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Background 
The biggest issue of our time is the environmental damage we have caused. Publics are becoming 
increasingly aware of this challenge: environmental concern has risen. This change toward green 
values is commonly referred to as “greening of society”. Having generally been considered the 
environmental villains, companies are now also seen as the solution to the environmental 
problem. More and more companies are going green as they have realized the potential of green 
innovations to yield competitive advantages. Therefore, a greening of the business domain can 
also be observed. However, only little research has been conducted on why and how 
environmental issues are integrated into the development of new products. Considering that 
chemical companies are the epitome of the environmental villains, investigating the case of a 
manufacturer of branded chemical goods that has been the market leader in the highly contested 
detergent market for more than a century – despite or even because of – pursuing an eco-
leadership strategy becomes more intriguing.  

Aim 
The aim of this study is to investigate the how and part of the why of integrating environmental 
issues into product development by analyzing and discussing Henkel’s environmentally 
compatible product innovations and their relation to the greening of society. 

Method 
The method of choice is content analysis. Drawing on secondary data, the research strategy is 
qualitative and the design is longitudinal while the approach is descriptive and idiographic. 

Results 
Societal values and Henkel’s product portfolio seem to move in the same direction as both have 
become greener and greener ever since the 1970s. However, concluding that the portfolio changes 
as a response to the value change is premature, especially because the innovations are often the 
result of decades of research and development. Also, the portfolio has not become greener at an 
increasing pace because the corporate goals have changed. Rather, the greening progress has been 
accelerated by technological progress. While over the years Henkel’s innovations have offered 
green benefits at an increasing proportion, this development is not strongly reflected in 
advertisement. Until recently green values have – if at all – only been addressed rather as an aside; 
the most emphasis has always been on performance. While the latest positioning of innovations as 
truly green indicates that promotional strategy now acknowledges that preserving the environment 
has become a mainstream value, societal value change has been more strongly reflected in 
advertisement in terms of values associated with convenience rather than with the environment 
and sustainability.    
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 1 Introduction 

1.1 Research Problem  

The biggest challenge society faces is that humanity consumes more than our planet’s natural 

system could support (Schouten as cited in Solomon 2011). Researchers request communities 

to become active since acceptable modes of consumer behavior have to be redefined, actively 

and creatively enabled, and made preferable over current practice in order to no longer 

undermine the foundation of our existence (Solomon 2011).  

Indeed, societal values related to environmental protection have undergone a substantial 

change; researchers refer to it as the “greening of the society” (Anderson & Huge Brodin 

2005: 77) that started during the 1970s and gained momentum in the 1990s. A great part of 

the impetus stemmed from the publishing of the Brundtland Report fathered by the United 

Nations World Commission on Environment and Development. Not only did it place 

environmental issues on the political agenda, it also laid the groundwork for the convening of 

1992’s Earth Summit in Rio de Janeiro, and hence played a great role in making the catch 

phrase sustainability a household name (destatis 1999). 

Publics become more and more aware of the environmental challenge. As a substantial 

increase in environmental concern – defined with Franzen and Meyer (2010) as the 

individual’s insight that pollution and resource overuse threaten the natural state of the 

environment – could have been observed all around the world, this development is not only 

apparent in Germany or the EU (Gelissen 2007).  

Nor are these trends restricted to the public domain for valuing the environment is becoming a 

mainstream concern in the business domain too. It held entrance into marketing research at a 

time which is now forty years ago (Hart 1997, Kassarjian 1971). Scholars such as Reinhardt 

(1999), and Porter and van der Linde (1995) argue that incorporating the environment into 

business practice does not hinder economic success as right the opposite seems to be true: 

green innovations can lead to not only cost reductions but even sustaining competitive 

advantage. Political institutions, just like the German Federal Ministry for the Environment, 
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Nature Conversation and Nuclear Safety (Bundesministerium für Umwelt, Naturschutz und 

Reaktorsicherheit, BMU) have reached a similar understanding and recently issued 

declarations that summon companies to no longer understand sustainable development as 

hindering innovation and acknowledge its potential to drive innovation (Graldowitz 2007). 

Companies are no longer seen as only the villains that are only the root cause of 

environmental problems but they are regarded as a solution to the problem and supposed to 

eventually accept their responsibility (Hart 1997). 

In the past corporations often denied the hazardous impact their operations had on the 

environment. A series of highly visible environmental disasters made calls for stricter 

governmental regulation surge. Corporations still had to go a long way until they accepted 

their responsibility. Now that some of them begin to recognize that reducing their 

environmental impact does not exclude but rather fosters increase in profits, “more and more 

companies are ‘going green’” (Hart 1997: 67). Recent studies have shown that companies are 

increasingly integrating environmental issues into their business thinking. This trend can also 

be traced in the increasing number of green products entering the global markets. It therefore 

has even been suggested that “change towards environmental value and social good is 

fostered by market-driven product innovation and new technologies rather regulation alone” 

(Dangelico & Pujari 2010: 471). 

However, beyond greening there lies an enormous challenge: “to develop a sustainable global 

economy: an economy that the planet is capable of supporting indefinitely” (Hart 1997: 67, 

italics his). Hart (1997) further provides the reasoning for why companies should commit to 

achieving sustainability in the first place. 

“The roots of the problem – explosive population growth and rapid economic 

development in the emerging economies – are political and social issues that exceed 

the mandate and the capabilities of any corporation. At the same time, corporations are 

the only organizations with the resources, the technology, the global reach, and, 

ultimately, the motivation to achieve sustainability” (Hart 1997: 67).  

From this standpoint, companies are not only able but also supposed to “lead the way, helping 

to shape public policy and driving change in consumers' behavior” (Hart (1997: 76). Meffert 

and Kirchgeorg aver that green marketing “is an essential prerequisite for transforming the 

consumer society into a sustainable society” (1994: 2).  
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Yet, many companies still refuse to go green. They do not follow these calls to action for 

more green innovations because these were not appreciated by consumers because of their 

contradictory behavior and values (Fichter & Pfriem 2007). This understanding is a clear 

contradiction to the consumers’ assessment. When it comes to climate protection, a recently 

conducted representative survey demonstrates that German citizens have a clear opinion on 

the performance of the private sector: whereas 38 percent consider the Federal Government’s 

commitment as sufficient, only 11 percent of the German citizens think companies commit 

enough or rather enough. The citizens obviously expect companies to do more for the 

environment. Furthermore, 68 percent of all consumers regard their own consumption 

behavior as having a great potential to contribute to environmental protection (BMU & UBA 

2010).  

While those calls to action demonstrate that innovating eco-friendly is necessary in order to 

reduce the environmental burden, the value shift toward green values should also provide 

incentives for the companies to do so as consumers not only appreciate the efforts more but 

also expect them to be made.  

From a basic marketing perspective, companies exist in order to satisfy their customers’ needs 

(Solomon 2011). Values play a crucial role in determining consumer behavior. Because firms 

will only be able to satisfy their customer’s need “to the extent that they understand the 

people or organizations who will use the products and services they are trying to sell” 

(Solomon 2011: 35) consumer research on needs and values is vital for the success of firms 

operating in business-to-consumer markets. This task is further complicated as those needs 

and values are subject to change: value change can be viewed as a threat in the firm’s 

competitive environment (Flint et al. 1997). Given this dynamics and the need to meet needs 

profitably (Kotler & Keller 2009), consumers become “moving targets” (Blocker & Flint 

2007).  

Following this logic, targeting those consumers whose beliefs are subject to such substantial 

changes will lead to equally substantial changes in the products that are offered to satisfy 

those needs. Simply put: “if societal values go green – so should the products”. Therefore, the 

greening of the product portfolio of Henkel AG & Co. KGaA and its relation to societal value 

change is explored in this study. This angle pays deference to the appreciation that a firm’s 

actions can hardly be analyzed in a vacuum. Because they do not operate isolated, the 
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relations to external actors and their impact on the firm behavior are worth to be examined 

(Ottosson 2011).  

Despite the ever growing interest of marketing research in environmental issues and the 

intriguing findings that demonstrate the driving power of green innovations, only little 

research has been conducted on why and how environmental issues are integrated into the 

development of new products in general. Specifically, a research gap when it comes to green 

product portfolio management can be identified (Dangelico & Pujari 2010). In order to help 

closing this gap, the study hence focuses on the greening of the products within Henkel’s 

portfolio. In her depiction of the research gap, Reijonen suggests (2008: 11): “The process of 

greening of products is not covered in detail in the current research. Rather, greening of the 

product is – just as the other greening strategies – black-boxed as a process. It is simply 

referred to as a strategic approach for greening of the firm that can be employed for either 

moral or competitive reasons (see i.e. Aragon-Correa and Sharma 2003: 74, Hart 1995: 1001, 

Shrivastava 1995a, Shrivastava 1995b).”  

Henkel can be taken as a textbook example of a company that demonstrates that combining 

green innovation and sustaining success is possible. The company’s development shows that 

doing good does not rule out doing better – to lend a term coined by Sen and Bhattacharya 

(2001). Therefore, keeping in mind that companies can only be successful to the extent they 

meet the consumer requirements, the question arises how Henkel managed to constantly 

increase their sales – even in times of the recent world economic crisis while simultaneously 

and substantially reducing the detrimental effects on the environment imposed by their actions 

and products. This is especially impressive as the trade-off between ecology and economy is 

often assumed to be particularly steep in the chemical sector (Porter & van der Linde 1995), 

which is where Henkel operates.  

Thus, the findings of this study will be valuable for those companies that do not yet appreciate 

the opportunities that derive from offering more sustainable, more environmentally friendly 

products. Moreover, not only those companies benefit from taking that opportunity: if we can 

find ways to enhance our wellbeing without jeopardizing others’ and future generation’s well-

being, we all will benefit. Due to the urgency of the environmental problems and the 

increasing awareness among consumers, companies are already faced with a new and 

additional challenge as they have to generate new markets that fulfill the requirements the 

planet and the current as well as future societies place on them, while further to this required 
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company innovation a change in behavior will be needed to attain a sustainable marketplace. 

These two factors, consumer behavior change and company innovation require tight 

interaction and hence companies must be aware of these behavioral factors (Fichtner & 

Pfriem 2007). 

 

1.2 Aim and Research Questions 

The study is concerned with two phenomena: the value change in society at large and the 

change in Henkel’s product portfolio. The most striking developments in both areas seem to 

involve an increasing concern for the environment. At first glance, both phenomena seem to 

be moving in the same direction. Hence and against the backdrop of the need to understand 

where and why the consumers move, the question arises how both developments relate to 

each other. The aim of this study therefore is to investigate the how and one part of the why of 

integrating environmental issues into product development by analyzing and discussing the 

change in the product portfolio of Henkel and how it relates to the value change of society at 

large when it comes to green product innovations. 

Though the study does not claim to cover the full gamut of the subject, it aims to outline a 

variety of considerations. The following research questions will guide the investigation: 

� What are the green innovations in Henkel’s product portfolio that can be identified in 

the period 1970-2010?  

� Do product portfolio and consumer values move in the same direction and at the same 

pace?  

� Does the consumer advertising of the green innovations reflect the societal value shift 

toward green values in terms of the promotion of their green benefits?  

The first research question is more specific and is concerned with the how of integrating 

environmental issues into the development of new products as it aims to identify green 

innovations. The latter research questions are concerned with part of the why. The second 

question is more general and leads to investigating the green innovations’ relation to the shift 

in values toward green values. After this general understanding is attained, the third question 

will investigate the relation more in-depth. The question involves advertising because, if 



6 

 

products are designed to meet the consumer’s values and effective advertising promotes the 

benefits sought by the target group, consumer advertising is supposed to address new values. 

  

1.3 Company Presentation 

Being Germany’s largest producer of consumer goods, Henkel also operates in more than 125 

countries around the world. The corporation, now headquartered in Düsseldorf, was founded 

in Aachen by Fritz Henkel in 1878. Through the development of the first-ever ‘self-acting’ 

detergent Persil, the first of many branded consumer goods, the company had been able to 

establish its undisputed leading position in the German laundry care market by the year 1907 

while the international sales and the opening of foreign subsidiaries have had begun already 

thirty years earlier (Swoboda & Löwenberg 2010).  

The company’s portfolio today is structured into three business sectors: Laundry & Home 

Care, Beauty & Personal Care, and Adhesives, Sealants & Surface Treatments. The former 

two operate predominantly in business-to-consumer (B2C) markets, while the latter’s major 

customers are industrial clients and craftsmen as it operates on business-to-business (B2B) 

markets. While all sectors have been renamed and realigned throughout the company history, 

the sectors Beauty & Personal Care and Adhesives, Sealants & Surface Treatments have 

undergone great organizational changes through realignment and major acquisitions as 

becomes evident from comparing organizational charts from the different years.  

In 2010, partially benefitting from the weak Euro in combination with the boom in Asia, 

Henkel recorded the most successful year in company history (Stocker 2010). In this year the 

company generated total sales of 15,092 Million Euros, which marks an organic increase by 

11.2 percent compared to the previous year. The main factor driving the success was the 

organic growth by 11.8 percent of the mainly business-to-business segment Adhesive 

Technologies where macroeconomic factors are felt the most. However, as Figure 1 

illustrates, all three sectors recorded organic growth in 2010. The figure provides an overview 

over Henkel’s sales in 2010 by business sectors. 
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* 2% of the sales are allocated to Corporate Segment 

 Figure 1: Henkel’s Sales by Business Sectors  
 Source: Henkel (2010), and own calculations 
 

As becomes evident from Figure 1, the focal business sector Laundry & Home Care accounts 

for 29 percent of the company sales in 2010. Analysis of company published data from the 

last 20 years has shown that the sector has consistently had a share of about 30 percent. It is 

thus despite the comparatively little growth in 2010 the second most important business sector 

within the Henkel corporation.  

The company’s three biggest brands – Persil, Schwartzkopf, and Loctite, each of the three 

belonging to a distinct business segment – accounted for 23 percent of total sales. In the 

business sector Laundry & Home Care the three strongest brands Persil, Purex (in North 

America) and Dixan realized 32 percent of this sector’s sales (Henkel 2010).  

Throughout its history, the company’s legal structure naturally has changed in order to adapt 

to new circumstances. The latest change took place in 2008 when Henkel KGaA – a limited 

corporation based on shares – became Henkel AG & Co. KGaA limiting the liability further. 

Henkel has been concerned with the issue of sustainability for over 130 years. Sustainability 

is viewed as a driver for product innovation in all three areas because Henkel is committed to 

meeting today’s needs of people without endangering the development opportunities of 

tomorrow’s generations. “Sustainability is part of our DNA” states Kasper Rorsted, Chairman 

of Henkel’s Management Board (in the foreword of the Sustainability Report 2008: 2). 

Since the1970s, the marketing strategy has been to secure competitive advantages through 

products that unite customer benefit and ecological progress (Sustainability Report 2004). The 

strategy was translated into the corporate mission statement in 1994 as “competitive 

advantages through eco leadership” (Sustainability Report 2001: 4).  

Laundry & Home Care

• Sales: 4,319 Million Euros
• Organic Growth: 1.5%
• Share of Sales*: 29% 

Beauty & Personal Care

• Sales: 3,269 Million Euros
• Organic Growth: 4.8%
• Share of Sales*: 24% 

Adhesive Technologies

• Sales: 7,306 Million Euros
• Organic Growth: 11.8%
• Share of Sales*: 48%
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1.4 Previous Research in the Area 

1.4.1 Green Products and Green Innovations 

Researchers such as Chen argue: “With the advent of this environmental era, companies must 

find an opportunity to enhance their products’ environmental performance to strengthen 

customer loyalty” (2011: 2). This is in line with the finding that environmental standards and 

regulations can encourage green innovations that in fact reduce cost, while increasing 

productivity and competitive edge (Chen 2011, Hellström 2007, Porter & van der Linde 

1995).  

Though Porter and van der Linde acknowledge that companies “are constantly finding 

innovative solutions to pressures of all sorts – from competitors, customers, and regulators” 

(1995: 120), the discussion about the role of external stakeholders in the innovation process in 

literature on business greening has been largely confined to innovation in response to 

environmental regulation. In contrast, this study will not investigate the role of governmental 

legislation and/or multilateral organizational agreements in instigating innovation. Though 

these initiators certainly are important, this study does not investigate the relationship of the 

focal company to legislators because other stakeholders, the consumers, are in the center of 

attention. However, the crucial point, that at least in business theory has found broad approval 

at the latest since Porter and van der Linde’s seminal article (1995), that green innovations 

can lead to a competitive advantage for the innovator, does hold on all accounts. Reinhardt 

goes so far to argue that “managers should make environmental investments for the same 

reason they make other investments: because they expect them to deliver positive returns or to 

reduce risks” (1999: 149). Therefore, different approaches for incorporating environmental 

friendliness while strengthening the competitive advantage will be discussed below in the 

Theoretical Framework. 

In her dissertation on markets and the natural environment, “Reijonen demonstrates on the 

basis of one specific product that environmentally friendliness can provide added value to the 

product, being a product quality that can lead to the consumer choosing the product” 

(Ottosson 2011: 17). Recent studies for the U.S. arrive at a similar conclusion: consumers are 

willing to pay a price premium for ethical behavior. The researchers tested this with ethical 

sourcing (i.e. fair trade) and organic resources (Solomon 2011).  
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Moreover, buying green products can make consumers feel better about themselves: in a U.S. 

survey recently conducted by retail giant Wal-Mart almost half (47 percent) of the 

interviewees completely agreed that “buying environmentally friendly products makes them 

feel like a smart consumer”. Yet, the very same survey shows the situation is not that 

appealing for providers of green products since far more than half (62 percent) of the 

interviewees responded they would buy more green products if there was no premium to be 

paid (Mahoney 2007). Obviously, the price premium for green innovations can hinder their 

purchase because not all consumers are willing or able to pay it.  

This became evident in the recent economic downturn because consumers can no longer 

afford paying a price premium. However, the crisis also had a converse effect as it changed 

the values held by American consumers: they care more about frugality, the environment and 

the circumstances of how the products were manufactured (Solomon 2011). A similar 

observation could have been made in Germany, where the environmental awareness among 

the public has increased from 2008 to 2010 (Abraham 2009, BMU & UBA 2010).  

As Solomon (2011) states for the U.S., manufacturers of household cleaning products have 

realized that value shift and consequentially launched “green versions” of their products. 

Solomon here identifies a relation between value change and changes in the product portfolio 

in an equivalent market. Yet, this is done in the superficial manner as is presented here. 

Further, Solomon et al. identify an increase in products with a “better-for-you-positioning” 

(2010: 211). They further state that “new products that take an ethical stance are also driving 

this trend” of conscientious consumerism” (ibid). However, they do not elaborate at all on 

how this is done, which is why Solomon’s (2011) and Solomon et al.’s (2010) findings 

constitute a motivation for this study to investigate this relationship more in depth.  

When it comes to the market success of green products, researchers suggest that, despite all 

environmentalism, performance remains the most important selection criterion for consumers 

(Swoboda & Löwenberg 2010). The U.S. launch of the hybrid automobile Toyota Prius is an 

example where performance and environmental friendliness could be joined to a product with 

a market success that exceeded all expectations leading to consumers lining up for six month 

to get one. The lesson to learn from that is: “Products that consumers see as good for the 

environment and that are functionally successful can offer enticing options” (Kotler & Keller 

2009: 122). As these options for both the consumer and the producer had proven to be 
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successfully realizable with one product (the Prius), Toyota decided to now roll out hybrids 

throughout its auto range. U.S. automakers have followed this lead (Solomon 2011).  

However, the research gap identified above about how products contribute to the greening of 

businesses still remains. One of the few studies concerned with the greening of the product is 

Reijonen’s doctoral thesis. Reijonen (2008) takes a constructivist approach in so far as she 

investigates how products become green and how this characteristic is maintained in different 

market related practices. Though her thesis is situated in the same broad research gap, her 

angle also incorporates studying how a product becomes green in the eyes of the consumer in 

order to understand how the markets for green products emerge. This study, in contrast and 

though taking into account the dynamism in societal values, assumes a rather static consumer 

and adopts the business perspective only, viewing the market as a place where – a growing – 

green consumer segment can be identified.  

A major effort in exploring the why and how companies integrate environmental 

sustainability into product innovations was recently made by Dangelico and Pujari (2010). By 

means of multiple case studies on small and medium sized enterprises based in Canada and 

Italy, they propose a conceptual framework for green product innovation. However, their 

framework is both concerned with process as well product innovations. Though partially 

drawing on this framework, the study at hand therefore differs from Dangelico and Pujari’s in 

two main respects. Whereas their approach incorporated multiple case studies and was 

inductive in nature, this study takes an opposing approach as it takes their induced conceptual 

framework to investigate a single case. Since this single case is a multinational corporation, 

there is another difference to Dangelico and Pujari’s research. Further, because here the 

emphasis is only on product rather than process innovations, this study will hence only 

employ the product innovation related features when drawing on their framework.  

1.4.2 Value Change in Advertisement 

Despite the difficulties involved in capturing large social and cultural phenomena empirically, 

research on the reflection of value change in advertisement has a relatively long tradition in 

marketing. Many of these studies employ a content analysis methodology and start from the 

hypothesis that change in societal values is represented in changes in media symbols (Zinkhan 

et al. 1990). This study follows in that wake. 
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Already in 1959, as one of the first, Dornbusch and Hickman attempted to give an empirical 

foundation to this notion by analyzing a random sample of advertisements in the “Ladies’ 

Home Journal” from a period of sixty years. Their findings confirm the hypothesis of value 

change being reflected in advertisement with regard to a shift in American values from inner- 

to other-directedness as was described by Riesman. Since then, their findings have been 

supported by several related studies that analyzed different magazines, different target 

audience and/or put more emphasis on other, yet related, values (Kassarjian 1977, Zinkhan et 

al. 1990). 

These studies all confirm that value change is reflected in corporate communication. 

However, to the best of the author’s knowledge, there are no studies that deal with the 

reflection of green value change in particular. Anyhow, Hartmann and Apaolaza Ibáñez 

(2006), who note that research on green branding in general is scarce, analyze the 

communicational implementation of green brand associations in the Spanish consumer-energy 

market and find that communicating green benefits can have significant effects on how 

products are perceived by the consumer. Though this is rather intuitive, the study supports the 

argument put forward that green benefits are supposed to be communicated and therefore 

provides further motivation for including communication into the analysis.  

1.4.3 Publications on Henkel  

The interest in Henkel increased in the late 1990s and many publications appeared on the 

occasion of Henkel’s 125th anniversary in 2001 one of which is a book by Feldenkirchen and 

Hilger (2001). It depicts the company’s development from a manufacturer of branded laundry 

detergents and cleaning agents to a global playing specialist in chemical crude materials and 

system solutions. While the time period and scope the book considers is far broader and 

obviously cannot be concerned with most recent developments, green innovations are no 

major issue in the book. Moreover, as the book was edited on behalf of Henkel, it potentially 

is subject to the company bias which is to be discussed below (see section 2.3). However, it 

draws on substantial internal documentation and hence contains data that otherwise would not 

be accessible.  

After this peak, the interest in the company and its history ceased. However, due to its 

famousness and international operations Henkel often serves as an example in predominantly 

German textbooks which is why there are paragraphs on the company to be found it various 
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publications. For instance, Figge and Hahn (2004) use the company’s financial and 

environmental figures to illustrate the calculation of Sustainable Value Added, a measure they 

propose for depicting a company’s performance when it comes to sustainability in one 

monetary key figure. Yet, those illustrations are not case studies. 

A major piece of work, a collection of five case studies, focusing on Henkel was put together 

in 2010 by Swoboda and Löwenberg. The case studies are published by and were prepared in 

cooperation with Henkel and thus can draw on extensive internal data and can be understood 

as a reaction to the company’s global sustainability initiative. As this initiative was restricted 

to Laundry & Home Care, these studies focus on the very same area as does this study. The 

publication is directed at academic teachers and contains five case studies to be solved in the 

course of business studies. While most of these studies are only loosely related to this study as 

they are concerned with internal processes, the relations with upstream partners or retailers, 

one study – Case Study 4 – deals with consumer related processes, which is the field where 

this study is located. Case Study 4 deals with brand-specific activities related to Henkel’s 

global sustainability initiative “Quality and Responsibility” and poses the question “What 

effect do brand-specific activities performed by Henkel as part of its ‘Quality & 

Responsibility’ initiative have on classic, habitualized purchasing behavior?” (Swoboda & 

Löwenberg 2010: 6). It aims to provide a basis for discussing the response processes the 

promise of “Quality & Responsibility” as part of a corporate image campaign triggers in 

consumers. Habitulized buying decisions occur when both cognitive and emotional 

involvement are low, which is typically the case in laundry and home care products as they 

are used on a day-to-day basis and hence  bought in frequently repeated purchases. It involves 

complications for innovations, as new information is hardly taken into account in habitulized 

buying decisions. This problem is what is addressed in Case Study 4. It is thus related to this 

study as it deals with a green advertising campaign but takes a different angle in so far as the 

emphasis is on communicative ways to increase the information intake. Further, Case Study 4 

is only concerned with a period shorter than two years between 2008 and 2010. Yet, due to its 

nature, Case Study 4 still provides a very useful source and starting point as do their other, 

less related case studies thanks to the researchers’ access to company internal information. 
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2 Method 

2.1 Research Design and Research Strategy 

The approach taken is rather descriptive. The search for cause and effect is consequently no 

main objective which means that chicken-or-the-egg questions are not to be answered 

definitely. The research strategy will therefore be predominantly qualitative, which does not 

rule out that the study is partially drawn on quantitative studies. Content analysis will be the 

predominant means of investigation because “the exchange process in the marketplace and the 

communication of the values of the exchange depends upon the written or spoken word” 

(Kassarjian 1977: 8) which is why the methodology has proven valuable for studying such 

broad phenomena as is done in this study (Zickhan et al. 1990).  

Further, the research design is longitudinal. Such a design is appropriate as this study 

investigates how the product portfolio and values change over the course of time (Bryman & 

Bell 2007). The longitudinal element is injected through the analysis of archival information 

and previously conducted case studies that had adopted another angle.  

The focus being on a single case implies that an idiographic approach is being taken. This 

means that this study cannot and does not attempt to generate general findings that can be 

applied to other cases regardless of time and place (Bryman & Bell 2007). However, given 

that companies can only be successful to the extent they succeed in satisfying the customers’ 

needs and that these needs are strongly affected by values, Henkel that has been the market 

leader in the highly contested German detergent market for more than 100 years can only be 

termed a successful company. The study will therefore illustrate examples of good practice. 

 

2.2 Case Selection 

Apart from the company’s success, the rationale for choosing Henkel as case for this study is 

manifold. First, as a publicly held corporation Henkel is not only obliged but also prone to 

disclose extensive information because potential and actual investors increasingly take 

environmental transparency into account in their investment decisions (Stead & Stead 2000, 
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Sustainability Report 2002). Secondly, because the study puts emphasis on the concept of 

sustainability, choosing a company that acknowledges the importance of the concept seems to 

be reasonable. Apart from Henkel’s publicly professing that sustainability is a corporate value 

(Henkel 2011b), the company’s first environment report was published as early as in 1992 

(Environment Report 1992), being the first-ever environment report in the chemical industry 

(Swoboda & Löwenberg 2010) and the company is a founder member of the World Business 

Council for Sustainable Development (WBCSD 2011), to name but a few examples for why 

Henkel fulfills this criterion. Thirdly, the longstanding history of the company allows for a 

longitudinal examination. The existing body of case studies and other publications dealing 

with the company provides a fourth reason for why Henkel is chosen.  

The study will focus on only one of the business areas within Henkel. The chosen method 

inherits a risk of misinterpretation as it implies that data from different levels of analysis will 

be combined (Bryman & Bell 2007): On the one hand, the level of analysis will be the society 

at large, whereas on the other hand, the level of analysis is both the organization (i.e. Henkel) 

and on the group level (i.e. business area Laundry & Home Care). The focus on this particular 

business area is chosen for four main reasons: First, operating in the laundry care and 

household cleaner segments, this business area is predominantly engaged in B2C markets 

(Henkel 2011a). Limiting the investigation to consumer markets appears reasonable as the 

societal impact of individual changes in value will be in the center of attention. Therefore, the 

B2B business area Adhesives, Sealants & Surface Treatments will be excluded from the 

analysis. Secondly, excluding Beauty & Personal Care from the analysis is due to the fact 

that this area is administered by subsidiary companies (e.g. Schwartzkopf) that would add an 

additional level to the analysis making matters even more complex. Excluding this area thus 

avoids further increasing the above mentioned risk of misinterpretations. An additional reason 

for choosing Laundry & Home Care over the others is that the company’s “success story” 

started with a product from this business sector and it has played an integral role in the 

company’s evolution ever since (Henkel 2011a). Further, as stated above, Laundry & Home 

Care has not undergone any major restructuring processes that would make a longitudinal 

analysis less compelling. 

Within the sector, the focus lies on laundry detergents. This is done only in the interest of 

practicability in order to keep the empirical data manageable. However, a screening of the 

available data has shown that the findings would not differ substantially if Home Care were 

included in this study.  
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The rationale for putting special emphasis on ‘green’ or environmentally friendly product 

innovations is twofold. The emphasis on the green part is due to the above mentioned 

attention the issue receives in the societal debate. The emphasis on product innovation as 

opposed to dealing with product eliminations on an equal footing is chosen because for the 

former records such as those kept by patent offices exist and product innovations are 

advertised and announced in media while product eliminations are naturally kept on a low 

profile in order to alleviate bad impacts on the company reputation (Homburg et al. 2010). 

Also, as this study is supposed to provide an example of good practice, accounting for 

successful innovations makes sense. Therefore, it appears to be both reasonable and more 

practicable not to treat innovation and elimination equally in this study. 

The investigation will focus on developments in Germany. This limitation is due to several 

reasons. First of all, the focal company is headquartered there while – even though the 

company holds leading positions world wide – the German market has always been a core 

market and hence is of great importance to the company (Sustainability Report 2004). 

Further, one of the company’s “success strategies is the use of specially tailored regional 

brands and technologies” (Sustainability Report 2005: 14). For this reason, not limiting the 

investigation to one pronounced geographical Region would make an analysis of changes in 

the product portfolio almost impossible. For instance, determining whether the launch of a 

new brand in France means that a product that already is established somewhere else by 

another brand name or a totally new product was launched would involve processing 

unmanageable data. What is more, cross-national analysis would further be complicated by 

peculiarities of international trademark rights. For instance, while Henkel holds the right to 

market one of its major brands Persil in almost all countries, the detergents going by that 

brand name in France, Great Britain, Ireland and New Zealand are marketed by the 

company’s rival Unilever (Jones and Miskell 2005). 

Additional reasons for limiting the study to Germany are based on the availability of 

empirical data on value change. The study partially bases on Survey data that often involves 

complications regarding comparability in terms of categories and data collection methods 

(Bryman & Bell 2007). For instance, for the World Values Survey researchers have argued 

that despite its significance, “most of the research has been fashioned in a manner to tap 

values in industrialized and western states” (Kotzé & Lombard 2003: 183). Therefore, the 

results for former socialist countries might be inconclusive. Moreover, Grunert and 

Scherhohn (1990) could show that cross-cultural differences – here between West Germany 
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and the U.S. – in value surveys can be traced back not only to substantial but also to semantic 

factors. Difference can to a large extent be explained by cross-culturally differing 

connotations. In order to avoid these drawbacks, the investigation will focus on Germany.  

Limiting the study to the time period 1970-2010, is because environmental concern began to 

rise on the verge of the 1970s (ZUMA 1992), empirical data on these shifting values in 

Germany is available from that time on while also the first clearly green innovation of the 

focal company dates back to late 1969. Consequently, the lower threshold of the time period 

is not that definitive. 

 

2.3 Empirical Data 

The empirical evidence was gathered from secondary sources only. Unfortunately, no 

interview could be conducted that would have helped closing the minor gaps the available 

data leaves. Aside from previous case studies and publications on Henkel, content from 

Henkel’s Websites – also including annual, environment and sustainability reports and 

innovation letters – have been analyzed.  

Data collection and analysis have been geared to the illumination or resolution of the research 

problem that has been identified at the outset. The coding of the available data (see Coffey & 

Atkinson 1996) was done in the following way: in order to identify key themes and patterns, 

the company Websites and a sample of environment and sustainability reports were taken as a 

point for departure. After an initial surfing and reading period, labeling the bits and pieces – 

first by business segment, which seemed to come naturally since both Websites and company 

reports were organized that way, and then by product category, which was done because 

product portfolios are organized that way – soon demonstrated that the retrieval process 

needed to be confined. The category laundry detergents was then chosen for the below 

mentioned reasons and especially because it promised narrowing down data retrieval without 

missing out on key points other categories feature. Other important labels all the reports then 

were systematically screened for were concepts such as environmental concern, consumer 

orientation, as well as innovation,  and the related field of product development, lifecycle 

analysis and product stewardship. Also the corporate objectives, vision and values have been 

gathered systematically. 
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After green innovations and the process of product development had been covered, the goal 

was to find out how the innovative features were communicated. Consequently, advertisement 

and other communicative means (e.g. press releases, innovation letters and the individual 

product’s Websites) were retrieved for those innovations only that had been labeled green. 

Henkel data predominantly is company provided data that supposedly is biased as it aims at 

presenting the company in the most favorable light. This study’s reliability thus depends to a 

large extent on the quality, reliability, and frankness of the published data. This risk is to 

some extent mitigated by Henkel’s reputation. This for one is because the company has 

gained recognition and won prizes from non-commercial authorities such as the German 

Consumer Protection Ministry and the UN for their sustainability reporting (Sustainability 

Report 2003, 2008). Also, a company’s or brand’s reputation can function as an abstract 

“bond” or “hostage” (Alchian & Woodward 1988: 75) that provides an incentive for the 

company to behave in accordance with the high expectations because the reputation 

immediately affects shareholder value and brand equity (Decker & Schölling 1999). In order 

to mitigate the remaining risk by strengthening and verifying the company data, innovation 

award and sustainability reporting listings as well as media reports on the company’s 

environmental activities have also been analyzed. 

Still, there is the bias toward successful innovations as the company supposedly will be prone 

to remain silent about failing innovations. But because innovations can only be successful if 

they meet the consumers’ needs that are determined by personal values, it should be those 

successful innovations that form a good point of departure for investigating the reflection of 

the zeitgeist in the product portfolio. To some extent, the bias also is negligible when it is kept 

in mind that the case of the market leader presents an example of good innovation practice.   

Furthermore, that part of the study that describes the societal value change is based on survey 

data and the publications on those surveys. Several large-scale cross-national survey projects, 

such as the International Social Survey Program (ISSP), the European Values Survey (EVS) 

and the World Values Survey (WVS) were established in the 1980s and since then continued 

(Gelissen 2007). Though all of these allow for systematically studying attitudes and values 

(amongst others those concerning the environment) from a longitudinal perspective (Franzen 

& Vogl 2010, Gelissen 2007, Inglehart 2003) which is what is to be attempted in this study, 

all these surveys started with or a little after the time that is referred to by many scholars (e.g. 



18 

 

Anderson & Huge Brodin 2005, Hart 1997) as the beginning of the rise in environmental 

concern. That is a major drawback of these surveys for the purposes of this study. 

However, for instance, EVS and WVS constitute a unique database providing cross-national 

data on the role of human values for a large number of societies (WVS 2009). Having evoked 

widespread interest, the first wave carried out in ten West European societies was replicated 

multiple times with consistent findings (Inglehart 2003), suggesting the design to be relatively 

reliable (Bryman & Bell 2007). In order to test the hypothesis derived from the first wave that 

predictable cultural changes were occurring, four successive waves – from then on called 

WVS – were conducted globally (Inglehart 2003, WVS 2009). Detailed information about the 

surveys and their organization can be found the Website of the WVS: 

www.worldvaluessurvey.org, and the Website of the EVS: www.europeanvalues.nl. The 

surveys have “proven invaluable for research in [the] field of mass public values” (Kotzé & 

Lombard 2003: 183). Yet, not every wave included each item while, as Hirsh (2010) puts it, 

deriving the measures of environmental concern from those items that are available does not 

comprehensively cover the entire domain of environmental values and attitudes.  

ISSP comprises some more items that concern the environment than does the WVS, but has 

only been carried out in two waves, 1993 and 2000, in merely 26 countries. Detailed 

information about the ISSP can be found on its Website: www.issp.org. There are severe 

limitations to the generalizability of the findings on the macro level as most of the studied 

countries are OECD member. Yet, as the country-specific samples in deed are random 

samples, results on the individual level are supposedly robust (Franzen & Meyer 2010).  

Though items in the different surveys are similar, EVS, WVS, and ISSP paradoxically arrive 

at widely different results when it comes to the level of environmental concern. However, 

these discrepancies can most likely be explained on the basis of differing answer scales. 

Nevertheless, as the findings from the different surveys are consistent when it comes to the 

direction of changes in the environmental concern (Franzen & Vogl 2010) and this study is 

concerned with a single country, these complications are negligible. 

An important pillar of this study will be the findings of the German Sinus Socivision, former 

Sinus-Institut (Sinus). For more than thirty years, the institute has been engaged in research 

on the value change and lifestyles of individuals in Germany. Basing on the work of the 

influential French sociologist Durkheim and qualitative and quantitative interviews of 

representative samples the institute developed the Sinus-Milieus for Germany (Sinus 2011). 
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Detailed information on the institute’s research methodology can be found on its Website 

http://www.sinus-institut.de/de/. An important advantage of these studies is that it is directly 

concerned with value change in Germany, which means that each wave has comprised all the 

relevant items. In addition, the research dates back to the early 1970s, which is significantly 

earlier than the above mentioned surveys. Further, the surveys Sinus conducted arrive at 

conclusions that are generally consistent with the other surveys that were found to be reliable, 

transitively suggesting reliability of Sinus’ findings, too.  

 

3 Background 

The point of the discussion hitherto has been to highlight research problem and the rationale 

for why this area is worth investigating in the first place and how it is going to be done. In 

order to further depict the point of departure, the study has been related to previous research 

in the area. This positioning further helped gaining a deeper understanding of the contribution 

of the study and hence closed the introductory section. 

Now that the previous chapter has presented the approach taken and evaluated the quality of 

the empirical data that will be drawn on, a background will be established in the third chapter. 

In order to attain this, basic concepts will be presented in the following section. These 

concepts will enhance the understanding of the issues discussed thereafter. The section will 

first describe the general development that has been measured by cross-national surveys. 

Then it gets more specific when it comes to shortly depicting the value shift toward green 

values until finally the “career” of ecological values in Germany in the considered time period 

is described. 

3.1 Conceptual Basics 

3.1.1 Value 

The concept of value is central to the marketing discipline (Kotler & Keller 2009). However, 

marketing literature uses the concept in differing yet interrelated ways that go beyond the 
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value definition that is implied in the term value change as it is used in sociology. This 

diverse use of the term value results in a broad and complex field (Graf & Maas 2007). Figure 

2 therefore aims to illuminate it.  

 

 

 Figure 2: Value Concepts in Marketing Literature 
 Source: own, based on Flint et al. (1997) and Graf and Maas (2007) 
 

On a first level, it can be distinguished between (personal) values and consumer values. 

Consumer or more general customer value is by some researchers broken down into the 

(overlapping) concepts desired value, and value judgment (Flint et al. 1997) or perceived 

value, respectively (Graf & Maas 2007). Consumer value is specific to consumption behavior 

whereas personal values are those values that are referred to when it comes to value change in 

society at large. However, according to Flint et al. (1997) all three forms of value can be 

subject to change.  

A personal value can be defined with Rokeach, who drove much of the research on values, as 

“enduring belief that a specific mode of conduct or end-state of existence is personally or 

socially preferable to an opposite or converse mode of conduct or end-state of existence 

(1973: 5). Putting it in simpler words, a value is “a belief that some condition is preferable to 

it opposite” (Solomon 2011: 172). Rokeach (1973) identified two kinds of values: terminal 

and instrumental. While terminal (i.e. end) values are concerned with preferred end-states of 

existence (e.g. happiness), instrumental (i.e. means) values are concerned with modes of 

behavior (i.e. honest) that are instrumental in achieving the end-states (Gutman 1982, 

Rokeach 1973). “The interrelation between ‘means’ values and ‘end’ values is referred to as a 

value system” (Gutman 1982: 63). This belief system is regulated by individual, social and 

cultural determinants (Solomon 2011).  

The consumer value concept has recently and increasingly gained research attention (Flint et 

al. 2002). Because a clear-cut conceptualization has not yet happened, approaches often 

encompass the overlapping concepts of both desired (customer) value and the perceived 
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customer value – or value judgment (Flint et al. 1997, Graf & Maas 2007). Anyhow, the 

concept is closely connected to the value proposition that is comprised of the system of all the 

benefits promised to be delivered by the company. Customers seek the maximization of this 

value, form expectations about it and then act accordingly (Kotler & Keller 2009). “We value 

products to the extent that they provide the means to some end we desire” (Solomon 2011: 

178). This means that products are judged by their ability to satisfy personal values. Hence, 

the close relation to the concept of personal values becomes evident, as desired value and 

value judgment of the product are determined by personal values.  

According to Flint et al. (1997), the desired value is what the customer wants to happen as it 

constitutes the benefits he seeks. Products create value when the benefits they deliver help the 

consumers to attain their goals. The value judgment then is the consumer’s assessment of 

what benefits have been received and what sacrifices have been made. Because a value 

judgment is determined by the experience made in the specific consumption situation, this 

form of value is the most transient.  

Lifestyle 

Lifestyle is a concept that is closely related to the concept of (personal) values. The term has 

different but related connotations. 

From a psychological perspective, a lifestyle is understood as self-concept. An individual’s 

personality is determined by values, goals, knowledge, etc. and in combination with the 

person’s view of the world and the self-perception the personality results in the self-concept. 

From this self-concept the lifestyle originates (Freter 2008). This notion has also entered 

marketing theory as e.g. Solomon (2010) views a person’s self-concept as a “raw ingredient” 

that fashions a lifestyle. Values, in their role as higher-order goal structures, can therefore be 

seen as “furnishing a master plan for building [a person’s] lifestyle” (Ratneshwar et al. 1999: 

196).   

The dominant marketing definitions of the term are captured as follows: “Lifestyle refers to a 

pattern of consumption that reflects a person’s choices about how they spend time and money, 

but in many cases it also refers to the attitudes and values attached to these behavioral 

patterns” (Solomon et al. 2010: 577). The latter notion hence unifies values and attitudes. 

While attitudes are guided by values (Lin et al. 2010), they are generally understood as a 

relatively enduring disposition to react to particular stimuli in a consistent manner. Attitudes 
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are learned over time (Freter 2008, Kroeber-Riel & Weinberg 2003) and whereas personal 

values apply mostly independently of the context, attitudes do not (Solomon et al. 2010).    

No matter if the narrower or broader definition is taken, the lifestyle concept remains of great 

importance to marketing theory and practice. Because a particular lifestyle is distinct from 

other lifestyles – as it is a statement of “who one is and who one is not” (Solomon et al. 2010: 

503) – lifestyles are predestined as a consumer segmentation criterion (Freter 2008).  

There are two ways of categorizing the public into lifestyle segments (Freter 2008): empirical 

market research keeps track of buying patterns and draws from them conclusions on the 

lifestyle (e.g. Fournier et al. 1992), whereas milieu oriented research methods take the 

individual’s social class and value orientation as a starting point for arriving at lifestyle types. 

The first approach seems to follow the first definition of lifestyles given by Solomon above, 

while the latter approach is based on the latter lifestyle definition. The Sinus-Institut’s milieus 

that will help depict the value change in Germany obviously follow the second approach to 

lifestyle as they are derived from the individual’s values and socioeconomic position within 

society.  

Consumer Behavior and Values 

Consumer behavior is “the process involved when individuals or groups select, purchase, use 

or dispose of products, services, ideas, to satisfy needs and desires” (Solomon 2011: 33).  

“Because values drive much of consumer behavior (at least in a very general sense), we might 

say that virtually all consumer research ultimately relates to identifying and measuring 

values” (Solomon 2011: 176). In his influential work “Beliefs, Attitudes and Values” from 

1968, social psychologist Rokeach could show that values are a powerful determinant of 

individual behavior in all life aspects (Gutman 1982). Since then, even though the existence 

of a value-action gap has been proven (Young et al. 2009), several studies have confirmed 

that motivations have a very strong correlation with actual behavior (Solomon 2011). 

An issue, that Solomon calls “one of the fundamental premises of the modern field of 

consumer behavior” (2011: 44), plays an important role for the relation between personal 

values and consumer behavior and thus for this study: products are not only bought for their 

basic functions but rather for their deeper meaning, their “image (or even personality!) 

consistent with our underlying needs” (Solomon 2011: 44). Interestingly, Psychologist 
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Dichter (1964) has dealt with this premise in his “Handbook of Consumer Motivations” as 

early as in the 1960s. Based on more than 2,500 studies conducted under his supervision in 

North and Latin America, Europe and Africa, he argues that the “objects which surround us 

do not simply have utilitarian aspects; rather, they serve as a kind of mirror which reflects our 

own image” (Dichter 1964: 6). Consequently, buying goes beyond the mere acquisition of 

goods. The consumer views in the product the reflection of his own qualities. Through his 

choice of a product and reading into it remarkable qualities, the consumer actually testifies his 

own excellence. It is therefore not surprising that product choice is largely determined by 

ethical values. Here it is already acknowledged that products can be perceived by the 

consumer as moral for various reasons. Dichter exemplifies their inherent morality (e.g. pure, 

natural ingredients) and the morality of their producer (e.g. not charging unreasonable prices) 

(Dichter 1964).  

S-O-R Model 

The complexity of the process does not make it possible to depict it in a sole model (Kroeber-

Riel & Weinberg 2003). Hence, it has been studied from various interdisciplinary angles. In 

the following the model of consumer behavior of Kotler and Keller (2009) is presented and 

related to Woodworth’s S-O-R model, as it provides an overview on the determinants of 

consumer behavior and in particular where and how values factor into the behavior. The 

model of consumer behavior, as set up by Kotler and Keller (2009) (see Appendix 1) 

elucidates the role the consumer’s personal background in shaping consumer behavior. The 

model is very similar to the S-O-R model – with S, O and R standing for stimulus, organism 

and response respectively, that was set up by psychologist Woodworth already in 1929. In 

both models, the consumer is modeled from a behaviorist perspective as a “black box”; 

stimuli go into the black box and responses come out (Solomon et al. 2010). The observable 

variable stimulus (i.e. marketing or other environmental stimuli) are deployed in order to 

explain the interning, non-observable variable consumer behavior or the “black-box” that the 

personal background and the buying decision process constitute. It implies that an organism 

that is exposed to an exogenous stimulus will react to that stimulus in accordance to his or her 

personal background (Kroeber-Riel & Weinberg 2003), that in Kotler and Keller’s (2009) 

model is broken down into consumer psychology and consumer characteristics. With 

motivation being a determinant of consumer psychology values decisively determine the 

consumption process.  
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3.1.2 Product Portfolio and Innovations 

The portfolio is the range of products and/or brands a company offers (Esch & Roth 2006). It 

“represents the basis of a firm’s market exchanges with customers and its successful 

management affects the very existence of the firm” (Ratneshwar et al. 1999: 198). 

The product notion (product as a bundle of features or attributes) here, does not distinguish 

between tangible goods and services. According to Esch and Roth (2006), the portfolios of 

top-selling companies nowadays comprise multiple brands which do not only compete in 

different markets as diverse brands cater the same markets. Also, empirical investigation has 

shown that companies employ a variety of brand architectures while brands are often 

combined: Products are marked with both a product brand and a company brand that 

functions as an umbrella brand for all products (Rühle & Völckner 2011). 

The portfolio can be distinguished by how deep and how broad it is (Esch & Roth 2006). 

Product innovations can broaden, deepen or not affect the portfolio at all. Product innovation 

is concerned with the development of product features and can be categorized into 

development of new products and the improvement of existing products. If existing products 

are replaced by their new, superior versions, the product portfolio breadth and depth are not 

affected. If a new product version is added to the portfolio without removing the forerunner, 

the portfolio becomes deeper. Deep portfolios comprise several versions of basically the same 

product. If a totally new product is developed and added to the portfolio, it becomes broader 

(Mühlbacher et al. 2006). 

Brands are one – if not the – central means of differentiating the offered products from the 

competition. This is a given in marketing literature. However, there is less agreement on the 

definition of what exactly a brand is (Bohmann 2011). For the purpose of this study, a brand 

can be defined with Keller (2008) as a bundle of benefits with specific features that from the 

target groups’ perspective distinguish this particular bundle from other bundles gratifying 

identical basic needs. Brands have an important role in consumer behavior as they facilitate 

information intake, processing and storing and thus help the consumer cope with the 

complexity involved in making a purchase decision. The consumer’s recognition of the trade 

mark makes information become more efficient. Another brand function is that they reduce 

the perceived risk involved in the purchase in so far as a brand evokes trust in the product 

benefits (Rühle & Völckner 2011).  
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The trust in an established product brand can be purposefully transferred to new products 

(Solomon et al. 2010). If new products are added to an existing product line that goes by a 

particular brand, this constitutes brand transfer strategy. Such a product line extension adds 

related products to the same brand and is a stimulus generalization strategy (Solomon et al. 

2010). Establishing the connection of the new product to an existing brand means that those 

knowledge structures existent in the consumer can be exploited. Hence, high product 

awareness and a positive image can be created within a relatively short time and at lower 

costs. An additional benefit of line extensions is that additional synergies can be realized if 

the offered products gain system character by evoking the impression that there is a solution 

to all related problems offered by the same producer. Successful new products under an 

existing brand can also increase the image of that parent brand. However, the effect can also 

be converse (Rühle & Völckner 2011). 

Green Products  

Products and solutions that mitigate the threat to the environment through causing less 

damage to or even benefitting the environment are commonly termed environmentally 

friendly, eco-friendly, green, or sustainable (Lin et al. 2010). The different terms are usually – 

and throughout this study – used interchangeably, even though the concept of sustainability 

goes beyond the environmental and present dimension to encompass the triple targets of 

economic competitiveness, environmental responsibility and social justice which incorporates 

not compromising the possibilities of future generations (Dangelico & Pujari 2010). This 

implies that green, environmentally friendly solutions are not necessarily sustainable, whereas 

sustainable solutions in turn always reduce the environmental burden. Therefore, as the 

natural environment is the focal issue in this study, using the terms here interchangeably does 

not affect the meat of the findings. 

 

3.2 Value Change 

On a general societal level and despite differing labeling  and a lacking consensus on the 

conceptualization and the dimensions of the value change, researchers agree that an 

emancipative change in the values toward an increased appreciation of equality and human 

choice can be witnessed (Held et al. 2009). Historically, changes occurred only over centuries, 
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a very long range. With the industrialization the dynamism gained momentum, whereas 

today, even intergenerational change occurs. 

Socioeconomic development is the primary driver in shaping value change because – 

irrespective war and disaster – no other phenomenon affects daily lives as immediately and 

massively. Common to all creatures is the urge to survive, while survival had been precarious 

throughout most of history (Inglehart & Welzel 2005). The socioeconomic development, 

which has speeded up with industrialization, has changed this. With increased material 

security, “people experience a greater sense of human autonomy” (Inglehart & Welzel 2005: 

25). An increase in affluence lets a society progress up the hierarchy of needs and values (see 

Maslow 1970). When members are no longer struggling for their survival, they become “free 

to pursue what Inglehart termed postmaterialistic goals, such as political freedom, individual 

self-fulfillment, and environmental protection. Inglehart asserted that the shift from 

materialism to post-materialism is irreversible as long as material prosperity continues” 

(Franzen & Meyer 2010: 220). In this recent shift, both long-term developments caused by 

intergenerational population replacement and short-term period effects are reflected (Inglehart 

2008).  

“Intergenerational population replacement is a long-term force that works in a consistent and 

foreseeable direction over many decades, but its impact at any given time is increased or 

reduced by current economic and political events” (Inglehart & Welzel 2005: 119). Hence, the 

fact that values do not change significantly after an individual has entered adulthood 

(Inglehart 2008), does not mean that they do not change at all.  

However, it could be found that despite the direct link between changes at the individual level 

and the societal level, individual level changes are rarely directly reflected in institutional 

manifestations on the societal level. In order to illustrate this disparity, Inglehart and Welzel 

(2005) give the example of the rise of the pro-environmentalist Green Party in West 

Germany: their first election into the West German parliament in 1983 brought about a 

fundamental change in politics, “but this abrupt breakthrough reflected a gradual 

intergenerational rise of mass support for environmentalist policies. Institutional barriers, such 

as the fact that a party must win at least 5 percent of the vote to gain seats in the German 

parliament, made the party’s breakthrough to prominence sudden and dramatic. But its rise 

reflected long-term processes of incremental change” (Inglehart & Welzel 2005: 39).  
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3.2.1 Value Shift toward Environmental Concern in General 

According to several scholars that have studied Western societies, the environmentalist 

movement came into existence in the late 1960s to early 1970s (e.g. Anderson & Huge Brodin 

2005, Hart 1997, Schultz and Zelezny 1999, ZUMA 1992). Also driven by the increasingly 

high visibility of environmental problems (Hart 1997), the movement gained momentum in 

the 1990s and was reflected in the emerging “trend” of recycling (Anderson & Huge Brodin 

2005). 

Gelissen (2007) calls it an intriguing empirical finding that environmental concern has 

generally and substantially increased. Despite this increase that today can even be observed in 

developing countries, there are still significant differences among countries in attitudes 

toward the environment. Even if the same datasets are used, scholars come to different 

conclusions as to how to explain the observed differences. A consensus on those factors 

determining the level of environmental concern is still lacking in literature (Franzen & Meyer 

2010, Gelissen 2007).  

There are several attempts to explain the observed value shift toward environmental concern. 

From all the attempts Inglehart’s post-materialism hypothesis seems to have experienced the 

most support while caveat from other scholars could have been successfully disproved in 

numerous studies by Inglehart himself as well as other scholars. Though the hypothesis was 

formulated on the basis of a very limited sample of industrialized European countries, in 

multiple and large scale cross-national studies empirical evidence could have been found to 

corroborate the hypothesis (Gelissen 2007, Held et al. 2009). The hypothesis therefore is 

chosen to be presented in order to explain the underlying reasons of value change when it 

comes to environmental concern.  

Inglehart’s (1995, 1997) post-materialism hypothesis has proven to be valuable in explaining 

the variations (within and among nations) in the degree to which individuals are concerned 

about the environment (Franzen & Meyer 2010). According to the hypothesis, environmental 

concern is on the rise as a part of the general change in fundamental values taking place as 

societies develop that was depicted above. The increase in environmental awareness therefore 

is a consequence of a society’s development from an emphasis on survival values to an 

emphasis on self-expression values (Inglehart 2008). 
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Because one goal of an environmentally compatible lifestyle is linked to sustaining the own 

and the environment’s health, it might be a little counter-intuitive that it is not survival values 

that drive environmentally responsible behavior but with self-expression values quite the 

opposite. They have thriven among generations that have grown up under conditions that 

allow for taking survival for granted (Inglehart & Welzel 2005). 

Self-expression values are as Inglehart and Welzel (2005) argue not egocentric but humanistic 

in so far as their emphasis is not only on autonomy for oneself but also for others and they 

motivate movements for minorities and universal goals such as environmental protection and 

ecological sustainability. Consequently, green activists are mainly what Inglehart calls 

“postmaterialists” (Inglehart 2003; Inglehart & Welzel 2005), without the cultural changes 

toward a postindustrial worldview, which reflects an increased attentiveness to the ecological 

risks, the environmentalist movements would most likely not have emerged (Inglehart & 

Welzel 2005).  

However, according to Inglehart (1995) environmental concern is not only explained by the 

shift from materialist to postmaterialist values because it is also influenced by the objective 

environmental conditions that a population’s individuals are confronted with. Objective 

environmental problems (in the form of water and air pollution) can hence add to subjective 

personal values as source of proenvironmental attitudes. The empirical evidence indicates that 

both effects on environmental concern are about equally important (Inglehart 1995). Apart 

from the intuitive appeal of the idea that individuals suffering from pollution are more 

concerned with the environmental quality, the findings are in line with the observation made 

in various parts of the world by Hart (1997) that experiencing severe consequences of 

pollution was a reason for people calling for stricter governmental regulation and intervention 

in the 1980s. 

When it comes to the people behind the movement, the demographic of LOHAS is often 

referred to as the “vanguard” of the environmentalist movement (Sinus 2008b). The acronym 

LOHAS stands for lifestyles of health and sustainability and denotes the groups of consumers 

who by pursuing such lifestyles demand a diverse range of green products such as organic 

foods, energy-efficient appliances and solar panels but also natural household products, 

alternative medicine, yoga tapes and ecotourism (Solomon 2011). For the U.S. in 2000, the 

market for such products was estimated at $230 billion, almost a third of the entire U.S. 

market (Kotler & Keller 2009).  
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3.2.2 Value Shift toward Environmental Concern in Germany 

Over the considered time period, the ratio of postmaterialists to materialists has reverted with 

the group of postmaterialists having become increasingly large. Figure 3 illustrates this 

development for West Germany on the data basis of the EVS, WVS and the Euro-Barometer 

surveys. While a mean score of 1 means that 100 percent of the population were materialists, 

and a score of 3 that 100 percent were postmaterialists, both values were evenly distributed at 

a score of 2. As the graph demonstrates, though there have always been postmaterialists 

throughout the considered time period it was not until the early 1990s that this group 

dominates. Since environmentally concerned individuals are mainly recruited from that 

segment (see above), this is in line with the observation made above that the environmentalist 

movement has gained momentum in the 1990s and eventually entered the mainstream. 

 

 

 Figure 3: Distribution of Materialist/Postmaterial ist Values in Germany (West) 
 Source: Inglehart (2008: 137) 
 

The value shift toward postmaterialist values provides a first important hint on the evolution 

of environment related values in Germany. However, in order to gain a deeper understanding, 

the Sinus milieus are employed. Because the milieus are derived from the individual’s values 

and socioeconomic position within society, they follow the lifestyle segmentation approach. 

As Sinus has been observing the orientation toward sustainability and socioecological 

responsibility as a driver of change (Sinus 2008b) and because the approach is not confined to 

West Germany only, the milieus are a unique means for tracking the evolution of green values 

in Germany.  

The milieus are visualized in a diagram mapping value change [Wertewandel] on the 

horizontal axis and social status [Soziale Lage] on the vertical axis. The result is partially 

overlapping lifestyle segments that resemble a potato sack, which is why the graphic is also 
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called potato graphic [Kartoffel-Graphik]. The size of a particular “potato” is proportional to 

the segment’s size.  

Starting from a very small “alternative” milieu [Alternatives Milieu] in the 1980s, the 

segment has grown ever since and eventually entered the mainstream. In the following figures 

that stem from publications by Sinus Sociovision, those milieus that hold environment related 

values are marked with a green frame and labeled “ökologisch affines Segment” [segment 

with high affinity to ecology]. As becomes evident from Figure 4, and is in line with 

Inglehart’s findings (see above), the rise of environmental values in Germany is associated 

with a shift toward postmaterial values [Postmaterielle Neuorientierung]. Figure 4 also shows 

that environmental concern in the 1980s has mostly been confined to an alternative milieu 

[Alternatives Milieu]. Only 4 percent of the population fell into this green segment while, 

including minor overlaps with the hedonistic milieu [Hedonistisches Milieu] and the 

technocratic-liberal milieu [technokratisch-liberales milieu], environmental concern in the 

1980s was only existent in the upper middle and the upper class that held postmaterial values 

(Wippermann 2005).  

Until the mid 1990s, the ecologically concerned segment has spread to incorporate a far 

greater proportion of the technocratic-liberal milieu as well as a larger proportion of the 

growing hedonistic milieu which means that such a concern could now also be found in a 

lower socioeconomic class, the “middle middle class” [Mittlere Mittelschicht] of German 

society. The green segment has approximately doubled until the mid-1990s (see Appendix 2, 

Wippermann 2005).  

The updated Sinus milieus for West Germany in 1995 no longer contain an alternative milieu 

as the epitome of the green segment (see Appendix 2). This is because environmental concern 

no longer is an alternative viewpoint since it has reached the mainstream as it now can be 

found even in the lower middle class.  

The latest potato graphic from 2005, that thereafter has not been changed until 2010 (Sinus 

2011), is totally revised and is shown in Figure 5. With the postmaterialist segment 

[Postmaterielle] it again comprises an especially green potato that constitutes 10 percent of 

society (Wippermann 2005). 
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 Figure 4: Sinus-Milieus in 1980s’ West Germany  
 Source: Wippermann (2005)/Sinus (2011) 
 

While, keeping the hierarchical perspective on values in mind, it does not come as much of a 

surprise that the shift toward green values has not reached those of low social status, it is 

much more intriguing that the very richest segments of society do not share the mainstream’s 

environmental concern either. 

 

 
 Figure 5: Sinus-Milieus in Germany 2005  

 Source: Wippermann (2005)/Sinus (2011) 

 

Still, the development shows that the issue of ecology has made its career in Germany. Here 

too, societal debate often identifies the LOHAS as drivers of the development. However, the 
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trendsetting LOHAS are only the “top of the iceberg”, the visible part of a much farther-

reaching process of value change. The guiding principle they once have pioneered has long 

entered the modern mainstream. However, the mainstream seems to appreciate and live the 

principle differently as, for the mainstream green consumer not only classical sustainability 

aspects but also emotional aspects factor into the value judgment of green products (Sinus 

2008a).  

 

4   Theoretical Framework 

4.1 Green by Design 

Hart (1997) developed three strategic stages in order to align sustainable development to 

environmental issues: 1. pollution prevention, 2. product stewardship, and 3. clean 

technology.  

Stage 1 involves the shift from controlling the emissions associated with the production to 

preventing pollution. This stage is very basic and not really surprising as air pollution was the 

first issue to enter marketing literature in the 1970s (Kassarjian 1971). Stage 2 constitutes 

product stewardship while the third and final stage constitutes clean technology and involves 

planning for and investing in future technologies. Evolving to this stage is crucial if a 

sustainable economy is to be attained but puts high demands on the companies that rely on 

historical competencies (Hart 1997). 

As the framework is concerned with greening of the business, it has a high relevance to this 

study, even more so because Henkel operates in the chemical industry. As Hart (1997) puts it, 

the pressures on these chemical companies have been extraordinarily high, as there was and is 

an especially high potential for improvements. However, Stage 1 and 3 are more concerned 

with the related field of process innovation rather than product innovation. Therefore, Stage 2 

of Hart’s framework has the highest relevance to this study as it deals with green product 

innovation. It therefore will be dealt with more in depth in the next but one section after it has 

been depicted what Hart (1997) means with the corporate sustainability vision that integrates 

the three stages to a framework.  
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These three stages are integrated into a framework to give those activities direction by a 

corporate sustainability vision. Such a vision of sustainability “is like a road map to the 

future, showing the way products and services must evolve and what new competencies will 

be needed to get there” (Hart 1997: 73). An integrative sustainability vision ensures that green 

product ideas are actually put into practice (Dangelico & Pujari 2010). 

Hart (1997) argues at that time that only few companies have such an integrating vision 

whereas “ironically, chemical companies, regarded only a decade ago as the worst 

environmental villains, are among the few large corporations to have engaged in the challenge 

of sustainable development seriously” (Hart 1997: 73). 

4.1.1 Building in Green Benefits 

The perhaps most fundamental marketing axiom – “people buy things not for what they are, 

but what they do” (Ratneshwar et al. 1999: 192-193) – differentiates between intrinsic product 

aspects (termed features, characteristics or attributes) and those that relate to the product’s 

instrumental consequences. In marketing literature, those consequences are commonly 

referred to as benefits. Benefits differ from attribute in so far as consumers perceive concrete 

attributes and translate them to fewer, more holistic benefits (Gutman 1982). The process and 

outcome of this translation is determined by the interaction between the product, the person 

and the end states or rather goals the consumer desires. “These goals may be as specific as the 

particular benefits sought from a product (e.g. liquidity and low risk in a mutual fund) or as 

general as an individual’s terminal values (e.g. security and materialism)” (Ratneshwar et al. 

1999: 195-196). 

4.1.2 Product Stewardship 

Though pollution prevention during the manufacturing “is an important step in the right 

direction”, it is only at the next level, where “environmental improvement and 

competitiveness come together” (Porter & van der Linde 1995: 122).  

Product stewardship has been suggested as means to the greening of the product (Reijonen 

2008). It is about taking full product responsibility, comprises the entire product lifecycle and 

the reduction of emissions along the entire value chain (Stead & Stead 2000). “Product 

stewardship focuses on minimizing not only pollution from manufacturing but also all 

environmental impacts associated with the full life cycle of a product” (Hart 1997: 71). This 
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“cradle-to-the grave”-approach toward product development includes a full assessment of the 

product inputs and of the customer’s use and dispose of the product (Stead & Stead 2000). 

This holistic perspective often requires the inputs of internal as well as external stakeholders, 

i.e. technical staff, environmental experts, end customers, and community representatives 

(Hart 1997).  

Product stewardship is about finding ways to add value or lower costs while simultaneously 

reducing the products’ impact on the environment. Environmental benefits are to be designed 

into the products. “Properly executed, product stewardship also offers the potential for 

revenue growth through product differentiation” (Hart 1997: 73). Product differentiation in 

this context is about creating products and employing processes “that offer greater 

environmental benefits or impose smaller environmental costs (for company and customer)” 

(Reinhardt 1999: 150) than those of the company’s competitors.  

Producing established products more efficiently or making products customers are willing to 

pay a premium for is what makes competitiveness (Porter & van der Linde 1995). The idea is 

straightforward but depends on the conditions that the company can identify a customer 

segment that is willing to pay a price premium for the environmental friendliness, that the 

product’s environmental benefits can be credibly communicated and can be long enough 

protected from imitators for the company to be able to profit on the investments made 

(Reinhardt 1999). In combination with the above mentioned findings by researchers such as 

Reijonen (2008), the consumers’ increasingly valuing the environment suggests that 

environmental benefits gain in potential as differentiation criterion.  

 

4.2 Green Innovation Categories 

4.2.1 Categorization by the Lifecycle Stage  

Understanding lifecycle assessment as a tool that helps to detect opportunities for the 

greening of the product (Reijonen 2008), based on the stage in the product’s lifecycle where 

the environmental impact is caused three key types of environmental focus can be 

highlighted: “materials/resources” in the manufacturing-stage, “energy” in the use-stage and 

finally “pollution/toxic waste” in the disposal-stage. However, it is important to note that 
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“neither all products have a significant environmental footprint on each stage of physical 

product life cycle nor does the footprint stem from all aspects (material, energy, and 

pollution) but almost all products have significant environmental impact in at least one of the 

stages” (Dangelico & Pujari 2010: 472). Because this perspective provides one means to 

identify opportunities for green product differentiation, these three areas are shortly presented.  

Manufacturing 

Innovations that involve the greening of material or resources, respectively, encompass the 

substitution of virgin packaging and product material with recycled as well as recyclable 

material. Another means of reducing the environmental impact during production is the use of 

biodegradable products and packaging.  

Use 

When it comes to the use stage in the product lifecycle, green innovations aim to increase the 

energy efficiency in the product use.  

Disposal 

Means to avoid pollution and toxic waste aim at the final lifecycle stage, the disposal after the 

product’s use. They include designing products that reduce and/or prevent pollution 

(Dangelico & Pujari 2010). 

4.2.2 Categorization by their Innovativeness 

Radical vs. Incremental 

Product innovations can be distinguished in terms of Schumpeterian innovation type into 

radical and incremental (Hellström 2007). Whereas incremental innovations involve small or 

incremental improvements of previous product version or based on existing technology, 

innovations are classified as radical if they are new to the market or based on a radically new 

technology. The substitution of a critical component with a radically new one that 

significantly lessens the impact on the environment can also be termed a radical innovation. 

Incremental innovations, on the other hand, encompass increasing the role of dimensions that 

already are crucial to the product, replacing conventional material with materials imposing a 
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smaller environmental burden or designing for recyclability (Dangelico & Pujari 2010, 

Hellström 2007). 

Need for Behavior Change 

When it comes to the extent to which they require the consumer to change his behavior, 

innovations can further be (not absolutely) distinguished into continuous, dynamically 

continuous, and discontinuous innovations. Continuous innovations are modifications of 

existing products involving both product replacement and line extension. Minor changes are 

made to the product in order to set the brand apart by repositioning it or to counteract 

consumer boredom. As the changes are minor and incremental, the consumer’s habits do not 

have to be substantially adapted. Dynamically continuous innovations encompass more 

pronounced product changes that are hence more likely to instigate behavioral change. 

Discontinuous innovations, however, mean radical changes in products and have the potential 

to drastically change the consumer behavior. Those innovations are therefore supposed to 

have the greatest impact on lifestyles (Solomon et al. 2010).   

 

4.3 Promotion of Green Innovations 

Since, as was shown above, “values appear to be connected to the importance of product 

attributes”, and this “suggests that a promotional strategy designed to create and reinforce a 

preference by appealing to centrally held values may be highly effective” (Vinson et al. 1977: 

49), this section will deal with the promotion of (green) attributes. 

In order for the promotional strategy to be successful, the producer’s value proposition must 

be highly appreciated by consumers in their value judgment (i.e. perceived value). The 

identified rise in the consumers’ green values and attitudes and their increasingly seeking 

green benefits (i.e. desired value), it would be expected that effective communication aims to 

make sure that the consumers perceive the built-in green attributes as benefits, they have to be 

communicated increasingly too. This is expected based on the obvious observation made by 

Ratneshwar et al. (1999) that the extent to which the consumer is aware and knowledgeable of 

the designed-in benefits also depends on the producer’s marketing activities, apart from the 

consumer’s own knowledge acquired through own or other peoples’ products experiences 

(observed or reported via word-of-mouth). 
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Green marketing activities are more than just the development of green claims as it involves 

all those marketing activities that are “designed to generate and facilitate any exchange 

intended to satisfy the customers’ environmental needs or wants” (Chen 2011: 3). Apart from 

the development of green products, proper green marketing also encompasses the 

identification of markets for green products, the segmentation of these markets on the basis of 

the consumers’ green needs and the development of positioning strategies (Peattie 2001).  

While the previous sections have dealt with the identification of green products, the following 

section will deal with the segmentation of markets and the positioning of products. 

4.3.1 Market Segmentation 

As was shown above, the lifestyle concept is particularly useful for market segmentation and 

with the Sinus-Milieus a popular approach to lifestyle segmentation has been shown. Lifestyle 

marketing strategies attempt to position a product by fitting it into an existing pattern of 

consumption (Solomon et al. 2010). Market segmentation is concerned with breaking down 

markets into consumer segments with homogenous needs and wants (Blocker & Flint 2006). 

Because benefits are termed benefits because they satisfy needs and wants and the underlying 

values, market segmentation and positioning are closely coupled. Consequently, the potato 

graphic depicting the distinct lifestyles can be seen as a “strategic map to position products, 

brands and media” (Sinus 2011: 2). 

4.3.2 Positioning  

Positioning is about the systematic creation and highlighting of strong features that the target 

group will translate into benefits making them perceive the product as better than and 

distinguishable from the competitive products (Kotler & Keller 2009).   

As the consumer has to choose between the product alternatives, he has to learn which 

products have those attributes that will lead to the desired consequences (i.e. sought benefits 

or desired value, see above) (Gutman 1982). 

Attempts in research to link the behavior to personal values can be categorized as means-end 

chain models. They strive for explaining how a product selection enables the achievement of 

desired end states. “The means-end chain concept offers marketing managers a way to 

position products by associating means (the physical aspects of products) with advertising that 
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seeks to tie the consumption of products to the achievement of desired end (valued) states” 

(Gutman 1982: 60). To further illustrate this, Gutman (1982) instances the consumers want to 

look well dressed. Knowing this is of not much help unless the marketer can find out why 

they want to look like that (value-level considerations) and what clothing attributes the 

consumers associate with being well dressed (Gutman 1982). This reminds us of the above 

given definition of desired consumer value whose dimensions are comprised of the lower 

order goals that must be met in order to achieve the higher order goals (Flint et al. 1997). 

Such insights into the consumer’s motivation can then be utilized in order to arrive at a verbal 

advertising concept. The most common conceptualization of the verbal concept consists of 

three parts (Andree 2010: 48):  

� the consumer need or consumer insight, 

� the benefit the product offers, and 

� a reason to believe the benefit or reason-why. 

Because some firms exaggerated or even fabricated their products’ environmental benefits 

and betrayed their consumers’ trust by constructing false reasons to believe, firms “have 

become cautious about launching environmentally-based communications campaigns for fear 

of being accused of ‘green washing’” (Peattie & Crane 2005: 357 f.). Since then, much effort 

has been invested in more effective and efficient eco-labels that are supposed to enhance trust 

(Lin et al. 2010). 

Credibility can further be enhanced through providing information from another “credible 

source”, i.e. a celebrity endorsement or expert testimonial. The effect is greater when the 

consumer can identify the source as unbiased and a linkage between that source and the 

endorsed product, and when the endorser is beautiful – because “beauty sells” (Solomon 

2011: 303). Further, “a credible source is particularly persuasive when the consumer has yet 

to learn much about a product or form an opinion of it” (Ratneshwar & Chaiken 1991). 
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5 Empirical Analysis 

5.1 Green by Design 

5.1.1 Building in Green Benefits 

 “At the heart of our sustainability policy are products and innovations” (Lehner and 

Gawrisch in the foreword of the Sustainability Report 2001: 1). In 1996, the then Executive 

Vice President Research & Technology Dr. Umbach of Henkel argued that “optimizing 

products - and especially chemical products - solely on the basis of price and performance is 

outdated. Ecological compatibility is now the new quality dimension” (as cited in 

Environment Report 1996). 

With the beginning of the considered time period, Henkel had long since evolved to the 

second stage of Hart’s three stages. As is common for chemical companies (Hart 1997), 

evolving to the third stage, planning for and investing in clean technologies, is a particularly 

difficult task for Henkel. If they come to maturity, however, they can proof fruitful as the 

production technology innovation has proved that led to the development and launch of Persil 

Megaperls. The reduced amounts of detergent and packaging material lessen the 

environmental burden considerably (Sustainability Report 2004) while the technology has 

later also been applied to other products multiplicating its positive effect. 

When it comes to the road map to sustainable development, in the course of a realignment in 

2001, Henkel strove to redefine its vision and values. By recollecting to the company’s 

founder and his legacy, the company’s spirit was captured with the wording “Henkel is a 

leader with brands and technologies that make people’s live easier, better and more beautiful” 

(Henkel 2006: 9). Also a reformulation of the corporate values took place. Ten values were 

formulated and later accompanied by little illustrations for a more efficient internal and 

external communication of the values that are binding for all employees. The symbols are 

used in internal communications as to make it easier for the employees to relate their daily 

activities to the values (Sustainability Report 2001, 2004). Vision and Values are further the 

foundation of a series of behavioral rules that are specified in a number of codes that in turn 

“are the basis for Henkel’s implementation of the United Nations’ Global Compact initiative” 

(Sustainability Report 2008: 4). The company had declared its participation in the UN’s 
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Global Compact as to mark a visible sign of the company’s commitment to pursuing 

economic, ecological and social objectives with equal intensity (Sustainability Report 2003). 

 

 Figure 6: Henkel’s Vision and Values 
 Source: Sustainability Report 2006: 5 
 

Professing the embrace of change, the striving for innovation and the dedication to 

sustainability and corporate social responsibility shows that Henkel is one of those chemical 

companies that have seriously engaged in sustainable development. The value statement 

emphasizing the preservation of the company’s tradition as a family owned company 

underlines that the corporate values are built upon the founder’s legacy. The changed 

understanding of innovation through recognizing the driving force of innovation makes the 

vision come alive. 

From the analysis of environmental reporting it becomes obvious that Henkel’s approach 

toward building-in environmental benefits in the products has slightly changed over the years. 

The understanding that environmental benefits can lead to competitive advantage, however, 

has always prevailed. 

Since the 1970s, the marketing strategy has been to secure competitive advantages through 

high-performance products that “combine pronounced customer benefits with ecological 

progress”. The strategy was translated into the corporate mission statement in 1994 as 

“competitive advantages through eco leadership” (Sustainability Report 2001: 4). It is 

important to notice, that in these statements “ecological progress” does not seem to equal 

“pronounced customer benefit”. If it were otherwise, Henkel could have formulated it for 

instance like “achieving pronounced customer benefits through ecological progress”. From 

this difference it becomes evident that ecological progress is not seen as a main source of 

customer benefit. However, the difference does not exclude the possibility that customer 

benefits spring from ecological progress. In summary, though eco leadership is the mission 



41 

 

Henkel pursues and thus of great importance to the company, the environmental benefits built 

in the products are combined with other tangible value added. Despite the increased search for 

environmental benefits by consumers driven by value change, this does not seem to have 

changed because Henkel notes on product stewardship in the Sustainability Report 2007 that 

“[t]he focus is on novel product concepts that combine excellent performance and improved 

environmental compatibility, while also providing customers and consumers with tangible 

added value” (13). 

However, in the Sustainability Report 2008 more emphasis is put on those benefits that derive 

from environmental compatibility. It might not have been a coincident that that happened in 

the report published in the year after the Management Board changed and the revolutionary 

brand line Terra Activ was launched. The Sustainability Council states in the report’s 

foreword: “We wish to inform our customers and consumers even more effectively in the 

future about the added value resulting from the combination of quality and responsibility” 

(Sustainability Report 2008: 3). Yet, as is stated in the Sustainability Report 2009, “[t]he 

focus is not necessarily on the development of green products, but rather on offering more 

intelligent solutions” (19).   

In 2009th Sustainability Report, Henkel states: “Our consumers rightly expect products to 

satisfy the criteria of quality, environmental compatibility, and social responsibility in equal 

measure. And this is also our aim” (19). Hence, it seems like environmental compatibility is 

gaining more and more importance in the eyes of both Henkel and their consumers. 

“[Products designed for sustainability] offer greater customer benefit, bring ecological 

advances, and represent a step forward for society in general…Henkel creates competitive 

advantages with such products” (Lehner and Gawrisch in the foreword of the Sustainability 

Report 2000: 1). 

5.1.2 Product Stewardship 

Because laundry detergents end up in wastewater after use which can have detrimental effects 

on the aquatic system,  Henkel’s ecology department started as early as 1958 to conduct 

research on the effect of detergent ingredients on the environment as to detect potentials for 

preventive environmental protection. Therefore, concentrations of key detergent ingredients, 

such as surfactants, have been measured in German rivers (Sustainability Report 2001, 2005). 

This initiative was embarked on years before scientific institutes or government agencies 
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realized the need for counteraction. Apart from controlling the use-indicated pollution, the 

initiative also encompassed the continuous improvement of sewage treatment plants 

(Environment Report 1998). The company’s commitment to emissions reduction was 

formally professed more than twenty years later, in 1980, in the company’s “Principles and 

Objectives of Environmental Protection and Safety” (Sustainability Report 2008). 

Efforts such as replacing potentially toxic ingredients, continuous reduction of product needed 

for a washing cycle, and increasing the biodegradability all follow the objective of pollution 

prevention. As an outstanding example in this vein can be mentioned the switch to phosphate-

free detergent formulation as it meant a tremendous reduction of water pollution. When it 

comes to the Rhine, the improvement in the water quality was even visible to the naked eye 

when the mountains of foam from the washing active substances discharged in the wastewater 

crowning the river were substantially reduced thanks to reducing and finally eliminating 

phosphates in and from the detergents (Sustainability Report 2007). However, because most 

of the prevented pollution is accounted for not in the production process but during the use of 

the product, Henkel has actually taken a lifecycle approach early on in their innovation 

history. This is what the subsequent section is concerned with. Since 2001, apart from the 

already existing objectives for continuous innovation that focused on reducing the dosage 

while increasing performance, an additional emphasis was put on greater convenience 

(Sustainability Report 2001). 

That Henkel has taken the “cradle-to-grave” approach for decades (Environment Report 1996) 

adopting a perspective that goes beyond the production becomes evident in the corporate 

reporting for the first time in the Environment Report 1993 where it is averred that no or 

almost no environmental impact should be associated with the products use while it should 

afterwards be recyclable or easily and inexpensively disposable. It is further stated that the 

demands placed on the company by retail and industry – and increasingly legislators – are 

strongly integrated into product development. Further, the essential role of intake from 

customers and product developers for making the new or modified product meet the demands 

placed on it is emphasized. 

By the end of 1997, ecological performance indicators had been developed and established in 

order to measure the environmental impact of detergents throughout their lifecycle. Since 

then, these indicators are also used in product development (Environment Report 1997). The 

development of eco-performance indicators that allow for a complete evaluation of the 
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products’ environmental impacts and their integration into the product development process 

was completed in 2001 (Sustainability Report 2001).  

Lifecycle analysis regarding energy consumption, which is demonstrated in Figure 7 for the 

concentrated detergent Persil Megaperls, shows that whereas the production of laundry 

detergents is not very energy- or greenhouse-gas-intensive, the use of the products accounts 

for the most energy consumption and therefore also for most carbon dioxide emission. The 

production of energy efficient products hence is a focal concern in product development 

(Sustainability Report 2006). In 2008, Henkel embarked on global pilot projects that aim at 

complementing the lifecycle analysis with measuring the products carbon footprints that are 

caused by all climate relevant greenhouse gases emitted throughout the product’s lifecycle 

(Swoboda & Löwenberg 2010). 

 

 Figure 7: Lifecycle Analysis of an Automatic Laundry Detergent 
 Source: Sustainability Report 2007: 14. 
 

Because the biggest part of the environmental burden is accounted for by the products’ use, 

Henkel’s efforts reach beyond the company borders actively seeking the input from external 

stakeholders by entering into partnerships with all participants in the value chain. The 

company, for example, fosters a close dialogue with producers of household appliances in 

order to make the interplay of machines and detergents more efficient (Müller-Kirschbaum 

2010). 

Nowadays, the company requires innovations to involve improvements in at least one of the 

five focal areas that all are related to the broad subject sustainability: “Energy and Climate”, 

“Water and Wastewater”, “Materials and Waste”, “Health and Safety” and “Social Progress”. 

The five areas that are arranged around the corporate vision and values appear in the company 
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reporting for the first time in the Sustainability Report 2007. Then in 2008th Sustainability 

Report, the focal areas are visualized with illustrations that are depicted in Figure 8. 

Whereas innovations that contribute to the first three areas definitely can be considered green, 

those that contribute to the latter only are not necessarily green. 

 

 Figure 8: Five Focal Areas of Henkel’s Product Development 
 Source: Sustainability Report 2008: 4 
 

Now that the history of green innovations has been traced on the basis of corporate statements 

on greening of the products, this shall also be done by examining what green products have 

entered the market in the considered time period. It is hence analyzed whether the action has 

been suited to the word. 

 

5.2 Green Innovation Categories 

As mentioned above, the company’s success story began with a product from the sector 

Laundry & Home Care; it was one of the first branded products there were in Germany (then 

Deutsches Kaiserreich [German Empire]) and launched in 1878: Henkel’s Bleich-Soda, a 

bleaching soda (Henkel 2011c). In the beginning of the 20th century, the company founder 

broke new ground through pioneering advertising campaigns as to raise the awareness of 

Persil among the general public, resulting in “one of the most successful branded products in 

the history of German business” and making “the combination of outstanding product quality 

and intelligent brand management” become “the cornerstone of Henkel’s success” (Henkel 

2006: 9 f.).   

The Laundry & Home Care sector can still be described as very innovation driven. In 2005, 

for instance, about one third of sales was generated by products that had been launched within 

the five prior years (Sustainability Report 2005).  
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1969 Persil 70 Re-launch of Persil containing bioactive enzymes 

1982 All detergents in Germany Switch to formulation containing the phosphate substitute Zeolith A 
(brand name Sasil) 

1983 Dixan First phosphate-free laundry detergent in Germany  

1984 Pur First concentrated powder laundry detergent 

1986 Persil Phosphatfrei Re-launch of Persil, now phosphate-free 

1990 Spee  Phosphate-free launch in West Germany, re-launch in East-Germany 

Persil Supra  Launch of Persil in a compact powder variety 

1993 Persil Flüssig Re-launch of liquid Persil in new formulation with APG (brand name 
Panteren), plant-based tensides 

Persil Supra and Persil 
Color 

Now come in refill packs, representing a saving of 80 percent in the 
packaging materials used  

1994 Persil Megaperls Launch of Persil in pearl-like appearance (compact version of the 
compact Supras), efficient from 30-40°C 

1995 Persil Megaperls Now comes also in refill pouches, saving 80 percent of packaging 
material of the packet 

1996 Weißer Riese Megaperls 
and Spee Megaperls 

The brands are now also available in the concentrated Megaperls version  

1997 Persil liquid detergents Switch to gel formulations: Persil Kraft-Gel [power gel], Persil Color Gel 

1998 Persil Tabs Launch of the universal detergent in the form of a tablet 

1999 All liquid products Mission accomplished to bottle all liquid products in “eco-light” bottle  

Persil Color Tabs, Weißer 
Riese Tabs, Spee Tabs 

Varieties are also available in the Tabs version 

2000 Spee Gel Liquid Spee now has also switched to gel formulation 

2002 Persil LIQUITS Launch, liquid laundry detergent pre-portioned in foil wrappers that 
completely and residue-free dissolve in washing water  

2003 Persil Color Re-launch, “Kaltkraft-Formel” [Low-Temperature Formula], now 
effective already from 40°C 

2004 Persil, Persil Tabs, Persil 
Megaperls   

Re-launch with ”KurzWaschFormel” [ShortWash Formula] 

2007 Persil All varieties re-launched in new formulation, now effective already from 
20°C 

2008 Persil Gold Launch of whole brand line with “Leuchtkraft-Formel” [Luminance-
Formula] and “Kaltkraft-Formel” [Cold Power Formula]: universal and 
color varieties in powder, Megaperls, tabs and gel 

2009 Persil ActicPower Launch of super-concentrated gel, in universal and color varieties, 
effective at 15°C 

Terra Activ Launch of liquid detergent with “Bio+Kraft Formel” [bio/organic + 
power], varieties universal and color, 60 percent of the surfactant 
ingredients based on readily, rapidly and completely biodegradable 
renewable raw materials, effective at 20°C 

2010 Persil Gold Re-launch 
   
 Figure 9: Overview over green product innovations  
 Source: own, data gathered from multiple sources 
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 Figure 9 chronologically depicts green innovations the company has introduced to the 

product portfolio in the time period under study. The examples were chosen as the author 

considers them to be appropriate illustrations of the development in the product portfolio. 

They have been gathered from different sources of corporate as well as non-corporate nature. 

The innovations that are listed and briefly characterized in  

 Figure 9 can be grouped into different categories. According to one alternative given 

above would be grouping them into product launches that constitute the development of new 

products – either of a totally new branded product (e.g., launch of Pur in 1984) or a new sub-

brand that extends the brand line (e.g., Persil Megaperls that are now available in addition to 

the regular Persil), and re-launches which are the improvement of existing products (e.g., the 

phosphate-free version of Persil replaces the Persil version from 1973). Though having had 

an effect on the qualitative portfolio composition – that in the case of phosphate-free Persil 

meant a greening of the portfolio – a re-launch does affect neither breadth nor depth of a 

portfolio, whereas the introduction of Pur broadened the portfolio and Persil Megaperls 

deepened it. 

5.2.1 Categorization by the Lifecycle Stage  

Considering the means of reducing the product’s environmental impact, the recurrence of 

some topics is striking: lower detergent dosage, concentrates and refill products, lower 

washing temperatures, and replacing ingredients (toxic and/or from non-renewable raw 

material) with such ingredients that are better compatible with the environment. In many 

cases, green innovations belong to more than one category, which of course is favorable if the 

environmental burden is to be reduced effectively. Though overlap is inevitable, these topics 

can be assigned to the lifecycle stages where their potential unfolds.  

Manufacturing 

The “development of high-performance ingredients based on renewable raw materials for the 

purpose of reducing long-term dependency on ingredients obtained from mineral oil” 

(Sustainability Report 2006: 16) was officially formulated as a long-term objective in 2006 

while various research projects into alternatives to the finite and increasingly expensive 

mineral oil, some of which conducted jointly with external partners, had already been 

established. At that time, the average proportion of renewable raw materials in surfactants for 
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Henkel’s detergents was already at today’s average of 30 to 35 percent (Sustainability Report 

2005, 2006, 2007, 2008, 2010), which is an “unusually high figure in the world-wide laundry 

detergent sector” (Sustainability Report 2010: 21).  

The development of Pantaren, the brand name of a new generation of alkyl polyglycosides 

(APG) was a major step in that direction. According to Henkel (2006), the plant-based 

tensides were first introduced to the market with the re-launch of Persil Flüssig in 1993. The 

re-launch replaced tensides based on petrochemical raw material with tensides from 

renewable primary products (Feldenkirchen & Hilger 2001). Those substances are readily and 

completely biodegradable at very low toxicity.  Their combination with other surfactants also 

brought about a significant performance improvement which meant that the amount of 

surfactants could be reduced while effective already at 60 degrees Celsius. The 

biodegradability disburdens water and wastewater while the reduced temperature results in 

energy savings (Environment Report 1997).  

With the roll-out of Terra Activ in 2009, the first laundry detergent entered the market whose 

wash active ingredients are primarily obtained from vegetable sources rather than mineral oil. 

“[t]he greatest possible proportion of plant-based active ingredients were selected – without 

compromising on the excellent performance of the products” (Sustainability Report 2010: 20).  

Process innovations made substantial volume reductions possible. In Germany in 1984, the 

first concentrated powder detergent was launched under the brand name Pur. Six years later, 

the Persil brand line was extended with a concentrated version under the name Persil Supra 

(depatis 2011, Henkel 2011d). Ten years after the first concentrate another extension 

followed, Persil Megaperls. The pearl-like appearance of the detergent allowed for 

concentrating the concentrates even more, resulting into substantial volume and weight 

reductions. Compared to the concentrate, a washing dosage is reduced by 20 percent by 

weight and by 40 percent by volume, resulting in 27 percent less packaging material. The 

reduced amount of detergent and packaging material reduce the environmental burden while 

additional stain removers and more surfactants derived from renewable materials also enhance 

the products performance (Sustainability Report 2004). The innovation was patent applied for 

throughout Europe (depatis 2011) and was a particular success in Germany where Persil 

Megaperls’ market share has reached 12.8 percent only half a year after the launch 

(Feldenkirchen & Hilger 2011).  
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As with special color detergents, Henkel was the first to enter the market with concentrated 

detergents making Henkel a leading innovator. New growth impulses were set through the re-

launch of the liquid Persil products in a concentrated gel formulation (Feldenkirchen & 

Hilger 2001). The super-concentrated Persil ActicPower is another step in that direction as the 

handy 750 ml bottle is as high-yielding as the regular gels that contain twice the volume 

(Henkel 2011d). 

Volume reductions have tremendous effects on a product’s environmental impact throughout 

the entire lifecycle. As more produce can be shipped in one truckload, fuel consumption and 

traffic volume can be reduced. This is also beneficial for the company that can reduce 

transportation costs. Volume reductions moreover often encompass substantial production 

cost savings because less packaging material also reduced the cost for raw materials. E.g., the 

switch from cardboard cartons to resource conserving plastic bags saves the company more 

than 4 million euros a year. Less packaging material also involves additional benefits for the 

environment. Resources are conserved and less household waste originates. The switch to 

plastic bags in the 1990s reduced household waste by 2,500 metric tons in Germany yearly 

(Sustainability Report 2001). Smaller packages are furthermore appreciated by many 

consumers (Sustainability Report 2001), most likely for convenience reasons. 

Over a period of nine years, all liquid detergents packages had been switched to the “ecolight” 

bottle that saves 80 percent of plastic and had won the World Packaging Organization’s 

Worldstar in 1991. These changes in the products’ packages illustrate that a relatively simple 

action can simultaneously lead to enormous economic and ecologic progress.  

Use  

As was shown in Figure 7, washing is very energy intensive which is why innovations that 

enable lowering the washing temperature without compromising performance can be 

considered especially green. 

With the beginning of the 1970s, fashion brought about colored synthetic fabrics that placed 

new demands on the laundering process. Those fabrics gradually replaced natural fabrics and 

could not be washed at such high temperatures. Henkel therefore faced the challenge of 

developing formulas that made sure to thoroughly clean the fabrics at lower temperatures. As 

an early response to the new problem that new trend brought about, Henkel launched Persil 

70 with bioactive enzymes. Aside from their stain removing power, the enzymes also had the 
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advantage that lower temperatures mean a reduction in domestic energy consumption. That 

reduction is substantial in so far as the biggest factor in the energy balance of the washing 

process is the machine’s heating up the water (Sustainability Report 2007). The research into 

enzymes that allow for lower temperatures hit its peak for the time being in 2009 with the 

launch of the super-concentrated detergent gel Persil ActicPower that enables hygienic 

cleanliness from 15 degrees Celsius (cf. Henkel 2011d). Nonetheless, these two examples 

show that lowering the washing temperature has been a concern in product development 

throughout the studied period.  

The introduction of the ShortWash Formula that was a response to the increasing trend to 

using short wash cycles in continental Europe, and other innovations that allow for great 

product performance in short washing cycles at low temperature make it possible to reduce 

the cycle time by 30 minutes and hence also encompass substantial energy savings 

(Sustainability Report 2003). 

Interestingly, in both cases the incentive to innovate came from changes in the consumer 

behavior that are not much – if at all – concerned with environmental issues. While it 

arguably can be assumed that short wash cycles are preferred by some because of their 

reduction of the environmental burden (because the author for one does so), the predominant 

reason can also be seen as lying in our lives becoming more fast-paced. With the change in 

dressing habits that was triggered by fashion trends, the research on bioactive enzymes was 

not motivated by environmental considerations either. However, though the initiator of the 

development was not environmental concern per se, both innovations yet made major 

contributions toward energy saving and can hence be considered green innovations.  

Disposal 

As was shown above, the prevention of water pollution had been a focal concern for Henkel 

long before the considered period. Consequently, replacing toxic ingredients with 

environmentally compatible raw material and reducing pollution is a recurring theme in the 

innovation history. The first breakthrough in the reduction of the environmental burden was 

avoiding the transmission of pathogens by replacing biocides with bioactive enzyme that 

convert harmful organisms into harmless forms by natural means. The first groundbreaking 

findings in this area have been translated to Persil 70 (depatis 2011), making the detergent 
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Henkel’s first green product. The enzymes also allow for hygienic cleanliness even at very 

low temperatures (Sustainability Report 2002).  

As early as in the beginning of the 1960s, the company conducted research as to find 

substances that could replace phosphates in detergents (Henkel 2011d). As nutrients, excess 

amounts of phosphates can stimulate strong plant growth in slowly flowing or stagnant waters 

(depatis 2011). Henkel developed the phosphate substitute Zeolith A (branded as Sasil) as a 

proactive solution. The ion-exchanger underwent comprehensive ecological and toxicological 

testing that, in the 1970s, was conducted as part of a concerted program jointly with the 

Federal German Government, water authorities, and independent research institutes 

(Environmental Report 1992). An important tangible result of these efforts was the launch of 

the first ever phosphate-free detergent Dixan in 1983 (depatis 2011). 

The innovation did not only involve a breakthrough for the environment but also positive 

impulses for the company’s competitive position in the shrinking detergent market: the 

phosphate-free Persil could secure the market leadership (Feldenkichen & Hilger 2001). 

While all detergents had already switched to formulations were Sasil substituted toxic 

phosphates in 1982, and Dixan was the first ever phosphate-free detergent launched already 

three years before the phosphate-free Persil variety, the phosphate-free launch of the market-

leading brand Persil can be seen as a first important step that mainstreamed environmentally 

compatible washing. By the beginning of 1990, all laundry detergents had switched to 

phosphate-free formulations (Feldenkichen & Hilger 2001). With the launch of a phosphate-

free variety of Spee, environmentally compatible washing was made affordable to more price-

conscious consumers, too. 

In all, Henkel has spent some DM 140 million on research as to find a phosphate substitute of 

its own; of this, DM 40 million have been devoted to ensuring that Zeolith A is ecologically 

and toxicologically harmless as well as safe to use and produce. The generated competitive 

edge, however, did not last long because the patents for Zeolith A that had been developed in 

a joint-venture were successfully and globally marketed. The head start advantage was 

therefore relatively small as the greatest competitor Procter & Gamble applied for the patent 

for Zeolith A soon after Henkel (Feldenkirchen & Hilger 2001).   

Throughout the considered time period, Henkel has undertaken great efforts to reduce 

pollution associated with the product use by reducing the dosage required per wash cycle.  



51 

 

 

 

 Figure 10: Amount of Detergent per Wash Cycle 
 Source: own, based on Sustainability Report (2001: 21) and Henkel (2011d) 
 

Since 1970, continuous innovations in laundry detergents made it possible to reduce dosage as 

well as energy and water consumption that can be illustrated by a decrease in the associated 

“carbon dioxide emissions by 1.5 million metric tons in Germany alone” (Sustainability 

Report 2007: 5).  

5.2.2 Categorization by their Innovativeness 

Radical vs. Incremental  

First of all, the analysis of the product innovations history shows that both incremental and 

radical innovations have been rolled-out. While most of the innovations have been 

incremental because they included, for instance, minor improvements in the formulation, 

some of the green innovations such as Persil Megaperls were radical as they were based on a 

totally new production technology. Another intriguing observation can be made about the 

radical innovations. Take for instance the launch of Persil 70. For the first time, the detergent 

contained bioactive enzymes that allowed to reduce the water temperature. This was a radical 

change not only because it was the company’s first innovation that could be labeled green. 

However, from then on, bioactive enzymes were added to all detergents while those 

incremental improvements on the composition eventually led to the launch of Persil 

ActicPower which therefore – despite its outstanding environmental compatibility – is an 

incremental innovation.  

This means that a similar observation can be made as was done with the above given Toyota 

Prius example. If one environmentally beneficial, radical innovation proves to be successful, 
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the innovative feature then is extended to other products from the line up, too. Throughout 

history, Persil, the product group’s main and strongest brand, often functioned as “guinea 

pig”, for instance when it was launched in the Megaperls variety in 1994. Two years later, 

and when the consumers had taken in the innovation and positively looked upon Megaperls as 

a brand in its own right, the laundry detergents Spee and Weißer Riese followed suit and were 

also launched in that texture. Similarly, Persil switched to gel formulation in 1999 one year 

earlier than did the lower priced Spee. Apart from obvious advantages stemming from 

apportioning the costs of adapting the production facilities to several years, this procedural 

manner enables to realize the advantages of brand line extensions given above. 

The radically innovative brand Terra Activ was launched in 2008 in five household cleaner 

categories. The average of 85 percent of all ingredients in this brand line is derived from 

renewable sources, including certified sustainable palm kernel oil to encourage rainforest 

protection (Henkel 2009a). Already in 2003, the company participated in the first meeting of a 

round table on the sustainable utilization of palm oil (Sustainability Report 2003). Henkel was 

“the first company in the world to purchase palm kernel oil certificates … [and] therefore the 

first company to help to ensure that palm kernel oil from sustainably cultivated palm trees 

enters the supply chain for the production of surfactants” (Sustainability Report 2008: 11). 

One year after the brand line’s launch, in 2009, the line was extended to also incorporate 

liquid laundry detergents in two varieties (Sustainability Report 2009, 2010). As the example 

of Terra Activ illustrates, successive introduction of innovations does not only take place 

within one product category as happened in the Megaperls example. Moreover, as the 

company professed the goal of building on the progress achieved through Terra Activ by 

aligning the “overall product portfolio to sustainable palm oil and palm kernel oil by 2015” 

(Sustainability Report 2009), the innovation and its benefits will be transferred successively 

throughout all product categories. 

Changing the bottles of all liquid detergents to the eco-light bottle was also done successively 

taking almost a decade. Though the saving potential for 80 percent of plastic was available, 

Henkel did not instantly but successively switch to the packaging version. This was 

presumably due to prohibitively high switching costs. 
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Behavioral Change 

Almost all of the green innovations in the considered time period were continuous and thus 

required only minor changes if any. In order to realize the innovations’ potential in reducing 

the environmental burden, the introduction of compact detergents being a continuous 

innovation required consumers to modify their behavior in a marginal way: to add less 

detergent. Yet, as was revealed in several studies Henkel has had conducted, consumers do 

not pay enough attention to the prescriptions of the detergent manufacturers and consequently 

add approximately 20 percent too much and thus partially offset the environmental benefits. 

That is why keeping the consumers informed is crucial for them to be “able to play their part 

in environmental protection” (Environment Report 1993: 41). Also, even though Henkel 

spends heavily on ensuring that the products are compatible with the environment and health, 

safety can only be guaranteed if the products are used as intended as chemicals are involved 

(Sustainability Report 2005).  

Offering detergents in the form of Tabs and LIQUITS mitigates this problem as overdosing is 

avoided. These innovations required some change in behavior because the consumer no 

longer measures the detergent with a scoop, but dosing was made so easy that almost no 

learning is required to adapt to the new operation mode. 

5.3 Promotion of Green Innovations 

5.3.1 Market Segmentation 

The LOHAS are mentioned by Henkel for the first time in the context of the launch of the 

brand line Terra Activ: “Sustainability is an increasing trend worldwide, as reflected by the 

growth of the target group LOHAS” (Innovation Letter IV/2008: 3).  

5.3.2 Positioning  

Product Brand Positioning 

Despite the various re-launches and brand line extensions, Persil has maintained its product 

image as upscale quality product. Rather because of the continued changes in the brand line, 
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the detergent retained its image as a highly innovative product (Feldenkirchen & Hilger 

2001).  

In the eye of the consumer, the successive or rather incremental introduction of radical 

innovations to the product portfolio also makes the new feature be more outstanding. If, for 

instance, Megaperls or the new concentrated gel formulation are only available with one 

brand from a single producer, the feature appears to be more unique in the eyes of the 

consumers. This hence also helps keeping the innovative reputation of Persil alive while it 

can increase the brands appeal to innovation seeking consumers. According to Feldenkirchen 

and Hilger’s (2001) analysis, Persil’s innovative reputation was crucial for sustaining the 

leading position in a shrinking and increasingly competitive market in the 1990s. 

Earlier, in the 1970s, Henkel had already been faced with another positioning challenge: the 

oil price crisis severely affected the consumers and made them become more price-conscious. 

The detergent market stagnated and so it became more important to position the premium-

priced Persil as a product of superior quality (GWA 1983). Persil was marketed with the 

slogans “Unser Bestes” [Our Best] and “Persil – da weiß man was man hat” [Persil – 

something to rely on]. Both slogans last until today. The latter became a fixed element of 

brand advertising (Henkel 2006). Ever since the former slogan was launched, at one point 

every year, Henkel offers special promoting packages with a red ribbon that are, since 2000, 

advertised in TV spots with the German capital’s landmark Brandenburger Tor in a red ribbon 

(Henkel 2009b).  

Both slogans position the brand as the best universal laundry detergent. The communicated 

benefit is unmatched cleanliness and laundry care at all washing temperatures while the 

reason why states that the unique formulation guarantees strong but gentle detergency. The 

basic concept was creatively implemented predominantly via TV spots. In more than 100 

different TV spots, the authoritative but friendly ‘Persil-Presenter’ put forward the convincing 

arguments for why Persil was superior to the competitive products emphasizing the symbiosis 

of cleanliness and gentleness [Reinheit und Pflege]. His words are supported by 

demonstrations and test results he brings in (GWA 1983). The spots always close with the 

slogan and a friendly salutation. According to the Gesamtverband Kommunikationsagenturen 

[Association of Communication Agencies] (GWA) (1983) that awarded the campaign with 

the Effie Award, a marketing communications award that honors the most effective ideas, the 
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Persil Presenter Campaign was a major success. It could increase the market share and the 

consumer’s value judgment of Persil.  

The case of Persil 70 is interesting too. As it contained bioactive enzymes serving as washing 

active substances, it was given the name-affix “biologically active” (Feldenkirchen & Hilger 

2001). This was the first time the company referred to the natural environment in their 

promotional advertising. However, the reason why this green feature yields a benefit was 

stated as gentleness to the fabric. Moreover, already rolled-out in 1969, including the number 

70 as part of the brand name and promoting it as “Das Waschmittel der 70er Jahre” [The 

detergent of the 70s] underlined its progressive character while further reminding the 

consumers of the brand’s character as a modern detergent that unifies cleanliness and 

gentleness. 

The consecutive campaign followed in that wake of highlighting product performance in 

terms of cleanliness and gentleness as it was entirely devoted to “Reinheit und Pflege”. This 

campaign was launched in 1985 and for the first time in Henkels’ advertising history dealt 

with environmental issues. However, the campaign’s predominant tenor built upon 

relationship values as the emphasis lay on children, family and partnership (cf. Feldenkirchen 

& Hilger 2001). In the year to follow, when the lead product Persil was re-launched in the 

phosphate-free version, the print advertisement picturing an infant sleeping tight in star-

spangled, brightly clean bed-linen reads “Sternstunde. Beste Persil-Reinheit jetzt 

phosphatfrei.” [Magic moment. Best Persil-cleanliness now phosphate-free] (see Appendix 4). 

While it does not explicitly state a reason why phosphate-free is better, the advertisement 

again appeals to family values and the superior cleanliness. The green feature therefore is only 

mentioned as a by-product that does not change the known superior performance of the 

product. A later print advertisement, however, mentions the benefit for the environment in 

conjunction with the high performance: “Bestes Persil für Wäsche und Umwelt” [Best Persil 

for Laundry and Environment] (Henkel 2009b). 

The launch of Persil Megaperls was themed with the slogan “Perlen statt Pulver” [pearls 

instead of powder]. The product came in a light package with a viewing window (Henkel 

2011d), while the slogan printed on the package reads “Das beste Persil für Reinheit und 

Pflege” [the best Persil for cleanliness and care] (GWA 1995). That slogan obviously and 

intelligently combines the “Unser Bestes” and “Reinheit und Pflege” campaigns. The 

campaign emphasized the modernity and superiority of Megaperls as the new detergent 
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generation. Testimonials and the “Perlen statt Pulver” slogan are supposed to make the 

consumers want to try the product. Again, the advertising targets especially young families 

with children (GWA 1995) but now, the benefits for the environment are not addressed at all. 

The benefit emphasized when it comes to Persil Tabs and LIQUITS is the increase in 

convenience the innovation offers to the consumer. While the rationale for developing tabs 

and LIQUITS was said to be mitigating the problem of overdosing, the innovations made 

doing the laundry easier. This effect was then highlighted as reason-why for the detergents’ 

superiority with the claim being “Convenience ist das Zauberwort” [Convenence is the magic 

word] (Henkel 2011d).  

The ShortWash Formula decreases the detrimental effects through energy savings, while the 

communicated benefit was not this environmental benefit nor the energy saving that naturally 

involves cost saving but the time savings were in the center of attention. A similar observation 

can be made for the Cold Power Formula and the achievement of Persil ActicPower. The 

advertising of both innovations emphasizes the gentleness and color preservation while the 

accustomed high detergency and dazzling cleanliness are mentioned too before potential 

energy and cost savings are brought up (Innovation Letter II/2008). In the case of ActicPower 

it is first also referred to the handiness of the bottle (convenience) (Henkel 2011d).  

Spee is an interesting example. A detergent factory established in 1921 in East Germany way 

expropriated by Soviets military authorities in 1945. After a legal dispute the GDR state-

owned factory was no longer allowed to merchandise its produce under the brand name Persil 

and consequently developed the brand Spee. After the German reunion Henkel bought back 

the factory and with it the brand Spee. It was relaunched in the former GDR and launched in 

West Germany (Henkel 2011f). Since then it is the low-budget line within the company’s 

laundry care product portfolio becoming evident in the use of the mascot “cleverer Sparfuchs” 

[smart saving fox], the claim “Spee. Die schlaue Art zu Waschen” [Spee. The smart way of 

washing] and formulations such as “Henkel-Waschpulver zum Spee-günstigen Preis” [Henkel 

washing powder at the spee-low price]. The Webpage of the brand line Spee is the only 

laundry detergent page from Henkel that does not have an own sustainability part though it – 

relatively unobtrusively – refers to the corporate sustainability Webpages (cf. Henkel 2011e). 

This most certainly is because its major target group is younger consumers that are 

predominantly price-conscious, as becomes evident from the Webpage design as a shared 

student apartment area (“Die Spee WG”) with fancy appearance on facebook. The collegiate 
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consumers that have to be price-conscious out of necessity are not at all addressed with 

environmental issue communication. This assumed young target segment might also be the 

reason why, unlike the other previously mentioned products, Spee’s verbal advertising 

concept does not address family values at all. 

With Terra Activ Henkel has launched its first product line that predominantly was positioned 

as environmentally friendly – the claim being “Bio+Kraft” [bio/organic+power] (Innovation 

Letter II/2009) – at a slightly higher price than similar products from the portfolio (the luxury-

positioned Persil Gold is much more expensive though). The promotion of this innovative 

brand line does not appeal to family values, either.  

Having announced that the build-in benefits for the environment are planned to be extended to 

the whole product portfolio over the next several years (Sustainability Report 2008), Henkel 

can now charge those consumers a slightly higher price that are willing to spend more to save 

the environment. As the argumentation above has shown, some consumers are indeed willing 

to pay that premium. This is yet another possible advantage of Henkel’s introducing green 

innovations successively to the portfolio: skimming the consumer surplus becomes possible. 

As long as other detergents exist that are based on mineral oil, Henkel can take advantage of 

those people who pay more for environmental friendliness. Because the combination of 

surfactants from different inorganic, renewable-materials and mineral-oil based sources 

currently yields the best washing performance (Sustainability Report 2006) and as was shown 

above performance remains the most important product selection criterion, this can be 

expected to take some time. 

The launch of the first detergent that was positioned as truly green did not come without its 

challenge. Though the company’s history regarding sustainability supposedly enhances the 

trust in the company’s efforts and claims, Henkel has not been untroubled by accuses of 

green-washing as the Klima-Lügendetektor [climate lie detector] has set its sights on the 

company and accused the company of attempting to avert suspicion by acquiring certificates 

for sustainable palm kernel oil instead of directly purchasing palm kernel oil from sustainable 

cultivation. The very oil Henkel processes does still come from production that threaten the 

rainforest and with it the habitat of endangered species such as the orangutans. Klima-

Lügendetektor is a joint project of the Greenpeace Magazin, the German magazine of the 

non-governmental environmental organization Greenpeace and the independent online 

magazine klimaretter.info [climate saver.info] (klima-luegendetektor.de 2010). 
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Product Packaging 

Interestingly, Henkel has promoted not only its product innovations but packaging 

innovations, too. Apart from special promotions of Persil in “retro” metal boxes or the award 

winning bottle “futurino” that marked the brand’s 100th anniversary (see Appendix 5), with 

the award winning eco-light bottle a green package innovation was advertised in 1992 (see 

Appendix 6). The ad is headlined “Auf dem Weg zur optimalen Verpackung” [Right on track 

toward the optimal packaging] and contrasts a banana with the new bottle. This advertisement 

could be seen as a reflection of recycling becoming a trend in the 1990s. 

Corporate Brand 

Henkel’s detergent brands are marked with the particular product brand (e.g. Persil) as well as 

the corporate brand (Henkel) (Rühle & Völckner 2011). The introduction of the Henkel-oval 

in the 1907 and its successive modernization always enhanced the strength of the corporate 

identity (Feldenkirchen & Hilger 2001).  

Through the alignment in 2001 the corporate brand was strengthened and it now functions 

even more as umbrella brand in order to support the individual product brands. This was 

arrived at through a major quality offensive that communicated the claim “Quality from 

Henkel” in all media applying to B2C as well as B2B markets (Henkel 2006, Sustainability 

Report 2002). The new product thus benefit from the above mentioned good-will effects. 

The company describes this quality promise as a “Group-wide maxim” that is “linked to core 

corporate values such as customer orientation, highly qualified staff, social responsibility and 

sustainable development” (Sustainability Report 2003: 2). Interestingly, within the 

organization, the corporate claim already is linked to the concept of sustainability. However, 

this is not yet communicated to the outside.   

The umbrella brand claim “Quality from Henkel” later changed to “Quality & Responsibility” 

promise, applying to all products. Since 2008, the “Quality & Responsibility” logo replaced 

“Quality from Henkel” and is now printed on all laundry detergents and household cleaners 

aiming “to make it easier for consumers to reach responsible purchasing decisions. The logo 

indicates to consumers that, by buying this product, they will not only obtain superior 

performance but a sustainable solution as well” (Sustainability Report 2009: 20). The claim is 

therefore based on the added value derived from the combination of high performance and 

responsibility (Swoboda & Löwenberg 2010: 82).  
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After the umbrella claim had been confined to emphasizing superior performance, since 2008, 

sustainable business conduct and product features are marketed as green benefits. Though 

performance had played the dominant role for the product positioning, sustainability issues 

now appear to be on an equal footing as product quality. Considering the change in  

Apart from the “Quality & Responsibility” banderole printed on each detergent packaging, 

compact varieties are now marketed with the EuroCompact logo on the packaging as a 

symbol for the commitment to the private regulation to replace traditional heavy-duty 

detergents with compact powder detergents Henkel had helped the European association for 

soaps, detergents and maintenance products (Association Internationale de la Savonnerie, de 

la Détergence et des Produits d’Entretien, AISE) to establish (Sustainability Report 2006) 

while the symbols of the “wash right campaign” launched by the AISE in 1998, today can still 

be found on various detergent packaging (Sustainability Report 2010).  

The QR-Code is another means of helping the consumer to make an informed, 

environmentally responsible purchase decision. The code is simply photographed with a 

smartphone that has the appropriate recognition software that then accesses the product’s 

mobile Internet site where, e.g. a carbon dioxide calculator can be found (Sustainability 

Report 2009, Henkel 2009b). 

6 Results 

6.1 Answering the Research Questions 

What are the green innovations in Henkel’s product portfolio that can be identified 

in the period 1970-2010?  

Different categories of innovations could have been identified while the portfolio as a whole 

has gotten greener. When green innovations were selected from the available set of 

innovations in the detergent sector, it became apparent that the later in the considered time 

period the greater was the proportion of green innovations of Henkels’ total number of 

launches and re-launches. However, at the latest since the introduction of the five focal areas 

into the product development process, almost all changes in the product portfolio are of green 
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nature. Be it through product modification or the launch of a totally new product, the portfolio 

became greener and greener. But this does not seem to be due to Henkel’s goals having 

become greener too, because throughout the considered time period a major goal has been to 

reduce the environmental impact of the products. In fact, the portfolio has become greener 

because the means to improve the products have evolved over time. While the basic idea – 

reducing dosage, harmful substances and the wash temperature as well as increasing the 

proportion of ingredients from renewable material – have not changed, the potentials of the 

production techniques did. Improvements in research and development gave impetus to the 

greening process.   

 

 Figure 11:  Greening of Laundry Washing 1978-2008 
 Source: Sustainability Report 2008: 5 
 

Do product portfolio and consumer values move in the same direction and at the 

same pace?  

As both portfolio and society have become greener, it appears that both environmental 

concern and the product portfolio were moving in the same direction. Both societal values and 

product portfolio begin to turn green on the verge of the 1970s. However, analysis shows that 

the company had started to conduct research into greening potentials much earlier also 

because already the founder of the family business had been driven by a sustainable ideology. 

It was just the implementation of that ideology – i.e. its manifestation as an actual product –

that had to wait until the 1970s. This is an analogy to the above mentioned observation by 

Inglehart and Welzel (2005) that changes on the individual level are rarely directly reflected 

in institutional manifestations on the societal level. Analogously this means, that Henkel’s 

revolutionary launch of the first ever phosphate-free detergent in Germany in 1983 might 

appear sudden and dramatic but in fact it reflects long-term processes of incremental change 

and three decades of research and development.  
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Moreover, this time lag between the decision to initiate research into an area and the 

developed product makes it – at least for early times in the period – hardly realistic to say that 

the change in the product portfolio was driven by the actual change in consumer values and 

behavior while the head start before environmental legislation also excludes government 

agencies as main drivers. The early greening process therefore had to have been given 

direction by the corporate vision and values. 

At first, this in that regard blatant lack of consumer orientation came as a little surprise to the 

author but the findings were supported by a company letter on the occasion of the “Year of 

Innovation” (Innovation Letter II/2006: 2):  

“Innovations have already played an important role in the past. So what changes? 

Even if the main focus in judging the innovation power of a company lays in its output 

of new products, innovativeness means a lot more: We want to be innovative in 

everything we do, in our processes as well as in our products. In the future, Henkel 

will base its innovation activities more on gaining consumer insights, pursuing rather a 

‘sense & respond’ than a ‘make & sell’ approach”. 

Does the consumer advertising of the green innovations reflect the societal value 

shift toward green values in terms of the promotion of their green benefits?  

Yet, even though most of the time the company’s portfolio appears to have greened 

independently of the rise in environmental concern, the company’s efforts to reduce the 

environmental burden the products impose led to building in green benefits that due to the 

societal value change have increasingly been sought by consumers. However, this development 

is not as strongly reflected in advertisement as one would expect. The promotional strategy has 

undergone only minor changes since outstanding performance has always been the main focus. 

Throughout the period under study, green values have – if at all – rather been addressed casually. 

The emphasized product benefit has almost always been on the performance that is characterized 

through symbiosis of cleanliness and gentleness to the fabrics. However, the reason-why has 

changed in accordance with the product improvements while it sometimes was based on a green 

product attribute or at least casually mentioned it. The verbal concept in terms of the 

communicated benefit and the reason-why have changed substantially for the first time with the 

launch of Terra Activ. The switch in the order in which the two main product attributes are 

mentioned in the claim “Bio+Kraft”, eco-friendliness and performance, can be seen as a turning 

point in the communication strategy. This first positioning of a green innovation as truly green 
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indicates that promotional strategy now acknowledges that preserving the environment has 

become a mainstream value. However, whereas the trend toward convenience did not have an 

equally strong impact on the portfolio as did the company’s striving for reducing the 

environmental burden, advertisement did more obviously reflect societal value change in terms of 

values that are associated with convenience rather than with the environment and sustainability.    

6.2 Discussion 

Though it was shown that only few of the green innovations and those only recently had been 

launched in order to satisfy needs that arose from value change toward green values, value 

change still played a crucial role in marketing the innovations and the way the consumers are 

influenced to reduce the products’ environmental impact. The rise in convenience values 

allowed the twist to let the influence on behavior “come in disguise” when detergent came in 

pre-portioned varieties. Instead of lecturing the consumer to change the practice of overdosing 

detergent that imposes too high a burden on the environment, the innovation could be 

marketed as relieving the consumer of the housework burden. The findings therefore support 

the notion that “[c]arefull assessment of value orientations and emerging value trends will 

allow the identification of new product opportunities and the repositioning of products” 

(Vinson et al. 1977: 49). 

With the introduction of Tabs and LIQUITS, Henkel has done what Hart (1997) calls for: 

driving change in consumer behavior (see section 1.1). When Henkel’s information 

campaigns aiming to educate the consumer how to correctly dose detergents in order to avoid 

unnecessary pollution had proven to be ineffective, the company took on responsibility and 

developed Tabs and LIQUITS to leave the consumer – at least those who buy that variety as 

alternatives are still available – no choice but behave responsibly too. This way of driving or 

rather enforcing change, however, means by-passing the necessary attitude change that would 

make the consumer decide to behave more responsibly and therefore means giving up a 

chance to help transform society through education.   

Taking the opportunity to drive sustainable consumer behavior change was suggested by 

Meffert and Kirchgeorg above (see section 1.1). The differentiation of innovations by the 

degree to which they require the consumer to change his behavior – into continuous, 

dynamically continuous, and discontinuous innovations (see section 5.2.2) – gave a clue that a 
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company can drive behavioral change for innovations potentially can change consumer 

behavior.  

Yet, throughout this study, value change has been viewed as rather independent variable. This 

perspective neglected the fact that it can also be viewed as dependent variable. Value change 

would then be conceptualized as reflecting “socio-economic transitions as people adapt to 

new environments” (Held et al. 2009: 56). Seeing value change as an independent variable, on 

the other hand, accounts for the wide influence values have on human behavior and the 

resultant impact on political, social and economic processes of whole societies (Held et al. 

2009). This two-fold significance of value change has not been in the center of attention in 

this study. It means that changes in value can both affect and be affected by changes in 

product portfolios.  

For the case of Henkel a great potential to transform society can be identified. As Henkel puts 

it: “Our innovations are used daily in millions of households, and therefore offer great 

potential to actively help to shape the sustainable lifestyles of tomorrow” (Sustainability 

Report 2009: 19).  

According to Flint et al. (1997), critical incidents (i.e. either a singular event or culmination of 

a series of events) can trigger value change. Such a trigger event is a stimulus in the 

consumer’s environment and will hence – remember the S-O-R model, (see above) – evoke a 

response that may deviate from the usual response. Changes in product attributes can be such 

stimuli that can trigger value changes. The strength of the trigger event will have on the 

consumer is determined by how relevant the event is to specific goals and by the strength of 

current values (both personal and consumer value). However, for personal values are usually 

enduring, the likelihood of change is relatively low, while still vision-altering events in a 

person’s private life can occur (Flint et al. 1997). This is in line with the notion presented 

above that societal change is not only driven by culture but also by the interaction with 

economic, social and political developments. 

This cause-effect relationship opens up a window of opportunity for firms where they can 

bring their influence to bear. By exerting their power over the economic sphere they 

mediately affect the value structure of individuals. However, whether driving change is seen 

as an option or even as an obligation – as done by Hart (1997), competitive advantage can 

spring from pursuing it: Kotler and Keller argue, in order to attain a competitive edge, 

“companies must help consumers learn what they want” (2009: 53).  
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Market segmentation constitutes a part of the study, but is only dealt with rather superficially 

in order to be able to provide a bigger picture. Nevertheless, the available data allows for 

deeper investigation when it comes to market segmentation. Research has shown that 

individuals differ in their environmental concerns by age (cohort effect), sex, household 

income and education (Franzen & Vogl 2010). Several of the here deployed studies and 

surveys incorporate the possibility to break down the consumers into segments by their value 

structure. For instance the BMU and UBA’s study was conducted in cooperation with the 

Sinus-Institut and thus breaks down the findings into the prominent sinus milieus that have 

already been successfully used in market segmentation theory and practice. Sinus’s research 

findings allow to identify the LOHAS even to the level of their individual address (Sinus 

2008b). Differentiating values and lifestyles in such a way puts targeting communication to a 

more actionable level. Accounting for consumer characteristics will most certainly prove 

helpful in identifying target segments and tailoring communication instruments to the 

segments’ specifics. These advantages would not only be realizable for corporate 

communication. Politics has realized the necessity to tailor environmental communication to 

the target group. Flasbarth, the President of the Federal Environment Agency (UBA) in the 

foreword for the BUM and UBA report 2010 puts forward the argument that environmental 

policy and communication face the challenge to better spell out the gains in quality of life in 

society to the citizens that result from the consistent alignment to the principle of sustainable 

development.  

6.3 Suggestions for Future Research 

As could have been shown, markets are going green and are likely to continue to do so in 

future. The greening of the products will therefore also gain in importance. Like the previous 

studies that have investigated the greening of the product, this study has been confined to a 

physical product. As expected, product stewardship that had already been suggested to be 

useful for identifying greening potentials has proven especially fruitful in the case of the 

chemical company Henkel. However, the research gap on the greening of the product remains 

blatant when it comes to the greening of intangible products, i.e. services. The proposed shift 

to a service economy and the societal value change presumably makes this area more 

important to be explored. 
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The focus on Germany – and in many cases on only the Western part (due to lack of data 

from East Germany) – allowed for using material that is concerned with other Western 

societies. However, including former socialist countries might have been very insightful as 

their transformation to free market economies and the associated rapid development they have 

undergone would lead to expect value change there to be very peculiar. Investigating the 

greening of the products offered on those markets with regard to value change from these 

nations would help to integrate the findings of this single case study into a broader context. 

The same is true for changing the level of analysis from a single firm to the industry. Keeping 

in mind that the actions of a market actor can hardly be analyzed uncoupled from the context, 

it would also be interesting to investigate the market conduct of Henkel in relation to its 

competitors. Including the competition more into the analysis would be insightful especially 

as the argument has often been that green product differentiation yields competitive 

advantages. Though much has pointed in that direction – let alone the fact that Henkel has 

been the market leader in the highly contested German laundry detergent market suggests that 

the greening indeed was favorable for the company – a final assessment if competitive 

advantages actually were associated with the greening of the product can only be made if the 

competition and its actions are also considered. 
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 Appendix 1: Model of Consumer Behavior  
 Source: Kotler & Keller (2009: 202) 

Marketing Stimuli

� products & services
� price
� distribution
� communication

Other Stimuli

� economic
� technological
� political
� cultural

Consumer 
Psychology

� motivation
� perception
� learning
� memory

Consumer 
Characteristics

� cultural
� social
� personal

Buying Decision
Process

� product recognition
� information search
� evaluation of

alternatives
� purchase decision
� post-purchase

behavior

Purchase Decision

� product choice
� brand choice
� purchase amount
� purchase timing
� payment method
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 Appendix 2:  Milieu Development in West Germany until mid-1990s 
 Source:  Wippermann (2005)/Sinus 2011 
 

 
 Appendix 3:  Updated Sinus-Milieu Model in West Germany 1995  
 Source:  Wippermann (2005)/Sinus (2011) 
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 Appendix 4:  Print Advertising for Persil, 1986 
 Source:  Sustainability Report (2007: 6) 
 

 

 
 Appendix 5: Print Advertisement for Futurino 
 Source: Innovation Letter I/2007 (3)  
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 Appendix 6:  Print Advertisement for the Eco-light Bottle 
 Source:  Sustainability Report 2007: 6 

  
 Appendix 7: Print Advertisement for Persil 70, 1969 
 Source: W&V (2011) 
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