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Foreword

Many industries have been hard hit by the shifts in consumer demand for health,
hygiene and tech products due to the COVID crisis of 2020 and 2021 and so they
are re-strategising for a post-pandemic future. There is no better time to transform
the workplace and step up our levels of responsibility and sustainability. Driven
by bottom-line imperatives and distracted by the need to sell and keep selling
more products and services, we have not always taken into account the impact on
the planet of marketing actions, nor the impact of marketing decisions on people/
society.

Sanitising an industry, especially from the unique point of view of the mar-
keting function, requires re-thinking to a great degree. Hence it is wonderful to see
this fresh new book on ethical marketing.

This book is an important resource for all business educators and leaders of
industry, to spur them on to that necessary re-thinking. In fact, this book should
become essential reading for all management students. It includes many practical
examples of how things can be done better so that both responsible businesses and
conscious consumers are able to impact the world for the better. At times, all it
takes is a nudge and a boost to help us raise our standards and demand better
behaviour from ourselves and from others. This book provides a nudge and a
boost.

Both individual and corporate actions and decisions can lead towards a better
world in general, and to greater human flourishing for all stakeholders, when we
do ‘green’ business, and the marketing function is the lynchpin to achieve this.

Africa Ariño
Professor, Strategic Management Department

Holder of the Joaquim Molins Figueras Chair on Strategic Alliances
IESE Business School, University of Navarra (Spain)
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