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Abstract

The implementation of the green productivity and marketing concept in agribusiness is a must in the future.
Food production is influenced by the environment and society, and vice versa. Today a growing number of
consumers are aware of the link between environmental and social well-being and fresh, pure, healthy, tasty
and safe foodstuffs. Enterprises will have to consider three important aspects of value when doing business:
economic, social and environmental value. The foundation of the quality research this study is concerned
with is action research. Action research is a way to analyze sustainable development, the aptness of
agriculture and the marketing opportunities these offer for developing ecoproducts in the SMEs.

The study seeks to answer the following questions:
- What kind of Classical Utility Value Analyses could be tool of the eco-product?
- To what extent can a customer/interest group affect the development and decision-making of eco-
products?
- Is the method a suitable tool for analyzing ecological criterions in the marketing model?

Classical Utility Value Analysis is a formal, analytic approach for evaluating and comparing different
alternatives. It is one decision making method of multi-criteria analysis. The roots of utility value analysis,
which is one of the mathematical models for analytical decision making, are in the USA and Germany. The
method is almost 40 years old, of the same age as the manuscript of the values tradeoff. The same historical
language is being used to build up new tools, principles and theory. The so-called Smart EcoCUVA has
used both methodologies (Utility value analysis and decision making analysis) when setting the goals and
mathematical steps. Research results always give the best available alternative.

Making rational decisions for any complex problem requires various analyses of trade-offs (compromises)
between conflicting goals (objectives, outcomes) that are used for measuring the results of applying various
decisions in a wide range of application fields. A typical decision problem has an infinite number of
solutions, and decision makers are interested in analyzing trade-offs between those that correspond to their
preferences, which is often called a preferential structure of the decision-maker.

Smart EcoCuva analysis helps to assess different alternatives according to a variety of environmental
criteria associated with enterprises and their products. The analysis methods take account of the monetary
and non-monetary aspects when determining the selection of the best alternative. Smart EcoCuva is the
methodological cornerstone for the creation of an innovative concept that will contribute to encouraging the
efficient use of natural resources and thereby enhancing sustainability.

The Smart EcoCuva tools to be developed aim to be environmentally sound, economically viable, socially
just and culturally appropriate. They are a new, science-based reaction of sustainable agriculture to global
atmosphere, as well as constitute an appropriate link between people and nature. New environmentally
friendly food combines healthy food with people’s lifestyles.
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Our Common Future is the report made by the World Commission on Environment and Development
(WCED) in 1987. The report highlights three key components to sustainable development: environmental
protection, economic growth and social equity. The environment should be conserved and our resource base
increased, by gradually changing the ways in which we develop and use technology. The scope of this
research was the based on the European Commission’s Integrated Product Policy IPP (1998, 2000, 2001
and 2001/KOM 68 final and 2003/KOM 302 final), a European Union strategy for sustainable development
(2001/KOM 264 final and 2002) and Public Policy Initiatives to promote the uptake of Environmental
management systems in small and medium-sized enterprises. (European Commission 2003/ KOM 26 final
and SEC 58, 2003 and 2004). The Organization for Economic Cooperation and Development (OECD)
encourage to used four different sustainable development elements; make wider use of markets, strengthen
decision-making processes, science and technology and manage links to the global economy.

Green Marketing Strategy will be linked value-based innovation product and service. Value-based green
marketing strategy and innovators assess business opportunities without being biased or constrained by
where they are at a given moment. for that reason, value innovators not only have more insight into where
value for buyers resides and how it is changing but also are much more likely to act on that insight. (Kim
Chan & Mauborgne 1997 and Partridge 2003).
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The foundation of the quality research this study is concerned with is action research (Kuula 1999). Action
research is a way to analyze sustainable development, the aptness of agriculture and the marketing
opportunities these offer for developing ecoproducts in the SMEs (Churchill & Tacobucci 2005 and
Koskinen & Alasuutari & Peltonen & 2005). Utility Value Analysis methods have shown efficiency and
reliability (Zangemeister 1976, Bechmann 1978 etc.). They have been also used in different sectors, for
example in engineering, construction, trade administration, project management, environmental
management as well as in landscape planning. Principally these kinds of models are used to find solutions
for decision problems where quality and other non-monetary aspects should determine the selection of the
best alternative. Diller (1998) also recommended the “Standard Utility Value Analysis” in his book
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“Marketingplanung” as a useful and reliable marketing tool and Plehn (2003) recommended analysis to use
sustainable development industrial products.

The study seeks to answer the following questions:
- What kind of Classical Utility Value Analyses could be tool of the eco-product?
- To what extent can a customer/interest group affect the development and decision-making of eco-
products?
- Is the method a suitable tool for analyzing ecological criterions in the marketing model?

Marketing planning process included marketing instruments, marketing strategy marketing objectives and
marketing rules. Marketing objectives must be first defined and then give answer to the questions “Where
do we want to go?” and “what information we need?” Secondly comes marketing strategy and marketing
policy. They are often different ways of reaching the destination. It is possible to choose the most beautiful,
the shortest or fastest route to find the answer to the questions “Which way do we want to go?” and ”Which
qualitative and other objectives do we want to achieve?” Last the questions are “How do we want to get
there?” and “What financial, human and natural recourses can we use most efficiently?” (Marketing
instruments) There are different carrier opportunities by which to reach the destination. Of course,
marketing planning process includes answers to the questions “What must be done by whom, when and
how?” and “How will we measure success or failure?” and finally had to check and update marketing rules
(OMIaRD; Schmid, O. et. al. p. 78-80, 2004 and Churchill, G. A,. & lacobucci, D. 2005).

PRACTICAL APPLICATION
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Figure2. Design data-collection methods and forms

Smart ECOCUVA - process

In the beginning development ecodesign concept for SME is SME development concept. “The small rural
enterprise’s development concept” 1is based on the enterprise’s background, business activities,
management, stakeholders, environmental values and the environmental database used by the entrepreneur.
In this first part, the entrepreneur should examine:

- Environmental values regarding the enterprise and interaction with the environment. The
entrepreneur should also recognize outstanding needs and identify specific environmental
competences and skills.

- Business activities, available resources, working capacity and know-how.
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- Financial plan that includes future investments, return rates and capital needs in short and long
term.

- Situation in the market through a marketing assessment. Target market, customers, competitors and
authority should be identified and analysed. It is important that the entreprencur is able to
understand his/her customers’ needs and wants especially in relation to green products, food quality
and safety.

- Business background, purpose and goals in short- and long-term. The entrepreneur should also
identify new green product ideas and evaluate them. This can be done by listening to different
stakeholders, through meetings, surveys or spontaneous conversations.

The database should provide the entrepreneur with information about environmental management systems,
certificates and other relevant information (i.e. the Life Cycle Assessment “LCA”). This kind of
information can be seen as official guidelines for the development of green products (Seppénen et. al.
2004). They do not provide answers to all the questions, but they give an idea about what issues should be
regarded when developing such products. Small rural enterprises can get this information from the Internet,
books and articles. It is important to remark that the rural entrepreneur should decide what kind of
information and skills are needed to develop green products.

Finally, in the development concept stage the entrepreneur defines the concept, target market, benefits,
features and attributes of the green product. A competitive analysis should be undertaken to identify
competitors’ similar green products, their strengths and weaknesses and their marketing. After this stage the
entrepreneur can begin to develop green products (Pallari 2004).

“The product development” consists of issues that are related to the product, environment-friendly values,
marketing, price and evaluation. In this second part the entrepreneur involved in the product development
stage should:

- Take different eco-criteria into consideration while developing a green product. The eco-criteria are
linked to the enterprise’s culture and ideology, product components, product life cycle, product plan
and legal rules. The eco-criteria should represent a kind of guideline for developing green products
and achieving an optimal food quality and safety. They should be in balance with the enterprise’s
development concept.

- Plan the marketing concept for the green product. Information and communication channels should
be opened and targeted to all stakeholders related to the enterprise. Employees’ and customers’
education will form part of this stage. The entrepreneur should use this stage to reach the customers
and build a trustful relationship with them.

- Determine a price for green products, which considers both the costs of the production and the
added-value of the product. The product prices should become more reasonable for the customers
and the producer in the future. A win-win relationship should be established between them.

- Carry out a continuous evaluation, assessment and risk analysis concerning the production process
and product quality.

- Develop the green product by considering these stages and testing different prototypes. The green
product development is a continuous process, which tries to adapt the enterprise’s green product to
the needs and wants of the customers, which at the same time change over time.

After this stage the entrepreneur can use “Smart decision goal system”; SME’s goals, action motive, action
restrictions of the decision. The elements of a goal system must have a important and objective description
of alternative’s consequences, on the other hand it must contain all relevant worth dimensions of the
decision maker. Within the goals had to be clear all limits of action possibilities, so the evaluation is made
on a good base. The connection among decisions is not in what will decided, but in how will be decide. The

Pallari, M. 2005. Smart ECOCUVA - Tools for Food Marketing Strategy. Suomen Maataloustieteellinen Paivat 2006.



SUOMEN MAATALOUSTIETEELLISEN SEURAN TIEDOTE NRO 21

only way to make good decisions is using a good decision-making process. An effective decision-making
process will fulfil these six criteria:

It focuses on what’s important.

It is logical and consistent.

It acknowledges both subjective and objective factors and blends analytical with intuitive thinking.
It requires only as much information and analysis as is necessary to resolve a particular dilemma.
It encourages and guides the gathering of relevant information and informed opinion.

It is straightforward, reliable, easy to use and flexible.

A decision-making approach that addresses these criteria can be practiced on decisions major and minor is
important to understand that a decision-making approach does not tell you what to decide, but zow to
decide. Even the most complex decision can be analyzed and resolved by considering a set of eight
elements. The first five Problem, Objectives, Alternatives, Consequences, and Tradeoffs constitute the core
of this approach and it is applicable to any decision. The acronym for this PrOACT serves as a remainder
that the best approach to decision situations is a proactive one. The three remaining elements uncertainty,
risk tolerance, and linked decisions help clarify decisions in volatile or evolving environments. The essence
of the PrOACT is to divide and conquer. The eight keys will be explained as follows:

Work on the right decision problem: The way you frame your decision at the outset can make all
the difference. To choose well, you need to state your decision problems carefully, acknowledging
their complexity and avoiding unwarranted assumptions and option-limiting prejudices.

Specify your objectives: Thinking through the objectives will give direction to your decision
making.

Create imaginative alternatives: Alternatives are the different course of actions that can be chosen.
The decision can be not better than the best alternative.

Understand the consequences: It is important to see how well your decision is satisfying the
objectives.

Grapple with your tradeoffs: Objectives frequently conflict with each other; therefore it is important
to find a balance. In most complex decisions, there is no one perfect alternative Different
alternatives fulfil different constellations of objectives.

Clarify your uncertainties: Uncertainty makes choosing more difficult. But effective decision
making demands that you confront uncertainty, judging the likelihood of different outcomes and
assessing their possible impacts.

Think hard about your risk tolerance: When decisions involve uncertainties, the desired
consequences may not be the one that actually results. A conscious awareness of willingness to
accept risk will make your decision-making process smoother and more effective.

Consider linked decisions: Many important decisions are linked by the time. The key of dealing
with linked decisions is to isolate and resolve near-term issues while gathering the information
needed to resolve those that will arise later.

The eight PrOACT elements provide a framework that can profoundly redirect decision making, enriching
possibilities and increasing chance of finding a satisfying solution. (Hammond etc. 1999).

This PrOACT helps SME description of values and The “Classical Utility Value Analysis” steps can be
described as follow:

Build a goal system and description of values
Identify and define the problem
Identify the alternatives to be appraised
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- Identify the criteria for assessing the consequences of each alternative

- Determine the scale

- Weighting. Assign weights for each of the criterion to reflect their relative importance to the
decision

- Combine the weights and scores for each of the criterion to reflect their relative importance to the
decision.

- Calculate overall weighted scores for each alternative

Principally UV A helps to find solutions for decision problems where besides monetary aspects also quality
and other non-monetary aspects determine the selection of best alternative. The “Utility Value Analysis” is
a decision and assessment tool that helps to make the best decision about which product or service should
be developed. With its help, it is possible to take economical, social and environmental values into
consideration, when looking for the best suitable product or service. Results can be clear higher value level
companies for example the Gulpener Bier ambition statement is ‘Connected to nature’ or Harineras
Villamayor, a flour producer from northern Spain and member of the UN Global Compact, are an example
of an SME combining responsible workplace and environmental practices at the local level with a global
vision of Community involvement (Responsible Entrepreneurship. 2003. Tybirk et. al. 2004).

Summary

Science-Based Innovation Eco-Group is the key to successful alternatives;

Innovation Eco-Food Group consists of people who help to make the best decision. Decisions can be made
by individual decision makers or groups of decision makers. The group can be the same in different parts of
the processing of the analysis, but normally one group should consist of product users and one group of
experts in different fields of eco-food development and business. When trying to find a decision making
group to assist with a decision making problem on eco-food, most SMEs cannot find the right people or
knowledge at the right time. Raiffa’s idea is that we should combine theories with deep understanding of
the cognitive and behavioral aspects involved in real life decision making. Only then can we touch real facts
and arts in the development of sustainable agriculture (Keeney, R. L. & Raiffa, H. 1976 and Raiffa, H.
1982). The so called eco-food values tradeoff helps to negotiate and find solutions through different kinds
of expert knowledge.

Smart ECOCUVA — Tools Benefits;
- SME can find new or better way to profit on the market area.
- SME can focus better what kind of Food production SME is in the future.
- SME can use eco-efficient statistics, index, criteria what they can development companies and
make better results
- SME can give more useful information consumers and consumers can make a better selection
buying Food choice.

Green Marketing Strategy is a key for a open sustainable development competitive area but SME’s need
clear alternatives of different sustainable facts to development clear product profiles. Statistics are difficult
to read and understand and if we open share SME can wish develop new innovative products and provide
activity role bigger companies and consumers. Today it’s possible big industrial companies. Now SME’s
had to go to many information desks. Multiple criteria methods are helpful but cannot solve the problem on
its own. Of course, it’s difficult. Principally Smart ecoCUVA helps to find solutions for decision problems
where besides monetary aspects also quality and other non-monetary aspects determine the selection of best
alternative.

Today the development of new eco Food products is complicated and it’s difficult to share the necessary
knowledge and statistical facts. But this is by no means impossible situation is crucial. We can say that
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communication issues of the future Food system (Pallari 2006). Francis, C. (et al. 2003) had found similar
results: We had to sort out the complexities of recourse to use and environmental impacts that result from
alternative agricultural and food processing systems. Smart is to ask relevant Food questions; how, which
way, who can develop new eco Food product, interpret statistics and project / research results, apply this
information to design of productive and sustainable agro ecosystems. Different alternative our Food
systems offer keys and tools like as Smart ecoCUVA. Same results would describe also languages problems
of the future Food economic implications and long-term impacts of alternative systems (Francis, C. et. al.
2003). At the same time we need knowledge of local process as well as global impacts. Smart choice is
finding short connection links between consumer’s and eco-Food developers.
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