature is taken into
consideration. As it is seen in the Fig-
ure 3, the offered attributes of a prod-
uct/service/technology provided by
different stakeholders (e.g. suppliers,
designers, construction firms) in the
CSC can vary throughout the product
life cycle (e.g. transforming from at-
tractive to a must-be feature) due to the
perception shifts of customers and the
market (Batarfi et al. 2017). Moreover,
the status of the feature of any prod-
uct/service/technology varies with the
prevalence in the construction indus-
try-specific market and can differ over
time. Even if the features of the prod-
uct/construction/service that meet the
customer requirements provide cus-
tomer satisfaction, change in the per-
ception of the customer may lead to
the evaluation of the product features
in different statuses. Since both B2B
and B2C customer expectation is one
of the determinants of feature chang-
es of products/services, it is important
to respond to these changes from the
strategic management perspective in
the CSC (Batarfi et al. 2017).

Diffusion of the Innovation Theory
(DIT) stresses the adoption of tech-
nological innovation by the organi-
zations, which consists of significant
characteristics namely relative ad-
vantage, observability, compatibility,
complexity and trialability. The char-
acteristics also refer to the unknown/
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unimportant state of the life cycle in
which the adoption of R&D and inno-
vation continues (Vaccaro, 2009). The
stakeholders can get relative advantage
through adoption of innovation when
the existing features of the product/
service/technology do not adequately
meet the green expectations of custom-
ers continues. Observability can provide
stakeholders establishing B2B green re-
lations that consist of the provision of
communicating the beneficial features,
while compatibility, from the B2B and
B2C perspectives, can enhance the co-
herence between the green expectations
and the provided features (Vaccaro,
2009). As complexity and trialability de-
pend on the customer satisfaction, DIT,
in terms of the green marketing, shows
the relationship between the CSC and
green innovation to create value for the
end customer (Vaccaro, 2009).

Proactive/reactive B2B green mar-
keting strategies can provide a focus on
B2B green marketing based on continu-
ity of innovation. Reactive green mar-
keting strategies focus on small changes
on the existing product/service, which
do not cause any customer’s behavioral
changes (MacCarthy et al., 2016). The
stakeholders can adopt proactive B2B
green marketing strategies that relate to
high environmental commitment and
are based on the radical environmental
benefits throughout the CSC where the
external factors (e.g. environmental
regulatory and policies) are met. While
providing differentiation and competi-
tive advantage in the market, proactive
B2B green marketing strategies can in-
crease brand value and customer loy-
alty in the industry (MacCarthy et al.,
2016). Therefore, the adoption of pro-
active B2B green marketing strategies
by companies in the construction in-
dustry can lead to an increase in brand
value and customer loyalty.

3.3 Green marketing, the business
network theory and the resource
advantage theory

Understanding the external factors
associated with the construction in-
dustry can provide an assessment of
constraints and opportunities as the
first step in determining appropriate
green marketing strategies. Green mar-
keting encourages companies to devel-
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op strategies on the current and future
needs of consumers to create higher
value (Kumar & Godeshwar,2015),
while encouraging companies to con-
tinuous learning from competitors and
build green networks (Sombultawee &
Boon-itt, 2017). Industrial Marketing
and Purchasing (IMP) research main-
ly emphasizes that the industry in-
cludes different types of organizations
(Lavissiere et al., 2019; Bondeli et al.,
2018). Furthermore, the IMP centraliz-
es business networks between different
organizations in a particular industry to
analyze transactions between organiza-
tions (Lavissiére et al., 2019). The indus-
trial business network has been widely
defined as consisting of a wide variety of
organizations with direct dynamic busi-
ness network affected by external mar-
ket driven factors (Bondeli et al., 2018).
The supply chain enhances B2B
green marketing where companies can
operate, communicate and collaborate
sustainably. It is important for com-
panies to define internal business net-
works that are effective in establishing
B2B networks in the industry (Welch
& Wilkinson, 2002). The ARA model
basically conceptualizes an industry’s
business network and frames a tri-
ple concept that depicts the industri-
al business network in three layers, as
actors, actions and resources (Lenney
& Easton, 2009) where actors repre-
sent the stakeholders taking part in the
CSCM that interact with others in terms
of B2B relationships, while resources re-
fer to the support of tangible and/or in-
tangible resources for stakeholders’ B2B
relationship orientation (Lavissiere et
al., 2019), whereas activities refer to the
operations/work break down structures
performed between the stakeholders
through the B2B relationship (Lavissiére
et al., 2020; Welch & Wilkinson, 2002).
As companies in the construction in-
dustry encounter challenges in meeting
the expectations of customers, we argue
that the effects of environment-concern
on customers’ expectations can enable
construction companies to focus on dif-
ferentiation in the construction market
orientations positioning themselves as
green companies and that construction
companies are trying to strategical-
ly connect with other market players
in the construction industry in terms
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of green B2B relationships to create a
green CSCM and/or become a stake-
holder in a green supply chain.

The Figure 4 conceptualizes green
B2B marketing relationships in CSCM.
The strategic green marketing orienta-
tion focuses on environmental strate-
gies that enable actors (stakeholders) to
develop both corporate and proactive
green marketing strategies (Papadas
et al., 2017). Strategic green marketing
orientation can improve the interaction,
cooperation and partnership of actors
with other organizations (Lavissiere et
al., 2019). Therefore, green marketing
can enable and support existence of a
mutual green commitment between
the stakeholders who prioritize linking
the green activities and green resource
allocation while the strategic green cor-
porate strategy can lead stakeholders
to expand their position in the con-
struction market (Bondeli et al., 2018).
Furthermore, the adoption of strategic
green orientation at the actor level can
respond to the effects of non-business
actors on market orientation, while
protecting the environment and social
stakeholders (Papadas et al., 2017). Stra-
tegic green marketing orientation does
not only focus on mutual relationship
from the economic perspective, but also
improves social connections between
actors that determine mutual green
recognition (Bondeli et al., 2018). The
tactical green orientation focuses on
activity-based decisions to respond to
the environmental degradation (Papa-
das et al,, 2017). While green marketing

spreads from the consumer-centered to
the business-centered marketing, deter-
mination of the green marketing mix
related to the green characterization of
the product/service in CSC activities
can enable actors to benefit from the
environmental protection and convey
the environmental benefits to custom-
ers (Papadas et al., 2017). Furthermore,
the activity can provide green mutual
coordination that can enhance inter-
dependence among stakeholders and
social connections between stakehold-
ers based on social practices created in
the activity layer of the ARA (Bondeli
et al., 2018). At the activity level, tacti-
cal green orientation can strengthen the
social dimensions of mutual green ac-
tivities where the B2B green marketing
mix can improve business networks and
implementation of green marketing ini-
tiatives (Bondeli et al., 2018). Therefore,
the green marketing mix implementa-
tion can provide stakeholders to ensure
the improvement in the CSCM (Zhu &
Sarkis, 2016).

The internal green orientation, which
reflects on the sustainable resources of
companies, plays an important role in
structuring a supply chain suitable for
B2B relations, increasing sustainable
performance and creating value. The
resource advantage theory argues that
the value of a resource can be defined
in terms of its potential to create value
for the customer (Green et al., 2015).
Resources including business relations
between stakeholders in a CSC can
provide effective products/services and
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enable stakeholders to differentiate in
the construction industry (Green et
al., 2015). The internal green market-
ing orientation focuses on the stake-
holders’ environmental value-oriented
organizational culture and reflects on
their corporate vision and contribution
of resources to environmental manage-
ment strategies that should shed light
on the supply chain processes (Papadas
etal., 2017). The involvement of internal
green marketing oriented stakeholders
in the CSCM can contribute to improv-
ing the environmental management of
related construction projects. Since a
stakeholder’s business network has be-
come a resource itself, internal adapta-
tion of green marketing initiatives and
reflection on B2B green marketing can
create a social capital that can contribute
to stakeholder’s economic performance
and creation of the circular green econ-
omy (Green et al., 2015).

3.4 Green marketing, the natural
resource based view and total quality
management

Integration of green marketing into
a supply chain can increase the envi-
ronmental sustainability of the relevant
product/construction/service. We ar-
gue that the green product/construc-
tion/service that provides B2C focused
green marketing initiatives is improved
due to the green value creation of the
B2B green relations of stakeholders
in operational stages. B2B green mar-
keting implementations have been
examined from the Natural Resource
Based View, where the organization-
al resources become a driver for en-
vironmental commitment and where
B2B green marketing strategies have
been classified based on their process
and marketing orientation (Fraj et al.,
2013). Another study that examined
the ways to spread and enhance sus-
tainable initiatives in the operations
of B2B companies, have focused on
the value creation in the supply chain
where the stakeholders can communi-
cate and sustainably perform relevant
operations (Blenkhorn & MacKenzie,
2017). The results of the studies (Blenk-
horn & MacKenzie, 2017; Fraj et al.,
2013) show that the green marketing
(through the individual supply chain)
of B2B companies’ operations needs
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to implement strategic management
tools targeting individual corporate
commitment to environmental issues
and that the need to externalize these
green efforts to communicate with oth-
er B2B companies (or stakeholders) in
a production supply chain through B2B
green marketing tools.

There is an important relationship
between TQM and marketing. TQM is
a management system having potential
to enhance the individual and organiza-
tional performance in terms of the tra-
ditional marketing (Abbas, 2020). From
the relationship marketing perspective,
TQM focuses on monitoring the mar-
ket and demand changes and TQM
relies on enhancing customer satisfac-
tion, delivering value to customers and
managing customer relations through
high qualified product/service (Alma-
hamid & Qasrawi, 2017). Furthermore,
from the sustainable development
point of view, TQM aims waste min-
imization through efficient resource
usage (Yusr et al., 2017), implements
continuous improvement (employee
training, progress development) in all
stages of CSC processes and develops
environment-friendly competitive and
technological product/service just-
in-time with minimum cost (Shafiq
et al., 2017). TQM, which is linked to
the environmental management (Siva
et al., 2016), can enhance green CSCM
while improving the stakeholder’s envi-
ronment-concerned innovative capa-
bilities and performances to innovate
and produce green product/service
to meet customers green satisfaction
(Abbas, 2020; Almahamid & Qasrawi,
2017). Operating based on the succes-
sive customer perspective (Van Donk
et al., 2010), TQM’s internal custom-
er-oriented approach intersects with
product/service CSCM in providing
green value to the end customer (Ab-
bas, 2020). Transforming the inputs to
green output for the successive inter-
nal customer in the CSC represents the
B2B interaction among internal com-
panies from the B2C perspective. Thus,
implementing internal B2C green mar-
keting in any supply chain of a prod-
uct/construction/service can provide
implementation of green marketing
initiatives to the B2B green marketing
strategies and/or approaches.
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4. Discussion

Green marketing can be an effective
tool for companies in the construction
industry to enable continuous learning
from their customers and competitors.
While B2C green marketing can create
value for customers, B2B green mar-
keting can increase the green business
performance of companies in a supply
chain (Kumar & Godeshwar, 2015).
Therefore, it is important to understand
how green marketing implications can
be enhanced to improve the strategic
marketing capabilities of companies op-
erating in the construction industry.

Although the importance of the B2C
green marketing has been recognized
in different industries, there is limited
focus on how construction companies
can integrate green marketing from
the B2B perspective into their strategic
management. This study focused on the
steps that can enable a company in the
construction industry to apply green
marketing to improve its marketing ca-
pabilities and marketing performance.
In particular, this study focused on in-
tegration of the following management
theories into the green marketing the-
ory: the green market structure of the
industry based on the IOT and con-
tingency theory; green SCM based on
the product lifecycle, AQAT, DIT and
leanness and agility; the B2B green mar-
keting based on the Business Network
Theory and the resource advantage the-
ory; the internal green marketing man-
agement based on the Natural Resource
Based View and TQM.

Managerial Implications

Environmental problems, which
have become the focus, necessitate the
requirement that all future operations
can be environment-friendly. Thus,

B2B companies in the construction in-
dustry may find it necessary to adapt
their green marketing initiatives to
their strategy to operate in the mar-
kets. The theoretical approach analyses
described in this paper can be used to
widespread green marketing imple-
mentation as well as to support the
managers who are operating or willing
to operate in the construction industry
and for researchers in the relevant field.

Figure 5 summarizes the integration
of management theories to improve
green marketing practices in the con-
struction industry. Fundamentally,
the conceptualization process of the
amalgamated framework for the inte-
gration of management theories has
been shaped based on the consider-
ation and evaluation of the construc-
tion industry (IOT and Contingency
Theory). The management theories,
therefore, provide the analysis of the
green market environment of the con-
struction industry. The framework has
been designed to evaluate the supply
chain management in the construction
industry (AQAT, Product Life Cycle,
DIT). These management theories can
support professionals that will take part
in the construction industry to analyze
how and which green initiatives can
be implemented in their supply chain
management/construction project.
The framework focuses on the stages
of supply chain/construction project
with respect to leanness and agility
management theories. These theories
enable the professionals to deeply fo-
cus on green production/green pro-
cess to enhance green initiatives in
their operations. B2B relations have
been the focal points of the conceptu-
alized framework that provides an in-
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depth analysis of the relations between
the professionals in the supply chain
management from the management
theories perspective (BNT, RAT and
TQM). These theories provide evalua-
tion of how green contract, green part-
nership and green communication can
be established among the professionals
through CSCM.

The integration of IOT and contin-
gency theory can enhance the estab-
lishment and creation of a green mar-
ket environment in the construction
industry. Furthermore, AQAT, Prod-
uct Lifecycle and DIT can enable the
structuring and management of the
green supply chain where B2B green
marketing practices support achieve-
ment of the green construction proj-
ect. Leanness and agility can transform
construction phases to achieve sus-
tainable product/construction/service
that meets the green demand of end
customers. Furthermore, Business
network theory, resource advantage
theory and TQM, which focus on the
B2B green marketing and the internal
green motivation of stakeholders, can
provide a green partnership, green
communication and a green contract
to ensure the implementation of green
initiatives. Therefore, B2B green mar-
keting among stakeholders can in-
crease green commitment and social
connection through operations that
include green coordination and social
practices based on green adaptation in
resources and social capital focus.

Construction industry-based mar-
ket structure analysis is significant for
environmental value creation. Since
there is a bidirectional green interac-
tion between the organization per-
formance and the industry based ex-
ternal factors, external factor analysis
becomes significant. Managers can
assess green performance of the con-
struction industry based on the clas-
sification of the external factors while
evaluating the green performance of
the company through SWOT and PES-
TLE analyses. Moreover, managers can
evaluate the green market structure
through the combination of evalua-
tion results with SCP implementation.
This process can have a direct impact
on strategical green decision-making
process (the conduct) to decide how to
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gain sustainable competitive advantage
(the performance). Managers, who are
aware of the external factors, can use
the sustainability-oriented ISIC model
through analysis of the construction
market structure. This can lead to the
evaluation of green marketing strate-
gies, trends and mixed tools to achieve
sustainable competitive advantage.

Based on their assessment of the
construction industry market environ-
ment, managers can determine the im-
portance of green target segmentation
and then evaluate their companies’
ability to differentiate based on green
initiatives. Managers can be recom-
mended to adopt an appropriate green
marketing strategy (e.g. lean green, de-
fensive, shaded green, extreme green)
based on how they reflect green initia-
tives into their strategic management
processes to gain competitive initiative.
As SDG number 12 and target 12.2
point out the efficient use of natural
resources and sustainable management
to be in compliance with SDG, man-
agers can embrace lean management
that focus on waste minimization with
respect to materials, time and effort
while enhancing speed, quality, and
sustainability performance of the sup-
ply chain (Tuz & Sertyesilisik, 2020).
Furthermore, to be able to give a quick
response to continuously changing
dynamism of customer expectations,
managers can adopt agility in the up-
stream process of the CSC. Company
executives can adopt mutual greening
to drive incremental green change in
their supply chain. Additionally, com-
panies focused on specific target seg-
mentation may adopt niche greening
in their supply chains.

To respond quickly to the green tar-
get segmentation, managers can focus
on evaluating the status of the prod-
uct/construction/service offered based
on its characteristics in its life cycle.
Managers can also adopt proactive/re-
active B2B green marketing strategies
based on the continuity of their inno-
vation degrees and environment com-
mitment. This can enable managers to
focus on green innovative solutions
for different situations of product/con-
struction/service features, while im-
proving the strategic decision-making
process on whether or not to offer a new
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feature to meet customer expectations.

Managers can focus on B2B green re-
lationships throughout the supply chain
and adopt the strategic green orientation
to have B2B green mutual and social re-
lationships with other companies at the
company level. Furthermore, executives
can focus on tactical green orientation
to improve the green coordination and
social dimensions of mutual green ac-
tivities where B2B green marketing mix
can improve business networks and im-
plementation of green marketing initia-
tives. From the resource-advantage the-
ory perspective, managers can focus on
the internal green marketing orientation
to project green initiatives into an envi-
ronmental value-oriented organization-
al culture that can shed light on green
values. Furthermore, managers can fo-
cus on the TQM to develop the CSC of
a green product/construction/service to
develop green B2B relationships among
stakeholders while meeting customers’
green satisfaction. The internal custom-
er approach of TQM that focuses on
production process throughout the sup-
ply chain can pave the ways of the B2B
company to establish its green produc-
tion process, while allowing communi-
cation among B2B companies via green
marketing tools which reflect the green
initiatives. Thus, it is recommended that
B2B companies, which are in the first
stage of green marketing practice in the
construction industry, consider the fol-
lowing to adapt green initiatives to their
activities: distinguishing between ad-
ministrative and production-oriented
activities; planning the production stag-
es with environmental commitment fo-
cus and procuring environment-friend-
ly products; determining TQM as a
management philosophy for the B2B
companies participating in product/
construction/service production pro-
cess; greening the production process
with the internal customer approach
and reflecting these initiatives to the
marketing strategies in their relations
with other B2B companies.

5. Conclusion

This study investigated integration of
the management theories to the green
marketing theory for enhancing green
marketing implementation in the con-
struction industry. This paper can guide

professionals and scholars to improve
green marketing practices and research
in the construction industry. The in-
tegration of management theories to
green marketing practices can enhance
green marketing implementation and
can support managers who are oper-
ating or willing to operate in the con-
struction industry as well as researchers
in the relevant field. This study can sup-
port construction companies and schol-
ars to better understand integration of
the green marketing to the construc-
tion industry. This study can support
companies operating in the construc-
tion industry to better integrate green
marketing practices into their strategic
marketing and CSCM. Accordingly,
based on the integration of manage-
ment theories and green marketing
(figure 5), this study suggests how com-
panies in the construction industry can
adopt green marketing initiatives and
strategize for those initiatives. Further-
more, this study suggests how CSCs can
be restructured by implementing B2B
strategic green marketing. The study
also suggests the extent of which inter-
nal marketing can be restructured with
respect to the green initiatives. This
study can contribute to strategic green
marketing management theory by in-
tegrating management theories to en-
hance green marketing practices in the
construction industry. Additionally, this
study can support companies willing to
adopt green marketing practices in the
construction industry and to establish
sustainable built environment. Future
research is recommended to be on the
relation between the environmental re-
siliency, resilient design and construc-
tion stages and green marketing focus
in the construction industry.
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