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DISCIPLINA MESTRADO: MARKETING, SOCIEDADE E SUSTENTABILIDADE
Carga horéria: 04 h/a

Carga horaria Total: 45 horas
Disciplina Optativa

DOCENTES: Prof. Dr. Marcelo L. D. S. Gabriel

EMENTA:

Expandir o conhecimento, a compreensdo e as habilidades estratégicas de Marketing dos alunos para
incorporar uma consideracdo critica de questGes e preocupacdes sociais, éticas e ambientais. Fornecer
perspectivas tedrico-metodoldgicas que possam ser aplicadas na interseccdo academia e empresa e permitir
a aplicacdo de praticas estratégicas de Marketing em contextos empresariais, sociais e sem fins lucrativos. O
programa da disciplina contempla: Teoria dos Stakeholders, Responsabilidade Social Empresarial (RSE) e
Triple Bottom Line; Evolucdo do pensamento em Marketing e Marketing no século 21; Marketing e
sustentabilidade; Sociedade de consumo e comportamento do consumidor; Fomento ao consumo
sustentavel e Demarketing; O composto de Marketing em contextos de sustentabilidade econémica, social
e ambiental; Estratégias de Marketing e sustentabilidade; Planejamento de Marketing; Tépicos emergentes
em Marketing e sustentabilidade.

OBJETIVOS:
Ao final da disciplina os alunos devem estar aptos a:

v |dentificar e examinar criticamente os impactos do Marketing na sociedade;

v" Descrever e comparar os modelos existentes/vigentes de Marketing em seus aspectos econémicos,
sociais e ambientais;

v" Avaliar o valor estratégico da gestdo das relacdes com os stakeholders, em uma perspectiva de
Marketing societal;

v" Diagnosticar problemas éticos complexos no Marketing estratégico e propor solucdes apropriadas;

v" Aplicar abordagens estratégicas de Marketing para questdes econémicas, sociais e ambientais.

METODOLOGIA:

v" Aulas expositivas

v" Semindrios de leituras obrigatdrias
v' Atividades em sala

v Palestras com convidados externos
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CONTEUDO PROGRAMATICO COM CRONOGRAMA:

Aula N2

Conteudo

Referéncias

Aulal

Apresentacdo da disciplina e formas de avaliagdo
Marketing sustentavel e o macro-ambiente
Evolucdo do pensamento em Marketing
Marketing no século XXI

Richardson (2020) p 4-24

Belz e Peattie (2010) p 3-42
El-Ansary, Shaw e Lazer (2018)
Van Dam e Apeldoorn (1996)

Aula 2

Cadeia de Suprimentos Verde (palestra)
Prof. Dr. Fabio Y. Shibao

Aula 3

Marketing e a teoria dos stakeholders

Bhattacharya e Korschun (2008)
Cronin et al. (2011)

Murphy et al. (2005)
Gonzalez-Padron, Hult e Ferrell
(2016)

Aula 4

Marketing e a Responsabilidade Social Empresarial

Bhattacharya, Smith e Vogel
(2004)

Hunt (2017)

Mishra e Modi (2016)
Alrubaiee et al. (2017)

Aula s

Marketing e o Triple Bottom Line (TBL)

Ozanne et al. (2016)
Lunde (2018)

Schulz e Flanning (2016)
Svensson et al. (2016)

Aula 6

Sociedade de consumo e comportamento do
consumidor

Assadourian (2010)

Hofenk et al. (2019)
O'Rourke e Ringer (2016)
Sogari, Pucci Aquilani e Zanni
(2017)

Aula 7

Consumo sustentavel e Demarketing

Lee, Yapp e Levy (2016)
Torres-Ruiz, Vega-Zamora, e
Parras-Rosa (2018)

Lim (2017)

Kotler e Levy (1971)

Lawther, Hastings e Lowry (1997)
Ramirez, Tajdini e David (2017)

Aula 8

Composto de Marketing e Sustentabilidade

Kumar, Rahman, Kazmi e Goyal
(2012)

Pomering (2017)

Pomering e Johnson (2018)
Tollin e Christensen (2019)

Aula9

Estratégia de Marketing Sustentavel

Hunt (2011)

Rudawska (2019)

Calu, Negrei, Calu e Viorel (2016)
Kemper e Ballantine (2019)

Unidade Chdcara Flora: Av. Interlagos, n® 1329 — Sdo Paulo — SP —Tel: (11) 5694-7900




'| - UNIVERSIDADE

IBIRAPUERA
Lideres gue inventam o futuro
Planejamento de Marketing Sustentavel Kérna, Hansen e Juslin (2003)
Crittenden et al. (2011)
1
Aula 10 Peattie (1999)
Dangelico e Vocalelli (2017)
Topicos emergentes em Marketing e Yngfalk (2019)
Aula 11 Sustentabilidade Aitken, Watkins e Kemp (2019)

Kemper, Ballantine e Hall (2020)
Groening, Sarkis e Zhu (2018)

AVALIACAO DE APRENDIZAGEM COM INSTRUMENTOS APLICADOS:

Descri¢cao da Atividade Tipo da Atividade Peso da Atividade
Seminario das leituras de cada aula Grupo 40%
Elaboracdo de questdes para discussdo em sala de aula Individual 40%
Participacao em sala de aula Individual 20%

REFERENCIAS

1.

10.

11.

Aitken, R., Watkins, L. and Kemp, S. (2019). Envisioning a sustainable consumption future. Young
Consumers, 20(4), 299-313.

Alrubaiee, L. S., Aladwan, S., Joma, M. H. A,, Idris, W. M., & Khater, S. (2017). Relationship between
corporate social responsibility and marketing performance: The mediating effect of customer value
and corporate image. International business research, 10(2), 104-123.

Assadourian, E. (2010). Transforming cultures: from consumerism to sustainability. Journal of
Macromarketing, 30(2), 186-191.

Belz, F-M., & Peattie, K. (2009). Sustainability marketing: a global perspective. West Sussex, UK: John
Wiley & Sons.

Bhattacharya, C. B., & Korschun, D. (2008). Stakeholder marketing: beyond the four Ps and the
customer. Journal of Public Policy & Marketing, 27(1), 113-116.

Bhattacharya, C. B., Smith, N. C., & Vogel, D. (2004). Integrating social responsibility and marketing
strategy: an introduction. California Management Review, 47(1), 6-8.

Calu, A., Negrei, C., Calu, D. A. S., & Viorel, A. (2016). Reporting of Non-Financial Performance
Indicators—A Useful Tool for a Sustainable Marketing Strategy. Calu, A., Negrei, C., Calu, DA and
Avram, 2015, 977-993.

Crittenden, V. L., Crittenden, W. F., Ferrell, L. K., Ferrell, O. C., & Pinney, C. C. (2011). Market-oriented
sustainability: a conceptual framework and propositions. Journal of the Academy of Marketing
Science, 39(1), 71-85.

Cronin, J.J., Smith, J.S., Gleim, M.R. et al. Green marketing strategies: an examination of stakeholders
and the opportunities they present. J. of the Acad. Mark. Sci. 39, 158-174 (2011).

Dangelico, R. M., & Vocalelli, D. (2017). “Green Marketing”: an analysis of definitions, strategy steps,
and tools through a systematic review of the literature. Journal of Cleaner Production, 165, 1263-
1279.

El-Ansary, A., Shaw, E. H., & Lazer, W. (2018). Marketing’s identity crisis: insights from the history of
marketing thought. Ams Review, 8(1-2), 5-17.

Unidade Chdcara Flora: Av. Interlagos, n® 1329 — Sdo Paulo — SP —Tel: (11) 5694-7900



‘I

,UNIVERSIDADE

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.
22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

IBIRAPUERA

Lideres gue inventam o futuro

Gonzalez-Padron, T., Hult, G.and Ferrell, 0.(2016), "A stakeholder marketing approach to
sustainable business", Marketing in and for a Sustainable Society (Review of Marketing Research, Vol.
13), Emerald Group Publishing Limited, pp. 61-101

Gordon, R., Carrigan, M., & Hastings, G. (2011). A framework for sustainable marketing. Marketing
Theory, 11(2), 143-163.

Groening, C., Sarkis, J., & Zhu, Q. (2018). Green marketing consumer-level theory review: A
compendium of applied theories and further research directions. Journal of Cleaner Production, 172,
1848-1866.

Hofenk, D., van Birgelen, M., Bloemer, J. et al. How and when retailers’ sustainability efforts translate
into positive consumer responses: the interplay between personal and social factors.J Bus
Ethics 156, 473-492 (2019).

Hunt, S. D. (2011). Sustainable marketing, equity, and economic growth: a resource-advantage,
economic freedom approach. Journal of the Academy of Marketing Science, 39(1), 7-20.

Hunt, S. D. (2017). Strategic marketing, sustainability, the triple bottom line, and resource-advantage
(RA) theory: securing the foundations of strategic marketing theory and research. AMS Review, 7(1-
2), 52-66.

Kérna, J., Hansen, E., & Juslin, H. (2003). Social responsibility in environmental marketing
planning. European journal of marketing.

Kemper, J. A., & Ballantine, P. W. (2019). What do we mean by sustainability marketing?. Journal of
Marketing Management, 35(3-4), 277-309.

Kemper, J. A., Ballantine, P. W., & Hall, C. M. (2020). The role that marketing academics play in
advancing sustainability education and research. Journal of Cleaner Production, 248, 119229.

Kotler, P., & Levy, S. J. (1971). Demarketing, yes, demarketing. Harvard Business Review, 79, 74-80.
Kumar, V., Rahman, Z., Kazmi, A. A., & Goyal, P. (2012). Evolution of sustainability as marketing
strategy: Beginning of new era. Procedia-Social and Behavioral Sciences, 37, 482-489.

Lawther, S., Hastings, G. B., & Lowry, R. (1997). De-marketing: Putting Kotler and levy's ideas into
practice, Journal of Marketing Management, 13:4, 315-325

Lee, C. K. C, Yap, C. S. F., & Levy, D. S. (2016). Place identity and sustainable consumption:
implications for social marketing. Journal of strategic marketing, 24(7), 578-593.

Lim, W. M. (2017). Inside the sustainable consumption theoretical toolbox: Critical concepts for
sustainability, consumption, and marketing. Journal of Business Research, 78, 69-80.

Lunde, M.B. Sustainability in marketing: a systematic review unifying 20 years of theoretical and
substantive contributions (1997-2016). AMS Rev 8, 85-110 (2018).

Mishra, S., & Modi, S. B. (2016). Corporate social responsibility and shareholder wealth: the role of
marketing capability. Journal of Marketing, 80(1), 26—46.

Murphy, B., Maguiness, P., Pescott, C., Wislang, S., Ma, J., & Wang, R. (2005). Stakeholder perceptions
presage holistic stakeholder relationship marketing performance. European Journal of
Marketing, 39(9/10), 1049—-1059

O'Rourke, D., & Ringer, A. (2016). The impact of sustainability information on consumer decision
making. Journal of Industrial Ecology, 20(4), 882-892.

Ozanne, L. K., Phipps, M., Weaver, T., Carrington, M., Luchs, M., Catlin, J., ... Williams, J. (2016).
Managing the Tensions at the Intersection of the Triple Bottom Line: A Paradox Theory Approach to
Sustainability Management. Journal of Public Policy & Marketing, 35(2), 249-261.

Peattie, K. (1999). Trappings versus substance in the greening of marketing planning. Journal of
Strategic Marketing, 7(2), 131-148.

Unidade Chdcara Flora: Av. Interlagos, n® 1329 — Sdo Paulo — SP —Tel: (11) 5694-7900



]

,UNIVERSIDADE

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42

43.

44,

IBIRAPUERA

Lideres gue inventam o futuro

Pomering, A. (2017). Marketing for sustainability: extending the conceptualisation of the marketing
mix to drive value for individuals and society at large. Australasian Marketing Journal (AMJ), 25(2),
157-165.

Pomering, A., & Johnson, L. W. (2018). Building Sustainability into Services Marketing: Expanding
decision-making from a mix to a matrix. Sustainability, 10(9), 2992.

Rahman, M., Rodriguez-Serrano, M. A., & Lambkin, M. (2017). Corporate Social Responsibility (CSR)
and Marketing Performance: Role of Commitment to the Customer Relationship. In Creating
Marketing Magic and Innovative Future Marketing Trends (pp. 667-671). Springer, Cham.

Ramirez, E., Tajdini, S., & David, M. E. (2017). The effects of proenvironmental demarketing on
consumer attitudes and actual consumption. Journal of Marketing Theory and Practice, 25(3), 291-
304.

Richardson, N. (2020). Sustainable marketing planning. New York: Routledge.

Rudawska, E. (2019). Sustainable marketing strategy in food and drink industry: a comparative
analysis of B2B and B2C SMEs operating in Europe. Journal of Business & Industrial Marketing.
Schulz, S. A., & Flanigan, R. L. (2016). Developing competitive advantage using the triple bottom line:
A conceptual framework. Journal of Business & Industrial Marketing.

Sogari, G., Pucci, T., Aquilani, B., & Zanni, L. (2017). Millennial generation and environmental
sustainability: the role of social media in the consumer purchasing behavior for
wine. Sustainability, 9(10), 1911.

Svensson, G., Hggevold, N., Ferro, C., Varela, J. C. S., Padin, C., & Wagner, B. (2016). A triple bottom
line dominant logic for business sustainability: framework and empirical findings. Journal of Business-
to-Business Marketing, 23(2), 153-188.

Tollin, K., & Christensen, L. B. (2019). Sustainability marketing commitment: Empirical insights about
its drivers at the corporate and functional level of marketing. Journal of Business Ethics, 156(4), 1165-
1185.

. Torres-Ruiz, F. J., Vega-Zamora, M., & Parras-Rosa, M. (2018). Sustainable consumption: Proposal of

a multistage model to analyse consumer behaviour for organic foods. Business Strategy and the
Environment, 27(4), 588-602.

van Dam, Y. K. & Apeldoorn, P. A. C. (1996). Sustainable Marketing.Journal of
Macromarketing, 16(2), 45-56.

Yngfalk, C. (2019). Subverting sustainability: market maintenance work and the reproduction of
corporate irresponsibility. Journal of Marketing Management, 35(17-18), 1563-1583.

Unidade Chdcara Flora: Av. Interlagos, n® 1329 — Sdo Paulo — SP —Tel: (11) 5694-7900



