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Abstract

The presented scientific paper deals with the topic of sustainability marketing with a
focus on the German food industry. In the theoretical part of the thesis, fundamental,
thematic terms such as marketing, sustainability and CSR are defined, as well as the
theoretical model marketing mix and the multi-layered sustainability marketing are
extensively discussed. In addition, different actors and sustainability labels on the
German food market are examined and the LOHAS target group is examined in more
detail with the help of the expert interviews conducted. In the second, practical part of
the work, three well-known companies from the FMCG sector and their sustainability
strategies are explored in detail in order to ensure practical relevance, so that ultimately
the question of how the marketing mix can be made more sustainable can be answered
in a well-founded way. The basic findings of this mainly literary work are that every
aspect of the marketing mix must be analyzed individually and redesigned for
sustainability in accordance with corporate guidelines if the successful implementation
of a sustainability strategy is to be the goal. Another approach, the so-called public
welfare economy, cannot be excluded in the long run, but it demands a fundamental
transformation of our global economic system for the benefit of people and the

environment.



Inhaltsverzeichnis

Y o1 o = Lot ST RPN I
INNAIESVEIZEICINIS v e e e e e e e e Il
AbKUrzungsverzeiChNIs ........ooc i vV
AbbildungSVerzeiChNis........cocuieiciiiciecce e Vi
(G o Lo LYt Dol -1 [0 1 1= PO \
I T o] =1 (U o = U 1
1.1 Hinfihrung zur Thematik und Fragestellung der Arbeit...........ccceeeereccieecceeceieee, 1
1.2 Vorgehensweise Und MethodiK ..........cooocciiiiccciieiceee e e 2
2. Theoretischer HINtergrund........ccccceeeiiciiiieeiicciieees e renee e e 3
2.1 MAFKEEING oottt e st e s as e e e b e e s be e s s be e e sabeessabeesnaeasnanns 3
2.1.1  Definition MarkEtiNg ....coovi oot 3

2.1.2  MaArKETING-MIX APS ..ottt 5

2.2 Der deutsche Lebensmittelmarkt ..........ccoovreiiiciiii e 7
2.2 0 AINGTUIG (ot re e 10

W A 110l ©e ] 01 o - o 1V 2SR ORI 10

2.2.3  DENN'S BIOMAIKL .oiviiiiii ittt 10
2.2.4  Vom EINfachen das GUEE .....c.eiiiiiiiccce et 10

G T e =T o 11 < =S UPUSR PRI 11

2,26 SIFTPIUS oottt 11

2.1.7  KAUINEKUN.AE. .o 12

2.3 Nachhaltigkeit als Unternehmensstrategie .........cccceevuveeecieeevieeccreeeceeccee e 12
2.3.1  Definition NaChhaltigKeIt.......oooiiiiii e 14
2.3.2  Ziele nachhaltigen WirtSChaftens......c.oivviiiiiiie e 16

2.3.3  Definition Corporate Social ReSPoNnSibility.......c.ccovviiiiiiiiiiiiiiccce e 18

2.4 NachhaltighkeitSMarketiNg ....ccocvvviiiiiiiiicccriiecccte e s ser e s e sennees 18
2.4.1  Definition NachhaltigkeitsmMarketing .........ccovovviiiiiiii i 19
2.4.2  Konzept Nachhaltighkeitsmarketing .......covioviiiiiiii e 19

2.5 (0] o R UL o =3 To Y 1=Y= = [ 26

F e Y0 R 1< o = =T OSSP PR 27

2.5.2 BIOIANG ittt et be e 28

2.5.3  NGTUIANG oottt ettt e et ae e 29
2.5.4  BIOKIEIS 1.ttt ettt a et e et ae e 30

2.5.5  EU-BIO-LOBO oot 30

2.5.6  Das SIEEEI-PrODIEM . ..o 32

2.6 Wandel der Zielgruppe: LOHAS........oo ittt ssee s en e s ne e e s s sne e e 34



