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Abstract: Environmental concern of industry and 
agriculture has started to reshape the landscape of 
Central- and Eastern European countries.  The 
demands and influences of the environmental 
movement change our life. This situation offers 
different ways therefore you have to find the best 
way to save it for the future. The problem is to 
know, how we can build into the strategy of the 
enterprise. Can it be in the focus and possible to 
take marketing-mix around it? Environmental 
market is been developing in Central- and Eastern 
Europe, therefore its terminology has not been 
fixed. Against this situation it is possible to develop 
alternatives, in which marketing is very important 
part. Demands of customers pull the environment 
friend products and services. It joins to the 
acceptance of higher price. On these bases how we 
can understand and require manifesting 
environmentally based marketing strategy? I would 
like to write about scope, measure, manage of it.  I 
mention the regional special element of it.  
 

Összefoglalás: Az ipar és a mezőgazdaság 
környezeti összefüggései elkezdték átalakítani 
Közép- és Kelet-Európa országainak természeti 
képét. A környezetvédelmi kereslet és annak hatásai 
átalakítják életünket. A helyzet különböző utakat 
kínál fel, ezért nekünk kell megtalálni a legjobb 
változatot, hogy megőrizd környezeted a jövő 
számára. A problémát az jelenti, hogyan lehet 
beépíteni a vállalkozások stratégiájába. 
Lehetséges-e a középpontba állítani és lehet-e köré 
építeni a marketing-mixet?  Közép- és Kelet-
Európában a környezeti piac fejlődése kezdetén 
van, ezért terminológiája még nem kiforrott. Ennek 
ellenére lehetséges és szükséges olyan változatok 
kidolgozása, amelyekben szerepet kap a marketing. 
A kereslet megkívánja a környezetbarát terméket. 
Ehhez kapcsolódik a magasabb ár elfogadásának 
hajlandósága. Erre az alapra építve hogyan 
manifesztálható a környezetvédelmi alapú 
stratégia?  Megemlítem regionális jellemzőit.  
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INTRODUCTION 
The social-economical processes accelerated in the last one and a half decade in the 

Central and Eastern European countries. The process brought numerous contradictions, 
difficulties. New problems to the surface and their solution need multi-dimensional way of 
thinking. We could ascertain that the change could not be realized in a day or two. The issue of 
the environmental protection appeared in this category as a significant field. During the 
changes the short-term local interests often prevailed, and the regional and even global 
problems were articulated on the level of theory only. It is worth mentioning if the short-term 
interest of the economy and the long-term interests of the environment can be stimulated. 

 
MATERIAL AND METHODS  
The state borders of certain countries have changed, several new countries were born, 

and others united, so the map of Europe was retouched. The regional classification has been 
modified as the countries can have different places from different aspects. It is beyond all 
doubt that the environmental processes do not recognize the state borders therefore the 
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carefully considered, checked, conscious steps are more and more desirable. (Hutchinson, 
1996) 

For geographical reasons I should count Austria among the Central European 
countries which is the most influential country of the region with its outstanding environmental 
accomplishment. For the sake of comparison I will occasionally refer to the events, results 
achieved there. I regard the Czech Republic, Slovakia, Hungary, Slovenia, Croatia, Poland and 
the Baltic countries as the part of Central Europe. In these countries significant changes took 
place and they achieved certain results in the field of environment. I count Romania, Serbia 
and Montenegro, Bosnia-Herzegovina, Macedonia, Ukraine, Moldavia, Bulgaria, Albania, 
Byelorussia and Russia (mainly the region around St. Petersburg) among the Eastern European 
countries. In these countries a lot of economical and social changes took place but the speed 
and the success of these changes lag behind the Central European countries. The question is: 
what is the relationship between these facts and the responsiveness or indifference in 
connection with the state of the environment? The problem is to know, how we can build into 
the strategy of the enterprise. Can it be in the focus and possible to take marketing-mix around 
it? Environmental market is been developing in Central- and Eastern Europe, therefore its 
terminology has not been fixed. 

 
RESULTS AND DISCUSSION 
It is worth studying as it comes up from both the scientific and everyday experience 

that whether the spread of mass production can be responsible for the deterioration of the 
environmental quality and of the living conditions? Provided we accept this responsibility we 
have to work a new production conception out and also we have to reckon with its social 
consequences. In the fight for distribution the capital and the work have to give up a part of 
their claims in the interest of legality of nature. 

The environmental protection – as one of the assessing viewpoints of the 
technological progress – is accompanied with professional debates even today. There is a 
seemingly unsolvable contradiction between the speed of the technological progress and the 
environmental loading. In contrast with it is the most desirable to harmonize our environment 
with our qualitative future the most important scene of which can be the environmental market. 
We produce many products in the industry and agriculture, but only few can be told 
environment friend ones. We cannot say all the products must be bio products, but we have to 
take in focus the less row material and energy using and waste. Information and marketing 
must help this strategy and process. (Menon & Menon, 1997) 

The opinion is changing in the regard that the conflicts between the short-term 
interests of economy and the long-term interests of environment can be stimulated. (Szlávik, 
2005) 

This hypothesis is supported and proved in my research. This chain of thoughts must 
be examined in Central and Eastern Europe in the aspects that are typical of this region, as the 
development of the advanced countries experienced a different social-economical change after 
the World War 2. 

The development of the environmental market was modified by: 
- the geopolitical position of the country; 
- the intensity of the social-economical changes; 
- the responsiveness of the government toward the environmental protection; 
- their commitment; 
- their role. 
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The starting thesis in the macro economical assessment of the environmental market is 
that this sphere of national and international market contains externalities. But, at the same 
time, it does not aim to satisfy, ease or stop the demand of the main economical processes. On 
the contrary, it intends to correct their consequences. This problem has so many elements that 
we can easily meet the erroneous view suggesting us that the international economy has found 
the solutions of all its problems in the environment protection. The reality is that the 
environmental market can only either strengthen or weaken the effects of the power 
(economical, social, political etc.) that moves the market but it cannot replace them even in a 
long run. 

 
 
CONCLUSIONS 
The following conclusions can be drawn from the observations we have made above: 
- The global problems of our environment came to light in the last decades and, at 

the same time, the necessary counter moves are being formulated more and more 
precisely. Filling the content of these framework (such as international 
organizations, contracts, financial founds etc.) is the task of a different level. 
Namely, it depends on how many the regions, and the rare inclined to take its 
responsibility. That is why the different short-term interests of the more and the 
less advanced countries have a significant effect on the international cooperation 
in the environmental protection. It seems to me that the most efficient way is to 
handle the globally formulated problems in cooperation within small regions. 
This solution can manage the regional disparities and buffer zones for the most 
part. In the Central and Eastern European countries the regional cooperation has 
been growing in several regions since the 90’s – when the earlier political 
alliance system had collapsed. As good examples it is worth mentioning the 
Countries of Visegrád, Carpathian-Euro Region, Alps-Adriatic Confederation, or 
the Union among Vajdaság, Transylvania and South-East Hungary. This 
cooperation has not been able to produce significant results in the fields of 
environmental protection that would be close to the level of Western Europe. 
Experts attribute the main reason of this situation to the source deficient 
economical processes. 

- The security political aspect of the environmental protection has got stronger 
particularly under the influence of the change of the political system in Central 
and Eastern Europe. This way the participation in international environmental 
cooperation is more than the question of the protection of the environment. 

- During the management of the environmental market as a separate sector it has 
become unambiguous that the state, the government – as one who has special 
rights in the economical life – has a determinative role in the interests of the 
environmental protection. 

- It should not be disregarded that the classical market process is very important, 
too. Some of the segments cannot be solved with the possibilities of the state 
therefore the economy-conform solutions can be managed more appropriately in 
market circumstances. 

 
 
 
 
 



 488

LITERATURE 
HUTCHINSON, C., 1996, Integrating environment policy with business strategy, long range planning, vol. 

29, no 1, pp.11 to 23. Great Britain 
MENON, A. & MENON A., 1997, Enviropreneurial marketing strategy: the emergence of corporate 

environmentalism as market strategy, journal of marketing, vol. 61, January, pp. 51 to 
67 

SZLÁVIK, J., 2005, Környezetgazdaságtan, környezetmenedzsment, Műegyetemi Kiadó, Budapest, pp. 25 
to 43 

 


