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A European study came to the conclusion that a major motivating factor 
for recycling was the high effectiveness of the action, i.e., whether the 
consumer still believed recycling mattered. Applying such methods to the 
study of product recycling and disposal, social marketers will find it 
easier to write the text of advertising and other messages included among 
the fundamental values that will encourage people to assume a more 
responsible behaviour towards the environment. 
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The issue of product disposal and recycling is particularly vital due 
to its public policy implications. We live in a society in which people throw 
things away indiscriminately, leading to environmental problems and, 
unfortunately, waste accumulation. Many countries have made it a priority 
to train customers to recycle. Japan recycles about 40% of its waste and this 
high rate is partly due to the social value the Japanese place on recycling: 
the citizens are encouraged by the waste disposal trucks that are seen on the 
streets periodically playing classical music or songs for children. Prompted 
by consumer groups, companies continue to search ways to use resources 
more effectively. For instance, Mc’Donalds bowed to pressure by 
eliminating the Styrofoam packaging. Its European restaurants are 
experimenting with edible breakfast platters made of maize. China also 
takes the waste issue very seriously. Hundreds of Chinese restaurants have 
started to wash and recycle chopsticks and the state intends to put a tax on 
disposable chopsticks. 

Several studies have examined the significant goals for recycling. 
One of them applied a means-end chain analysis to determine how specific 
instrumental goals are connected to more abstract terminal values. The most 
significant lower goals were “avoid filling up landfills”, “waste reduction”, 
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“material recycling” and “saving the environment”. These were linked to 
other terminal values like “health promotion/sickness avoidance” and 
“provide for the future generations”. Another study reported that the 
perceived recycling effort best anticipated whether people would keep 
recycling in the future – a pragmatic dimension, more important than the 
general attitude towards recycling and the environment in predicting the 
intention to recycle. A European study came to the conclusion that a major 
motivating factor for recycling was the high effectiveness of the action, i.e., 
whether the consumer still believed recycling mattered. Applying such 
methods to the study of product recycling and disposal, social marketers 
will find it easier to write the text of advertising and other messages 
included among the fundamental values that will encourage people to 
assume a more responsible behaviour towards the environment. 

Even when taking into consideration the measuring difficulties, 
statistics indicate that waste production differs significantly among 
European countries. By the end of the 1980’s, the annual municipal solid 
waste per capita in the Western-European states ranged from 231 kg in 
Portugal to 608 kg in Finland. In the USA, the corresponding figure was 864 
kg. The various levels of waste generation are caused by the differences in 
the global income and consumption style. 

Waste management also varies from one country to another, In 
Denmark, several recycling programmes encourage people to reduce 
household waste and recycle as much as possible. The municipal waste 
management systems charge consumers according to waste weight or 
volume. The Danish waste management model, which emphasises the local 
responsibility of the resource separation programmes, is not sold worldwide, 
through on-site visits and video tapes. In Germany, he law requires the 
producers to take responsibility for the redistribution and recycling of used 
materials. Besides recycling, other waste disposal programmes have caught 
the interest of the authorities. In several European countries, like Spain, 
Italy, France and Denmark, the government offers economic incentives to 
car owners, to encourage them replace their old cars with newer ones in 
order to reduce air pollution and increase road safety. 

Recycling is just the beginning of a profound process that takes into 
consideration not only the recycling capacity, but also environmental issues 
regarding production. Environmental concern is no longer restricted to 
recycling, but applies to all aspects connected to the production and 
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consumption processes and affects the marketing strategies of all products, 
from nappies to fast-foods. For instance, Ecover, a highly environmentally 
conscious Belgian producer of detergents and cleaning products, appealed to 
the consumers’ concern by recycling the television commercials its 
competitors had used before. The company used five black-and-white 
commercials of the 1950’s and superimposed a colour image of its own 
brand, the voice-over explaining that the old commercials had been 
recycled. Environmentalism has been considered to become a new universal 
value, not under a militant form, but as an implicit precondition for the 
degree of acceptability of products. A commentator explained this in a 
paradox: “Environmentalism means that we will no longer have ecological 
milk. We will have milk and industrial milk.” This might also lead to more 
sensitivity towards natural products and products from smaller, independent 
producers. Different consumers groups are thus putting pressure on 
producers to produce in such a way as to preserve nature and its resources 
rather than exploit them. 

Certain European retail chains have initiates environmentally 
friendly policies. Migros, the largest Swiss retail chain, has reduced the 
packaging material, has increased train transport and has introduced non-
toxic, well-insulated stores to reduce power consumption. Tengelmann of 
Germany (chlorine-free products, milk-dispensing machines for recyclable 
milk containers), Otto, the largest mail order company in the world 
(environmental friendliness as corporative culture, cooperation with World 
Wildlife Fund), Sainsbury (recycled plastic bags , the “Penny Back 
scheme”, donating refunded pennies to charity) and Tesco (comprehensive 
labels, healthy eating programmes and organically grown products) of the 
United Kingdom are among the pioneer retailers for environmental issues. 

Environmental attitudes and behaviour have proved difficult to 
predict. Some state that the trend seems to disappear, since within an 
organisation such as Greenpeace the number of members has declined. A 
1991 study about Danish consumers came to the conclusion that although 
the attitude was “green”, the behaviour was less likely to change. Since 
then, the demand for ecological dairy, eggs and vegetables has increased 
significantly in Denmark and in other countries as well. A chief indication 
that environmentalism is becoming a global value and it is not a passing 
fashion is the role it plays in the mass media for the young people, like 
MTV, and in school curricula. 
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Numerous studies on consumers have tried to establish the distinct 
profile of value for environmentally oriented consumers, discussing if they 
are more self-oriented rather than concerned about society. Values like 
“close relationships to others” and “social justice” are associated with 
friendly attitudes and behaviour towards the environment. 

In Romania, companies have found creative solutions to carry out 
their waste collection obligation, but are using this to improve their image or 
to stimulate their sales. The Romanian marketers have initiated effective 
ways to fulfil their waste collecting task and have thus increased sales and 
created a socially responsible image of their companies. In the past months, 
there has been an inflation of promotional or image campaigns based on 
recycling and their number is expected to increase in the next months. 

Recycling campaigns seem to be everywhere: radio and TV spots, 
posters, recycle art monuments in shopping malls, green corners with 
collection points and biodegradable bags in supermarkets, mega-events one 
can attend in exchange for a recyclable item etc. Such promotional activities 
were easily predictable, since in 2008, Romania has taken on the 
responsibility to collect at least 4 kg of waste per capita consisting of 
electric and electronic household items, besides packaging and other 
construction materials waste. Companies should contribute to achieving this 
goal. But how can they persuade people to help them fulfil their waste-
collecting task, when people have only little ecological concern and have 
not been trained to recycle? Difficult as this may seem, some companies 
have managed not only to find a way to collect the required quantity of 
waste but also to turn such activities into image capital and a means of 
increasing sales. In communication, at first these companies counted on the 
fear of resource exhaustion brought by the global warming issue and, more 
recently, on the financial crisis. Then waste collection became a motivation 
to purchase new products. Environmental concerns have made the public 
more aware of the necessity to recycle, which can be considered an 
opportunity in marketing strategies. It is no longer a matter of worrying 
about the future, since we can already feel the effects of environmental 
destruction because of the excessive use of resources and irrational 
consumption. Companies have become aware of the fact that the public 
considers them responsible for such damage. Consumers want to know 
where the product they have purchased comes from and what happens to it 
after they dispose of it.  
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Some marketers have understood the benefits of communicating 
their involvement in environmental care and have turned their task of 
selective waste collecting into an image promoter, a sales incentive and a 
motivation for new acquisitions. 

Several months ago, KPMG has made public a study entitled 
Climate Changes Your Business. Among the risks that companies are 
exposed to in this context are those connected to reputation. An 
irresponsible exploitation of resources may lead to bad reputation. It goes 
without saying that if companies want to survive, they need to employ the 
values of sustainable development, from raw material acquisition to 
recycling and resource restoration. And they have to make these activities 
public. The inventive solutions they find to encourage consumers to help 
them recycle are quite interesting. Lexmark develops a campaign of TV 
spots saying that “to help companies protect the environment, Lexmark 
collects and recycles its own cartridges”. The surprise comes with the final 
slogan: “Print Less, Save More” – which may sound like anti-advertising for 
a printing solutions producer. In fact, the campaign suggests the Lexmark 
products environmentally friendly and aim at saving resources. 

Consumer behaviour tends to be more responsible as the effects on 
the environment are more and more severe. Vodafone tries to identify itself 
with this trend by asking its customers if they are “climate cool“. The first 
step of the Vodafone campaign started with the online project “Muzeul 
Vodafone“ (www.muzeulgsm.ro), during which the public was invited to 
send photos of old telephones for a competition. In October they started to 
collect the old phones. The phones collected in the first three months have 
already been reconditions to be used by people with limited possibilities. 
Those that couldn’t be recycled were separated into components. The 
money will be donated to an environmental organisation.  

The promotional buy back system has proved very effective in the 
waste collecting campaign. The marketers have found another way to 
increase the sales of new products, at the same time with fulfilling their 
recycling tasks and promoting social responsibility. Consumers are tempted 
to buy new products by capitalising an old one; they benefit by a discount or 
the old phone is considered as a down payment. 

Altex is one of the retailers that have developed recycling campaigns 
in the buy back system since last year. During their latest campaign, for any 
recycled old television set or monitor, the company offers a 15% discount 
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for a new Samsung LCD or plasma. Before that, Altex and Electrolux 
promoted the campaign “Protect the environment and you get a 15% 
discount!“ to recycle refrigerating equipment and washing machine. An old 
product was considered the advance payment for a new one. 

Retailers are using this system quite frequently. Last summer, 
Carrefour and Metro had similar promotions. The consumers benefited from 
discounts up to 25% of the price of the new product if they brought a 
recyclable one in exchange. Consequently, this is an effective method of 
sales increase that also helps retailers carry out their waste-collecting task. 

Together with RoRec, Indesit Company, one of the major companies 
on the local market of household appliances (white goods) has initiated the 
programme of recovering old household appliances in exchange for new 
ones. The campaign, entitled “recycle and Save with Indesit and Hotpoint-
Ariston, offers consumers new Indesit and Hotpoint-Ariston products at 
lower prices in exchange for old household appliances. To motivate 
consumers, Indesit offers a 250 RON or 15% discount in the price of the 
new product. 

Non-profit organisations come to emphasize the message of such 
campaigns, since their main goal is to organise and put into practice a useful 
system of waste collecting and processing. They continue to search for 
communication means in order to persuade the Romanian public – not 
enough trained to collect waste selectively – to support them in achieving 
their goal. Quite a number of non-profit organisations are active and 
successful in training the public to become more responsible towards the 
environment. 

For the Romanians, becoming Europeans is no longer a SF dream 
meant to come true in 2050. People have become increasingly aware of 
environmental concerns, even if they do not have any connection with the 
recycling programmes imposed by law.  
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