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 PRICE AS AN INTEGRATED MARKETING COMMUNICATION TOOL  
 IN PROMOTING THE CONSUMPTION OF SUSTAINABLE PRODUCTS  
 Santa Bormane 1 
  
 Abstract: There are favourable conditions for the development of sustainable marketing in Latvia. In order to take advantage 
 of this, b usinesses need to conduct market research on the need and demand for sustainable products and draw up a marketing 
 strategy encompassing all the marketing mix elements serving the People, Planet, and Profit. Businesses need to create a 
 well -thought approach , a sustainable product assortment and promotion and selling activities in line with sustainability 
 conditions. The consumers of nowadays are very sensitive to any price changes, and businesses may use price changes as an 
 IMC (integrated marketing communic ation) tool in communication with their consumers to help not only sell or promote new 
 products, but also boost the sales of healthy, ecological, domestic manufactured products.  
 The goal of the research is to study and assess the role of price as an integr ated marketing communication tool for 
 sustainability in the context of demand. The subject of the research is price as a set of IMC tools, and the object of research 
 are the price tools for the sustainable development of food retail chains.  
 In order to acc omplish the goal and objectives of the research, the author used the results of previous studies and the 
 following quantitative and qualitative methods of economic research: survey, comparison, and grouping. The research is 
 based on scientific papers publi shed by Latvian and foreign scholars, general and scientific literature, and periodicals. Within 
 the research there an assessment was conducted , a market investigation, a comparative analysis, as well as a survey of leading 
 specialists from Latvian food re tail chains, with the MS Excel software used for data processing and analysis.  
 The research confirmed the hypothesis that price changes as an IMC tool and the use there fore may positively affect the 
 buyer ’s market behaviour and foster the consumption of su stainable, ecological, domestic manufactured products. The results 
 of the research are of both theoretical and practical value.  
 JEL Classification Numbers: M31 ; DOI: http://dx.doi.org/10.12955/cbup.v6.1134  
 Keywords: price, sustainability, sustainable marke ting , integrated marketing communications, integrated marketing 
 communication tools 
  
 Introduction  
 The consumers of nowadays are very sensitive to any price changes, and businesses may use price 
 changes as an IMC (integrated marketing communication) tool in communication with their 
 consumers to help not only sell or promote new products, but also boost the sales of healthy, 
 ecological, domestic manufactured products.  
 The goal of the research is to study and assess the role of price as an integrated marketing  
 communication (IMC) tool for sustainability in the context of demand . The subject of the research is 
 price as a set of IMC tools, and the object of research are price tools for a sustainable development of 
 food retail chains.  
 In order to accomplish the go al and objectives of the research, the author used the results of previous 
 studies and the following quantitative and qualitative methods of economic research: survey, 
 comparison, and grouping. The research is based on scientific papers published by Latvia n and foreign 
 scholars, general and scientific literature, and periodicals. Within the research there was conducted an 
 assessment, a market investigation, a comparative analysis, as well as a survey of leading specialists 
 from Latvian food retail chains, w ith the MS Excel software used for data processing and analysis.  
 Price as an IMC Tool in Communication with Consumers  
 A precondition of sustainability is not only action, cooperation and authorities’ willingness to protect 
 nature and natural resources, bu t also meeting economic needs and cultivation of economic 
 opportunities. Furthermore, as pointed out by Thiele (2013) , one must also meet social needs and 
 create a fair relationship among different social groups. As “green” as a business may be, it is not 
 sustainable if unable to gain profit and pay its employees for work. The author agrees that one of the 
 goals of a business is to gain profit, which is to the benefit of the business itself as well as the state, the 
 public, and the region where the business resides. However, the author would like to stress that profit 
 must not be the leitmotiv of a business. This is supported, for instance, by Mohammed (2015) who 
 refers to the World Economic Forum report on income inequality in the world; the 2014 study by t he 
 Organisation for the Economic Cooperation and Development (OECD) on the impact of income 
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 inequality upon GDP growth figures (OECD, 2014) ; as well as Meyer et al. (2014) who believe that 
 income inequality falls right within the range of sustainability ch allenges.  
 It makes sense that people seek the highest quality for the lowest price, yet the question remains at 
 what expense this lowest price comes. Usually everything begins with the purchase of raw materials, 
 followed by production, and from a business perspective the logical venue of production is one where 
 the unit cost is the lowest. The choice tends to fall in favour of Eastern countries – China, India etc. 
 Quite often, when purchasing a product, the consumer is not even aware that, for instance, the workers 
 involved in its production work beyond acceptable hours, their salary only covers the bare minimum 
 of basic needs, and the labour conditions are sometimes dangerous to health and even life.  
 Costs may play a key role in consumers’ final decisions o n purchases, as there are groups of people 
 described as “hypersensitive” to price changes, especially in online markets (Degeratu at al., 2000) . 
 The research by Mhurchu et al. (2010) found out that sales of healthy products increased by 10% when 
 they were on discount. In the survey by Di Vita et al. (2013) , cost was proved to be in close relation 
 with quality, as it was expected to, and the assessment of consumer purchasing decisions on different 
 types of olive oil (conventional and organic) showed that the highest influence factor was price and 
 area of origin”. Furthermore, “cost, availability and preparation time are limiting factors” in the 
 consumption of food products (Almli et al., 2011) . Consumers tend to perceive biological products as 
 high -quality an d more expensive than traditional products (Vlontzos et al., 2016) . 
 Competitors, too, may run deliberate price lowering campaigns by altering or misconstruing the 
 message on the product, service, brand or company (Calonius, 1989) . However, as pointed out by 
 Brassington and Pettitt (2006) , research has showed that consumers, when given the option of a 
 biologically grown and ecologically clean product that costs more, struggle to make a connection 
 between their individual buying decision and influence on th e global situation. It will, of course, take 
 time for the society to adapt and achieve balance, but there is evidence that, if no changes are made, 
 the long -term adverse effect on both the environment and the society will be inevitable.  
 Figure 1 : Distribu tion of employees in Latvia by income, annual average, %  
  
 Source: created by author based on the data of the Latvian Central Statistics Bureau  
 A sustainably developed country is underpinned by a stable middle class of people. Hence, one must 
 definitely consider the distribution of income among classes. According to the CSB data (see Figure 
 1), at the beginning of the reporting period in 2012 more than half or approximately 53% of Latvia’s 
 population received a salary of up to 500 euros per month (Centra l Statistical Bureau of Latvia ). 
 From a sustainability perspective, this does not raise much hope in terms of a strong middle class with 
 stable income for meeting basic needs, yet, on a positive note, the trend appears to be diminishing. 
 However, when revi ewing this data, one has to consider that the income shown includes all gross 
 income calculated for paid work, subject to individual income tax (Central Statistical Bureau of 
 Latvia).  
 While the data suggests that people’s income tends to increase, the CSB has also established an 
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 21.8% of Latvia’s population had a net income of less than 318 euros per month in 2015 and were thus 
 exposed to poverty risk (Central Statistical Bureau of Latvia) . The Gini coefficient, used as a measure 
 of income inequality, has not changed much in Latvia – from 35.1% in 2010 to 34.5% in 2015, while 
 the EU average in 2015 was 31% (Eurostat) . 
 The problems faced by the Latvian ta x policy and tax collection are outlined by the Head of the 
 Monetary Policy Department at the Bank of Latvia, Rutkaste (Latvijas Avīze, 2016) who admits that, 
 while the tax amount collected in Latvia is among the lowest in the EU, the tax burden for an hon est 
 taxpayer in Latvia is high. The expert adds that, despite the high tax burden, the tax collection amount 
 against the gross domestic product in Latvia is low because of a high degree of grey economy.  
 The CSB does not collect information on Latvian -produ ced goods in shops, so, as pointed out by 
 Lazd iņa and Skreija (2014) , a 2014 study by Lursoft and surveys with the major Latvian retail chains 
 have led to a conclusion that people in Latvia prefer Latvian -made products because the domestic 
 producer better knows the people’s wishes and taste s. The reta il chain representatives surveyed claim 
 that they try to include as many Latvian -made products as possible in their assortment and to reduce 
 prices by creating and developing their private trademarks.  
 Another important aspect is the Latvian climate which makes, for instance, Latvian -grown vegetables, 
 fruits and berries highly seasonal. While during the warm months of the year fresh fruits, vegetables 
 and berries are available relatively cheap ly, the winter months see much more limited supply and 
 higher pri ces. Not only do the buyer s suffer from this seasonality, but also the Latvian economy 
 overall, as the money produced and earned in Latvia is spent on import ed goods, which are used to 
 satisfy demand. Import ed products are priced lower, especially when pur chased in bulk for production 
 purposes, yet this is often to the detriment of product quality and the final consumer.  
 Reverting to the topic of the proportion of Latvian -made products in shops, the 2016 survey conducted 
 by the Latvian Federation of Food Co mpanies (LPUF) across the Baltic States reveals that in the case 
 of Latvia a price difference of just a few cents would incline buyers towards import production. Just 
 around 45% would certainly opt for Latvian products even if they cost more. Price is the main factor 
 for people aged 45 to 54 and for those with a monthly income of 500 to 700 euros. Domestic products 
 are regularly bought by people of middle and older generations (Sākas kampaņa “Karotīte…”, 2016) . 
 The author would like to suggest that the sales of domestic products could be fostered by reducing the 
 VAT rate on domestically produced food, as has been done elsewhere in the EU. This would stimulate 
 the economy, improv e consumers’ purchasing power, and make Latvian producers more competitive 
 both domestically and on the EU scale. From a trader ’s viewpoint , this would contribute to a 
 sustainable development of the local economy and society.  
 In the current age, sustainabl e marketing is aimed towards a sustainable development and a sustainable 
 economy. In such an economy all environmental costs of production and consumption are merged 
 (Peattie, 2001) . This view incorporates ecological (environmental), social (equity) and fi nan cial 
 (economic) sustainability (Savitz et al., 2006) . According to Peattie (2001) , sustainable economic 
 development exposes marketing to major challenges when it comes to fair distribution of the costs and 
 benefits of econ omic development across nations . 
 Hunt (2011) stresses the importance of the “green consumer” as a new market segment in sustainable 
 marketing, as 1 ) the green consumer segment place s a high valu e on protecting the environment ; 2) not 
 only consumers, but also firm owners and employees ma y be motivated to contribute financially to 
 solving problematic issues of social development and the environment; 3) consumers may prefer 
 products produced in a sustainable production process. Fo r firms , in turn, a “green” production (incl. 
 resources) may yield a competitive advantage . S ustainable marketing is also associated with the 
 personal interests of a firm ’s employees , their behaviour and its compliance with the core principles of 
 sustainable marketing . Consistent with t he self -interest seeking dimen sion of human behaviour, 
 superior financial performance is seen as the firm’s primary objective , with larger and more successful  
 firms (by financial figures) thus more likely to promote sustainable marketing than small businesses . 
 On a general note , Hunt states that sustainable marketing is tied to sustainable development, while 
 sustainable development is ti ed to the wealth of nations, and the wealth of nations is tied to economic 
 growth (Hunt, 2011) . This only enhances the development prospects, role and i mportance of 
 sustainable marketing. The author’s previous research , too, essentially confirmed that there are CBU INTERNATIONAL CONFERENCE ON INNOVATIONS IN SCIENCE AND EDUCATION  MARCH 21-23, 2018, PRAGUE , CZECH REPUBLIC   WWW .CBUNI .CZ, WWW .JOURNALS .CZ 
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 favourable conditions for the development of sustainable marketing in Latvia. In order to take 
 advantage of this, businesses need to conduct marke t research on the need and demand for sustainable 
 products and draw up a marketing strategy encompassing all the marketing mix elements serving the 
 People, Planet, and Profit. The concept of sustainable marketing does not necessitate a cost increase in 
 the marketing budget, but rather a well -through approach – the creation, promotion and sale of 
 sustainable goods/services (packaging, price, delivery, transportation etc.) (Praude et al., 2012) .  
 Based on the above and focusing on price as a key influence on consumers, the author finds that in the 
 current market consumers are very sensitive to any price changes. Hence, price changes may be used 
 as an IMC tool in communication with consumers, which may not only foster the consumption of 
 traditional products and the entry of new products, but also promote the sales of healthy and ecological 
 products etc. In this respect the author holds that consumers’ desire and purchase may be influenced 
 through the company’s discount system, price level, sales promotion (in cl. coupons, gifts for purchase) 
 etc.  
 A study of the impact of price -related integrated marketing communication tools upon demand  
 At the beginning of the paper, the author put forward a hypothesis that price changes as an IMC tool 
 and the use there fore may positively affect the buyer ’s market behaviour and foster the consumption of 
 sustainable, ecological, domestic products. In order to confirm or reject the hypothesis, the author 
 studied Latvian food retail chains with a view to assess the impact of price -related IMC tools upon 
 demand. The author drew up a questionnaire and in 2017 conducted a survey of leading specialists 
 from all Latvian food retail chains, with the MS Excel software used for data processing and analysis.  
 The experts were asked to rate th e price -related IMC tools applied by the Latvian food retail chains 
 and their impact upon demand, as well as whether in the next 3 years the companies intend to use 
 price -related IMC tools for sustainability and how using those tools would affect demand at the retail 
 chains, economic development, social responsibility, and environment preservation by the following 
 scale: N – the sustainable marketing communication in question does not exist; -1 – the sustainable 
 marketing communication in question reduces d emand, its use will harm the economic and social 
 development of the country and the preservation of the environment; 0 – the sustainable marketing 
 communication in question does not affect demand, its use will not affect the economic and social 
 development of the country; 1 – the sustainable marketing communication in question slightly 
 increases demand, its use will have a positive effect on the economic and social development of the 
 country and the preservation of the environment; 2 – the sustainable marke ting communication in 
 question substantially increases demand, its use will have a substantial positive effect on the economic 
 and social development of the country and the preservation of the environment.  
 According to the results of the expert survey and the summary of ratings (see Figure 2), the author has 
 visually represented the most popular price -related IMC tools applied by the Latvian food retail chains 
 in their marketing strategy. As can be seen, they increase demand at the Latvian food retail chain s and 
 thus have a substantial impact on buyers’ behaviour on the market. Figure 2 also shows that demand at 
 retail chains is substantially increased by price -related IMC tools such as pricing policy, discount 
 system s, price level, sales promotion activitie s related to price changes, as well as a retail chain’s 
 positioning on the market. Low proportion of discounted products, in turn, reduces demand, according 
 to the experts. The author concurs with the experts’ view that pricing policy as a price -related IM C 
 tool affects demand, since pricing policy and price level substantially influences the company’s market 
 position, competitive prospects, target audience, overall sales figures etc. Hence, an appropriate 
 pricing policy yields not only immediate economic b enefits, but also a long -term effect.  
 The research shows that, in the context of sustainability with a focus on the development of the 
 concept of sustainable marketing, the Latvian food retail chains should build their pricing policy for 
 sustainability fro m the outset, envisaging discounts on ecological, Latvian -made products, and those 
 with environment ally -friendly packaging. Last but not least, sales promotion activities, too, should 
 first be conducted for ecological and Latvian -made products, which would then constitute a 
 sustainable marketing strategy fostering the consumption of the said products.  
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 Figure 2: Impact of price -related IMC tools upon demand, average expert ratings  
  
 Source: figure by the author based on the results of the expert survey  
 Figure 3: Impact of price -related IMC tools upon sustainable development of Latvia  
  
 Source: figure by the author based on the results of the expert survey processed in MS Excel  
 Vlontzos et al. (2018) studied the attitude of young Eastern European and Western European people 
 (aged 18 to 30) towards the consumption of domestic and traditional products. The cost parameter was 
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 countries which face more financi al hardships, people appear to be willing to pay more for quality 
 products, especially traditional food products. Hence, businesses selling or producing such articles are 
 more profitable in Eastern European countries. The author essentially agrees with the conclusion that 
 for the consumers of nowadays price is one of the determining factors in buying decisions. Quite often 
 price changes contribute to an increase – or a decrease – in a product’s sales. The author believes that 
 price discounts and sales promo tion activities involving price changes is an effective IMC tool for 
 sustainability aimed towards increasing the sales figures specifically for domestic products, boosting 
 their consumption and the national economy.  
 The author has determined (see Figure 3) that demand at retail chains is slightly increased by such 
 price -related IMC tools for sustainability as pricing policy making for sustainability, price discounts 
 on ecological products, and price discounts on Latvia -made products. Price discounts on prod ucts with 
 environment -friendly packaging and sales promotion activities for ecological products, in turn, are 
 predominantly said to be absent from the marketing strategies of food retail chains. However, the 
 expert opinions were mixed (with a variation ran ge of 4 grades). The author thus concludes that price 
 discounts on ecological products and Latvian -made products as an IMC tool for sustainability is an 
 essential basis for the promotion of consumption of such products. The results of the study and the fac t 
 that businesses do not focus on sustainable, ecological, Latvian -made products in their marketing 
 strategies suggest that these price -related IMC tools are perceived as relatively new and unproven.  
 Since these tools are not applied in marketing communica tion with consumers, it is impossible to 
 measure the benefits from the use of specific IMC tools for sustainability. Still, the author maintains 
 that by implementing these IMC tools for sustainability and applying them in marketing activities 
 related to pr ice discounts or gifts for purchases, with the inclusion of ecological products and their 
 samples, businesses would not only enhance the recognition and consumption of the products 
 themselves, but also create a new niche in building the loyalty of customer s, specifically those buying 
 ecological products.  
 Conclusion  
 The author recommends for businesses, in cooperation with ecological product manufacturers, to 
 develop a marketing strategy where the food retail chain as an intermediary between the consumer and  
 the producer receives partial support for sales promotion activities – gifts and samples (of, for 
 instance, ecological tea or spices) for the retail chain to distribute to consumers for certain purchases 
 of ecological products or volumes thereof. This wou ld not only improve the recognition of those 
 products, but also enable the producer to acquaint consumers with new products, building their 
 consumption value and boosting their demand.  
 The author finds pricing policy making for sustainability and price di scounts on ecological products to 
 be the IMC tools for sustainability which businesses intend to use in their marketing strategies within 
 the next 3 years (see Figure 3) . This shows that businesses recognise price as a key factor in enhancing 
 the consumpti on of ecological Latvian -made products. Through an appropriate pricing policy geared 
 for sustainability it is possible to reach both short -term and long -term goals in terms of sales increase. 
 For ecological, Latvian -made products and their consumption, pri ce would be a key factor in raising 
 demand. Since discounts and sales promotion activities typically take place as campaigns, these IMC 
 tools for sustainability, merged and combined, could substantially improve the sales figures of food 
 retail chains.  
 Conc ern ing price discounts on products with environment -friendly packaging, it is curious that food 
 retail chains do not intend to apply this IMC tool for sustainability in their marketing strategy within 
 the next 3 years (see Figure 3). The author attributes this to the fact that retail chains include products 
 in their assortment depending on the supply offered by producers. With the proportion of products 
 with environment ally -friendly packaging being rather low as producers, like vendors and consumers, 
 need t o be educated on the importance of sustainability, retail chains cannot set this IMC tool for 
 sustainability as a priority in their marketing strategy. Still, the author recommends for retail chains to 
 include price discounts on products with environment ally-friendly packaging in their marketing 
 strategy. Such a pricing policy, along with other planned price -related IMC tools for sustainability, 
 would help preserve the environment and also secure assortment in the context of sustainability. The 
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 intending to apply price discounts on products with environment ally -friendly packaging in their 
 marketing strategy within the next 3 years, the experts have rated this p rice -related IMC tool for 
 sustainability as beneficial to the economy, social responsibility, and the environment, especially in 
 terms of environment al preservation.  
 The leading specialists from Latvian food retail chains have found all price -related IMC t ools for 
 sustainability to be conduci ve to Latvia’s sustainability, especially price discounts on Latvian -made 
 products. The author concludes that businesses realise that trading in domestic products may directly 
 influence the national economy and an incre ased consumption of domestic products may positively 
 contribute to public wellbeing. This would foster the consumption of products, the increase of 
 production output of domestic businesses, new jobs, the availability of domestic production, and the 
 state’s competitiveness, the budget revenue from taxes etc.  
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