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Abstract

Fragmented marketing debates concerning the role of alternative economies are attributable to the lack of a meaningful macro-

marketing dimension to which alternative economic practices can be anchored. This research frames an evaluation of existing

macromarketing developments aimed at reformulating the mindless pursuit of economic growth. Raising concerns with the

treadmill dynamics of marketing systems, three different approaches - green growth, a-growth and degrowth - are critically

evaluated to: (a) introduce degrowth as a widely overlooked concept in the macromarketing literature; (b) expose how each
perspective entails a specific organization of provisioning activities; and (c) foreground the role of alternative economic practices

beyond the growth paradigm.We conclude that socially sustainable degrowth is the missing voice within macromarketing debates

that lie central to elucidating the future direction of alternative economic practices.
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Our research is sensitive to the fact that complex civilizations

should never be characterized as anything but fragile and

impermanent. We therefore open with a powerful reminder that

human history is littered with examples of highly complex and

prosperous socio-economic systems that once flourished but

eventually faltered and failed (e.g. Diamond 2005; Glubb

1978; Olson 1982; Orlov 2008; Tainter 1988). While the cited

causes for collapse are diverse, we are frequently reminded that

environmental degradation lies behind some of the greatest

downfalls (Chew 2006; Fagan 2008; Hughes 1996; Ponting

2007). Furthermore, there is every reason to believe that a

systemic collapse could be happening again (Orlov 2013),

although this time on a scale without historical precedent

(e.g. Gilding 2011; Greer 2008; Heinberg 2011; Hertsgaard

2011; Parker 2013). In this regard, scientific evidence contin-

ues to expose an alarming fragility in the health of ecosystems

upon which the global economy, and ultimately humankind,

depends (e.g. Gilding 2011; Greer 2008; Wijkman and Rock-

strom 2012).

The implausible scale of economic growth, which lies at the

heart of such an apocalyptic warning, is palpably overwhelm-

ing. Unprecedented economic expansion during the Twentieth

Century has been sustained on the equally unprecedented con-

sumption of raw materials and fossil fuels - most notably coal

and oil (Krausmann et al. 2009). The world economy consumes

more fossil fuels today that at any other point in human history

(IEA 2014a); global energy demand is set to grow by 37% by

2040, with China expected to surpass the US as the largest

oil-consuming country by the year 2030 (IEA 2014b); and the

planetary carrying capacity of natural ecosystems has been

exceeded in key areas, ranging from climate change to biodi-

versity loss (WWF 2014).

Within this context, the quest for alternative economies is

receiving increased attention within the marketing discipline.

To date, however, it is also apparent that current marketing

debates concerning the role of alternative economies ‘remain

fragmented leaving larger scale questions . . . largely underex-

plored and undertheorized’ (Campana, Chatzidakis, and Laa-

manen 2015, p. 151). While we concur with Gibson-Graham

(2014) that alternative economies engender great potential to

enable more sustainable ways of living, we contend that this

potential cannot be evaluated until it is critically theorized in

relation to the relentless pursuit of economic growth. This

becomes a worthwhile project within the field of macromarket-

ing where any scholarly engagement with the growth conun-

drum is long overdue (Kilbourne 2010). Consequently, our

work provides a twofold contribution. First, we identify and

critically evaluate the most prominent competing discourses
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which are gathering pace in response to the dominant growth

paradigm. Second, we draw upon these discourses to frame and

theorize the transformative role of alternative economies in

more critical terms. Our work charts an unexplored macromar-

keting territory - one which is currently characterized by dis-

persed, fragmented debates - as we pave the way for a more

productive engagement with alternative economic practices.

Our article is structured as follows. First, we introduce the

notion of growthmania to frame the obsessive and mindless

pursuit of economic growth. Second, we critically discuss the

three primary criticisms of growthmania to expose a core set of

humanistic, environmental and inequality concerns. Third, our

argument draws attention to the institutional forces driving

economic growth. We establish a categorization of competing

positions which seek to reform these institutional forces,

namely: green growth, a-growth, and degrowth. A subsequent

critique and evaluation focuses upon the macromarketing

implications demanded by each perspective. In recognizing

degrowth as a meaningful overarching framework within

which to anchor progress towards socially sustainable alterna-

tive economies, our article closes with remarks concerning the

challenges and opportunities ahead.

Growthmania

When Daly (1992) used the term ‘growthmania’ he did so to

denote a set of assumptions about human progress deeply

embedded in orthodox economic theories. Such chrematistic

assumptions lead to the tireless utilitarian advocacy of eco-

nomic growth as the ultimate foundation for wellbeing and a

panacea to many kinds of societal problems. Growthmania is

epitomized by the centrality of the Gross Domestic Product

(GDP) indicator in contemporary public discourse (Schmelder

2016). Indeed, GDP growth has been constituted as an over-

arching policy objective with such pervasiveness and undis-

puted authority, that ‘even minor reductions of GDP are

received with almost religious disappointment’ (Schmelder

2016, p. 1).

Historically, policy-makers did not have a consistent set of

national accounting indicators until the 1930s. It was in the

years following the Great Depression of 1929 that the United

States’ Treasury commissioned economist Simon Kuznets to

develop a national accounting system which became a precur-

sor to the GDP indicator (Schmelder 2016). Following World

War II, experts from the US Treasury informed discussions

leading to the Bretton Woods agreements (Costanza et al.

2009). Subsequently, the newly created economic institutions

(e.g. the IMF and the World Bank) established the GDP indi-

cator as the primary measure of national progress, thereby

facilitating the widespread acceptance of GDP in an increas-

ingly interdependent global economy (Costanza et al. 2009).

While originally intended to serve as a proxy for national

income, not welfare, contemporary visions of social prosperity

have gradually relinquished to a one-dimensional race for GDP

growth. This process has occurred despite a wealth of opposi-

tion over several decades (e.g. Douthwaite 1992; Galbraith

1958; Hirsch 1976; Meadows et al. 1972; Mishan 1967; Schu-

macher 1973; Scitovsky 1976; Stiglitz, Sen, and Fitoussi 2010).

Recognizing the negative consequences of economic growth is

therefore essential for the purposes of our discussion.

Critiques of Economic Growth

Critics have consistently argued that the GDP indicator fails to

acknowledge the diverse social, ecological and human costs of

running an economy. The sheer volume of discontent towards

growthmania can be categorized into three broad areas, which

we frame as the environmental critique, the humanistic cri-

tique, and the social critique.

The environmental impacts of economic growth can be

identified as receiving the most attention in marketing debates

(see: Leonidou and Leonidou 2011; McDonagh and Prothero

2014). Notably, within the environmental critique, material

wealth generated by marketing activities has come at a great

cost for the environment (e.g. Fisk 1973, 1974; Campbell,

O’Driscoll, and Saren 2013; Scott, Martin, and Schouten

2014; Shapiro 1978; van Dam and Apeldoorn 1996), not least

because the global ecological footprint already exceeds the

earth’s carrying capacity (WWF 2014). Ecological damage

inflicted by the mindless pursuit of economic growth is exten-

sive and well recognized (e.g. climate change, biodiversity

loss, pollution, etc.). This already delicate situation is expected

to worsen substantially under an on-going business as usual

scenario, thus further undermining the natural ecosystems upon

which life depends (Wijkman and Rockstrom 2012).

Placing concerns with environmental sustainability to one

side, the discrepancy between economic growth and wellbeing

indicators is also acknowledged as a fundamental concern

(Layton 2009). Embracing a humanist position, which begins

with a recognition that once basic human needs are satisfied,

materialistic aspirations should tend to decline in importance, it

is apparent that macromarketing efforts geared towards

increasing national GDP typically work in the opposite direc-

tion, namely by promoting a way of life based upon long-

working weeks and wasteful consumption (Schor 1998). For

the sake of maintaining the effect of a treadmill in motion

(Galbraith 1958), growth-oriented economies operate by seek-

ing new ways to expand the so-called work-and-spend cycle

rather than using gains in labour productivity to attain a better

work/life balance (Jackson and Victor 2011). Legitimation for

this work-spend cycle has been buttressed by a culturally spe-

cific ideology, namely consumerism, which subordinates iden-

tity construction to a playful acquisition of sign-values

agglomerated as the result of an ever-expanding flurry of com-

modities (Assadourian 2010; Burns 2006; Burns and Fawcett

2012). In this context, Shankar, Whittaker, and Fitchett (2006,

p. 500) argue that marketing technologies play a central role in

constructing people as ‘potential agents of unhappiness or mis-

ery’ (see also Bailey and Porter 2008) rather than promoting

simpler lifestyles built upon sufficiency (Gorge et al. 2015) or

mindful consumption (Sheth, Sethia, and Srinivas 2011).
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While the implications of consumerism are contested (e.g.

O’Shaughnessy and O’Shaughnessy 2002), it is apparent that

overconsumption can negatively affect wellbeing by drowning

consumers in an ocean of choice (Markus and Schwartz 2010).

The emergence of ‘desiring people’, for whom wanting

becomes more pleasurable than having (Richins 2013), only

serves to echo Fromm’s (1976) concern that materialistic val-

ues in modern societies lead people to prefer ‘having’ to

‘being’. Within this context, the humanistic critique stresses

that pressure to sustain growth hinders progress towards huma-

nistic values, most notably those related to increasing the avail-

ability of free-time, people’s autonomy from waged labour, the

encouragement of self-reflection, work-life balance, good citi-

zenship, generosity, conviviality and a sense of community

(Nierling 2012).

The third main criticism of economic growth addresses issues

of poverty and inequality. During the last century, global GDP

growth has made the world appear substantially more affluent

than at any other point in history. Admittedly, this has meant a

dramatic increase in material standards of living for many, with

the quest for economic growth symbolizing the possibility of

consumerist lifestyles becoming available to the masses in the

affluent world (Wilkie and Moore 1999). Nevertheless, the ben-

efits of economic expansion have arisen at a great cost in terms

of inequality (Piketty 2014). Indeed, the gap between the global

rich and poor has widened considerably during this period.

Despite substantial increases in global household wealth in the

past decade (Credit Suisse 2014), progress towards the Millen-

nium Development Goals has been slow and insufficient (UN

2014). While the global number of billionaires is flourishing,

particularly in Asia (Credit Suisse 2014), the totality of global

wealth is increasingly concentrated among small numbers of a

wealthy elite. Currently, the richest eighty-five individuals in the

world accumulate the same wealth as the bottom fifty per cent

of the global population (Oxfam 2015: our emphasis).

The Growth Dilemma

Beyond a certain point, it is apparent that the pursuit of further

economic growth becomes inherently ‘uneconomic’, as Daly

(2013, p. 24) puts it. However, doubts remain as to whether any

planned economic contraction offers a feasible macroeconomic

policy (Alexander 2012). In this regard, low rates of GDP

growth typically lead capitalist economies into a spiral of

unemployment, reduced disposable income, diminishing con-

sumer confidence, budgetary constraints, and underinvestment

(Jackson 2009).

For Harvey (2015), the cause of the problem is that capital

can only exist as a continuous flow of value. Thus, the circula-

tion of capital chasing more capital constitutes the essence of

capitalism. On a global scale, the reproduction of a ‘healthy’

capitalist economy requires an annual compound rate of growth

of three per cent (Harvey 2015). Therefore, to avoid the prob-

lems associated with a ‘sluggish’ performance, capitalist

economies require a cyclical renewal of the production and

consumption process on an expanded scale. Drivers to grow

on the supply side can be constrained by limits, or bottlenecks,

on the demand-side. This means that the expansion of effective

demand is a necessary condition to avoid a crisis of supply-side

overcapacity. The role of marketing is central to this process, not

least because it enables capitalist firms to circumvent demand-

side bottlenecks emerging under competitive market conditions.

In this vein, marketing scholars recognize these treadmill

dynamics of capitalism noting that ‘while market economies are

moving, they are not moving towards some final state, such

as a Pareto-optimal, general equilibrium’ (Hunt 2011, p. 11).

These arguments transcend the neoclassical model to con-

ceptualize the capitalist system in a constant state of disequili-

brium. The only way to sustain its viability is to keep it in

motion. Indeed, as Rosa (2010) so poignantly reminds us, the

accelerated processes involved in the pursuit of capitalist

growth are no longer simply experienced as constituting a for-

ward motion:

When politicians and economists remind us of making every effort

to overcome the economic slowdown, to increase the rates of

innovation, to speed up our efforts, they no longer appeal to the

idea of a better life or a better society: they scare us with images of

a bleak future and decay instead. Society can only reproduce itself

and remain stable by increasing its intrinsic tempo: we have to

dance faster and faster not to get anywhere, but to stay in place

(Rosa 2010, no pagination).

Given what Jackson (2009) refers to as the growth dilemma,

we know that growth as usual has become a threat to prosperity

due to various social, ecological and humanistic concerns. Yet,

it is apparent that we cannot simply abandon the pursuit of

economic growth because existing institutional arrangements

continue to encourage treadmill dynamics and push marketing

systems in the growth direction. Within this context, three

macromarketing possibilities emerge as a means to address the

growth dilemma. Consistent with the literature on ecological

economics, we frame these as green growth, a-growth, and

degrowth (e.g. van den Bergh and Kallis 2012).

Green Growth: Concept and Implications

for Marketing Systems

While acknowledging the criticisms levelled at the pursuit of

conventional GDP growth, green growth typically depicts the

choice between ‘green’ and ‘growth’ as a false choice (Ekins

2011; Jänicke 2012). In one instance, it is argued that solutions

to the most pressing sustainability concerns cannot afford to

forsake growth given that governments and consumers are

more likely to turn their money away from sustainability con-

cerns in times of economic hardship. However, in the other

instance, green growth advocates acknowledge that ‘growth

as usual’ has become uneconomic, not least because its pursuit

is accelerating climate change and other ecological problems

that threaten the prosperity of present and future generations

(Stern 2007). From a green growth perspective, the solution to

this conundrum lies in continuing the pursuit of GDP growth by
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means that are substantially less wasteful and reliant on fossil

fuels and scarce natural resources. Advocates of green growth

argue that technological development could enable faster rates

of resource efficiency than industrial economies have so far

succeeded in achieving (Ekins 2011). It is assumed that nega-

tive environmental and social impacts will be gradually

decoupled from GDP units, or even reversed in some cases,

as capitalist enterprises shift their productive capacities

towards activities and technologies which better contribute to

resolving ecological (Porter and van der Linde 1995) and social

problems (Porter and Kramer 2011).

As far as the implications for marketing systems are con-

cerned, green growth assumes that sustainability challenges

can be effectively addressed within the boundaries established

by a capitalist political economy (Prothero and Fitchett 2000;

Prothero, McDonagh, and Dobscha 2010). Hence, the transi-

tion towards green growth is framed as an opportunity for turn-

ing sustainability into a thriving source of investment, jobs,

profits, or technological innovations (Fletcher 2009), paving

the way towards a green industrial revolution. This transforma-

tion requires the coordinated action of all capitalist actors,

including businesses, governments and consumers.

Commencing with the role of the state, marketing scholars

have long acknowledged that governments are key enablers in

the process of greening marketing systems’ activities and

actions (e.g. Sheth and Parvatiyar 1995; van Dam and Apel-

doorn 1996). Emphasis is placed on the two prevalent environ-

mental policy strategies identified in contemporary debates,

namely the neoliberal and the neo-Keynesian approaches

towards green growth (Bina and La Camera 2011). Central to

the neoliberal perspective is the implementation of market-

friendly policy instruments, with the role of government being

limited to the tasks of regulating and allocating property rights

to scarce natural resources, valuing ecosystem services and

pricing externalities, or enabling trading permits of ‘environ-

mental bads’, to name a few (Arsel and Büscher 2012). To

clarify, therefore, neoliberal approaches to green growth give

government the responsibility of levelling the playing field for

green industries without undermining the competitive

dynamics of capitalism (Porter and van der Linde 1995). In

addition to the former approach, neo-Keynesian perspectives

involve the use of green stimulus policies, typically by drawing

upon a combination of green fiscal advantages and public

spending on greener infrastructures, through which govern-

ments seek to achieve a beneficial impetus to the green econ-

omy (Tienhaara 2014).

While the role of policy-makers is key, the centrality of

capitalist markets remains unchallenged by the green growth

agenda (Mitchell, Wooliscroft, and Higham 2010). Thus, the

green entrepreneur emerges as a crucial actor whose purpose is

to channel environmental concerns through the market in more

innovative, customer oriented, strategic, and transparent ways

(Menon and Menon 1997). Moreover, as consumer choice

becomes a fundamental driver for the emergence of green mar-

kets, the green consumer emerges as a necessary counterpart in

the creation of win-win green marketing strategies (Moisander,

Markkula, and Eräranta 2010). Hence, green growth ultimately

depends on the choices of environmentally responsible consu-

mers, whose purchase decisions are necessary to reward

greener business practices with significant market advantages.

Such arguments suggest that the boundaries of environmen-

tal action are fundamentally confined to the realm of businesses

and consumers, with governments and civil society playing the

role of enablers (Prothero et al. 2011). Consequently, ‘the sanc-

tity of the market’ and a belief in the purported superiority of

market-based solutions to sustainability is embraced as a ‘key

article of faith’ (Peattie 2007, p. 199), whereas ‘distrust of

markets is often dismissed as simply the expression of outdated

left-wing, centralist tendencies’ (Peattie 2007, p. 200). Given

that most of the provisioning activities for green growth are

carried out within capitalist marketing systems, any consider-

ation of the contribution of alternative economies is of minimal

significance.

A-Growth: Concept and Implications

for Marketing Systems

In presenting a justification for a-growth, van den Bergh (2011,

p. 885) states: ‘GDP growth might be good in some periods or

for some countries, but unconditional growth is not a wise aim.’

In fact, the assumption that higher GDPs lead to higher societal

benefits contradicts a wealth of statistical evidence suggesting

that the positive correlation between income and wellbeing

indicators does not hold once a certain threshold has been

surpassed. Layard (2005), for example, observes that despite

the steady pace of GDP growth in most affluent countries,

measures of subjective well-being started to stagnate, or even

reverse, somewhere in between 1950 and 1970. Similarly, a

substantial increase in the numbers of people seeking fulfil-

ment by embracing new forms of sufficiency and voluntary

simplicity (Alexander and Ussher 2012), suggests that the

inflexion point might have already been reached by many con-

sumers within the affluent world (Ahuvia and Friedman 1998).

These changes are embedded in a broader shift towards what

Varey (2010, p. 121) calls ‘transindustrialism’, an emergent

value-system whose consolidation entails ‘fundamentally dif-

ferent values to the industrial society—for example, nonma-

terialism and spiritualism.’

The a-growth perspective recognizes that a primary focus on

profit-making currently obstructs what otherwise would be the

natural emergence of new marketing practices which do not

pursue economic ‘ends’, but meaningful enhancements of

social and environmental wellbeing (Varey 2010). It follows,

therefore, that macromarketing debates must effectively dis-

tance themselves from the prevalent fixation on economic

growth in order to focus on the pursuit of meaningful improve-

ments in pressing areas related to the environment, labour,

healthcare or education (e.g. van den Bergh 2011; van den

Bergh and Kallis 2012). This position of ‘agnosticism’ towards

GDP is supported with a parallel development of alternative

indicators for evaluating the contribution of marketing systems

to both society and the natural environment in more holistic
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terms. For example, macromarketing scholars have previously

focused on quality of life (Kilbourne, McDonagh, and Prothero

1997; Lee and Sirgy 2004), subjective wellbeing (Pan, Zinkhan,

and Sheng 2007), or environmental sustainability (Simkins and

Peterson 2016), to name a few. Even outside of the marketing

field a number of alternative metrics aligned to the a-growth

position have been explored. Examples here include The Genu-

ine Progress and Well-being Indicator, the Gross National Hap-

piness, Human Development Index, or the Sustainable Welfare

Index (cf: Kubiszewski et al. 2013; Thompson 2005).

As a corollary of these arguments, it becomes apparent

that a-growth’s core proposition lies in decentering the pur-

suit of economic growth from its prevalent position within

macromarketing policy and practice. In doing so, two key

differences between green growth and a-growth can be iden-

tified with regard to the institutional reorientation of mar-

keting systems. First, as the pursuit of welfare displaces the

traditional focus on economic growth, it is argued that

addressing issues of redistribution is of critical importance

due to the pernicious impacts of inequality, environmental

sustainability and subjective wellbeing (Wilkinson and Picket

2009). In this regard, the pivotal role of government in the

a-growth transition is not only different, but also substantially

more significant than is the case with its green growth counter-

part (van den Bergh 2011). Simultaneously, a-growth most

likely requires a substantial curtailing of the centrality of

capitalist firms, as agents of social provisioning, in favor of

organizations working within the so-called third sector, also

referred to as the voluntary or not-for-profit sector.

In enabling the scope and role of the third sector, it is argued

that organizations operating between spheres of the state and

the market (Moulaert and Ailenei 2005), most fundamentally

social enterprises (Ridley-Duff 2008), are less dependent on the

growth imperative than their for-profit counterparts (Johani-

sova, Crabtree, and Fraňková 2013), while retaining their dyna-

mism and flexibility. Moreover, reduced pressures to enhance

their economic performance beyond a sufficiency threshold

ultimately means that social enterprises have more scope than

conventional, or rather, only-for-profit, enterprises to focus on

the production of products, services and activities which gener-

ate high ecological and social value (Ridley-Duff 2008). In these

circumstances, social marketing has an increasingly important

role to play in enabling the transition towards a-growth (Hastings

2013). Environmentally and socially harmful products will have

to be de-marketed through social marketing campaigns (Peattie

and Peattie 2009), encouraging businesses and consumers to

distance themselves from those products and organizations

which cannot demonstrate significant social and environmental

value (Hastings 2013). Therefore, while green marketing is

observed as the micromarketing expression of green growth,

social marketing emerges as a micromarketing contribution

towards the welfare agenda advanced by a-growth.

Nevertheless, the rise of a post-materialistic culture and a

thriving third sector could hardly sustain the transition towards

a-growth without decisive institutional support at multiple lev-

els. In terms of national policies, a-growth requires increasing

the amount of public investment in natural capital and

resources conservation, the implementation of more stringent

environmental regulations, and a shift in taxation from labour

towards financial capital, fossil fuels, or scarce natural

resources (van den Bergh 2011; van den Bergh and Kallis

2012). Moreover, the welfare agenda advanced by a-growth

combines work-sharing policies with the parallel expansion

of social coverage as a means to safeguard citizens’ wellbeing

against a subsequent decline in income-per-capita. This can be

achieved through a compulsory reduction of the working week,

alongside a strengthening of the social-security system, partic-

ularly in areas such as healthcare, housing and education (van

den Bergh and Kallis 2012).

Degrowth: Concept and Implications

for Marketing Systems

Latouche (2009, p. 9) describes degrowth as ‘a political slogan

with theoretical implications’, operating at the crossroads of

critical theory and radical praxis (Sekulova et al. 2013).

Notions of degrowth involve a conceptual critique of the domi-

nant social paradigm of growth, as well as the multifarious

praxis of grassroots movements operating within the realms

of social and environmental justice (Martinez-Alier, Pascual,

and Vivien 2010). Aries (in Fournier 2008), presents degrowth

as a symbolic weapon, or ‘missile word’, to wage a conceptual

war on the taken-for-granted naturalness of economic thinking

and systems that see growth as an unquestionable necessity.

Although a-growth and degrowth both share a critical opposi-

tional stance towards growthmania, a key difference emerges

in how each perspective conceives the transition towards a

post-growth economy. Whereas a-growth opts for shifting the

focus of provisioning systems towards a welfare agenda, as a

strategy to ‘ignore’ (van den Bergh 2011, p. 885) or ‘de-empha-

size’ (Varey 2010, p. 124) the growth imperative, the strategy

advanced by degrowth subverts the causality. That is, to stay

within safe environmental limits, any proposed welfare agenda

will have to be preceded by ‘a socially sustainable and equita-

ble reduction (and eventually stabilisation) of society’s

throughput’ (Kallis 2011, p. 874). In other words, degrowth

recognizes that, for the time being, humankind cannot afford

to simply ‘ignore’ or ‘de-emphasize’ economic growth.

Moreover, while arguments put forward by a-growth propo-

nents endorse a shift away from growth within affluent econo-

mies, resulting from generalized levels of material saturation,

Martinez-Alier (2002) criticizes such a post-materialist posi-

tion for having nothing to say about the poor. Degrowth there-

fore contends that any preoccupation with economic growth

must be contextualized within the history of power and dom-

ination shaping the relationships between the Global North and

South (Muradian and Martinez-Alier 2001). As Patel (2007)

depicts, growth-driven capitalism has given rise to a world

inhabited by ‘the starved’ and ‘the stuffed’, a world in which

overconsumption and underconsumption have become

mutually constitutive phenomena. For example, it is known

that the size of ecological footprints vary greatly across
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international economies, with consumers in the Global North

consuming overwhelmingly greater amounts of natural

resources than their counterparts in the Global South (Assa-

dourian 2012). In light of this uneven access to resources, the

imperative downscaling of the world economy has to be under-

taken in combination with parallel efforts geared towards

enabling a convergence between low-income and high-

income countries (Martinez-Alier, Pascual, and Vivien 2010).

A double path of planned contraction and convergence means

that only if overdeveloped economies embrace degrowth - con-

traction - will their underdeveloped counterparts be able to

converge without exceeding biophysical planetary boundaries

(Alexander 2012).

The issue of global convergence and redistributive justice

highlights another important difference between a- and

degrowth approaches. While a-growth typically justifies the

convergence of consumption levels between high- and low-

income countries on the basis of a rather standardized under-

standing of human development - one which is enshrined in

Western-centric concepts such as quality of life, welfare, or

subjective-wellbeing - degrowth, on the contrary, solicits

skepticism towards the imposition of universal concepts

which seek to define ‘the good life’ without any sensitivity

towards culturally-specific variations of the construct (Esco-

bar 2015). This concern, raised by Dolan (2002) within the

realm of sustainable consumption, reflects the strong affinity

between post-development studies and the literature on

degrowth (Escobar 2015). Consequently, degrowth thinking

embraces locally defined ways of defining ‘the good life’,

most notably evident in the concepts of Ubuntu in Africa,

Sumak Kawsay/Buen Vivir in Latin-America, or Ghandian-

ism and Confucianism in Asia (cf. D’Alisa, Demaria, and

Kallis 2015).

Moreover, it is important to recognize that terms such as

recession or depression are not applicable to the degrowth

vision, as Latouche explains:

Just as there is nothing worse than a work-based society in which

there is no work, there is nothing worse than a growth-based soci-

ety in which growth does not materialize. And that social and

civilizational regression is precisely what is in store for us if we

do not change direction. For all these reasons, de-growth is con-

ceivable only in a de-growth society, or in other words within the

framework of a system that is based upon a different logic

(Latouche 2009, p. 8).

Therefore, contrary to processes of economic recession or

depression, advocates of degrowth argue that a decline of GDP

only signposts an alternative route if we allow ourselves to

escape the treadmill dynamics of growth-driven economics.

In this respect, degrowth ultimately seeks to smooth the dis-

ruptive process of economic downshifting, advancing a series

of institutional changes that would enable affluent societies to

initiate a ‘prosperous way down’ (Odum and Odum 2006).

Table 1 is provided to illustrate the implications of these differ-

ing perspectives.

Table 1. Summary and Synthesis of the Key Characteristics of Green Growth, A-Growth and Degrowth.

Green/sustainable Growth A-Growth Degrowth

Challenges the
treadmill metaphor

No. Yes, but only partially. Yes.

Focuses on Efficiency. Sufficiency. Efficiency and Sufficiency.
Relationship to GDP
growth

Shift towards growth in the green
industries

Ignores or de-emphasizes GDP
growth and focus on welfare.

Seeks a socially sustainable and
equitable economic downscaling.

Institutions supporting
the perspective

Businesses, national governments,
supranational organisations (The
UN, the OECD, the World Bank, or
the EU).

Think-tanks and academics. Think-tanks, academics, and groups of
grassroots activists.

Sustainable
consumption
defined as

Green consumerism. Quality of life, subjective wellbeing,
human development, welfare.

Locally oriented initiatives including:
Ubuntu; Sumak Kawsay/Buen Vivir;
Confucianism; & Ghandianism.

Key drivers and/or
agents

Green entrepreneurs and green
consumers supported by enabling
green policies.

Expanding role of governments;
third sector organisations; social
marketers.

Alternative economies (e.g.
complementary currencies, time
banks).

Policy agenda Market-driven green policies (e.g.
green taxes, carbon-trading
schemes) as well as Keynesian (e.g.
green stimulus packages, subsidies to
green industries).

Welfare oriented policies
(strengthening social coverage on
healthcare, education,
environmental protection);
support third sector
organisations; taxation and
redistributive policies.

Community-driven, decentralised and
autonomous modes of social
organization; focus on strengthening
networks of mutualism, solidarity
and cooperation.

Enactment Green marketing and green
consumerism.

Social marketing; alternative styles
of life focused on mindful
consumption.

Voluntary simplicity, downshifting, anti-
consumption and activism.
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A Critical Evaluation of Green Growth,

A-Growth and Degrowth: Locating the

Role of Alternative Economies within

the Degrowth Paradigm

In the preceding section, we identify green-growth, a-growth

and degrowth as emergent responses to the growth dilemma.

In the discussion that ensues, we undertake a critical evalua-

tion of each approach and foreground the implications for

alternative economies. In doing so, we conclude that any

meaningful theorization of alternative economies from a

macromarketing perspective must be located within the emer-

gent paradigm of degrowth.

Each alternative possibility outlined rests upon a different

arrangement of the provisioning system. For example, the

advocacy of green growth is consistent with developmental

macromarketing approaches to sustainability that seek to

reform, rather than transform, capitalist institutions (Mittle-

staedt et al. 2014). Critical approaches, on the contrary, remain

cautious about macromarketing perspectives which fail to sub-

vert the dominant social paradigm, as these are likely to bring

about superficial changes rather than a meaningful transforma-

tion of society (Kilbourne 1998). This criticism is particularly

apparent in relation to green growth, not least because the

institutional arrangements underpinning this approach fail to

challenge the treadmill dynamics of the capitalist system. Con-

sequently, the greatest promises of green growth are paradox-

ical. They resurface to expose its greatest shortcomings. For

example, due to the rebound effect, also known as Jevons’

paradox, the more efficient an economy becomes the more

resources it uses rather than vice versa. In this regard, research

evidences that savings resulting from a more efficient use of

energy or natural resources are typically re-appropriated

through additional consumption activities, thereby offsetting

their previous environmental gains (Druckman et al. 2011;

Murray 2013).

Further criticisms highlight that the quest for green growth

is largely unconcerned with redistributive justice. For instance,

by modelling the different scenarios set by the UN’s Green

Economy strategy, Victor and Jackson (2012) argue that the

gap between rich and poor is a likely to widen as a result of

green growth policies. It is entirely plausible to suggest that

these negative implications for global inequality might even be

exacerbated within other green growth strategies, such as the

ones formulated by the OECD or the EU, which place even less

emphasis on redistribution (Bina and La Camera 2011). Simi-

larly, green consumerism has been theorized as a medium/

upper class phenomenon, not least because the premium price

label of most environmentally friendly products renders sus-

tainable living as a luxury, a display of elitism which remains

largely unaffordable to many (Martinez-Alier 2002). Other

commentators highlight green growth as a technocratic project

which relocates questions of governance among large corpora-

tions, particularly those in technological sectors (Viitanen and

Kingston 2014). In summary, therefore, green growth is

characterized as the subterfuge of ‘polluting less to pollute

longer’ (Daly 1992), a forward-moving escape option for a

capitalist system ‘running out of steam’ (Bina and La Camera

2011; Harvey 2015).

Contrary to green growth, advocates of a-growth acknowl-

edge that the mindless pursuit of GDP growth must be aban-

doned if economies are to make meaningful progress towards a

genuinely sustainable future (e.g. Skidelsky and Skidelsky

2012; Stiglitz, Sen, and Fitoussi 2010). This is a well-

established position within the macromarketing debates

aligned to what Mittlestaedt et al. (2014) label as ‘critical’

perspectives on sustainability. Varey’s (2010) notion of wel-

fare marketing epitomizes a-growth. To this effect, Varey

(2010, p. 124) affirms that ‘the marketing system can produce

collective well-being, if the growth imperative is de-

emphasized and well-being is defined collectively.’ However,

while not denying that this is an important step in the right

direction, critics suggest that a-growth crucially fails to

acknowledge that a period of socially sustainable degrowth will

be necessary before affluent economies can learn to manage

without growth (Alexander 2012; Kallis 2011). Therefore, as

we have argued, advocates of degrowth recognize that the a-

growth proposal of ‘de-emphasizing’ or ‘decentering’ the pur-

suit of economic growth in the name of well-being falls short of

the task at hand, at least for the time being.

Consequently, it is apparent that disconnecting the plug of

the growth treadmill poses a challenge that exceeds the frame-

work of a-growth, compelling macromarketing scholars to, first

and foremost, ‘provide a critique of the economy and its colo-

nising effect . . . [before] pointing to escape routes’ (Fournier

2008, p. 541). For degrowth, what is needed is to conceptualize

and engage with existing practices of social provisioning that

do not rely on an economic vocabulary (Gibson-Graham 2006,

2008). This strategy will contribute to the performance of

social organizations and modes of exchange that break-up the

hold of economic rationality, creating new spaces in which

citizens can experiment with non-economic relationships and

identities (Fournier 2008). As Fournier further argues (ibid.),

highlighting the constructed nature of the ‘economy’ and

recognizing the openness of economic possibilities does not

negate the importance of the various material practices which

contribute towards meeting people’s needs. However, for pro-

ponents of degrowth, it is of critical importance to ‘re-embed

such practices within the social and the political rather than be

seen as belonging to an autonomous, reified field of ‘the econ-

omy’ (Fournier 2008, p. 534).

Degrowth, therefore, translates into a vision of social change

from below, largely consistent with the diverse economies

framework elaborated by Gibson-Graham (2006, 2008) in that

it seeks to denaturalize the myth of a totalizing capitalist econ-

omy by rendering visible a myriad of provisioning activities

that undermine the purported prevalence of economic ration-

ality and profit-maximization. Likewise, degrowth insists that

the economy is open to choices and multiple possibilities so

that it can contribute towards freeing the macromarketing
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imagination and conceptualization of material practices from

the grip of capitalism (Fournier 2008). Degrowth thus supports

an emphasis on performing alternative provisioning systems,

alongside modes of social organizations and consumption

based on solidarity and mutual support. Without being too

prescriptive, degrowth proponents maintain pressure to subvert

the relationships that sustain the treadmill dynamics, most

notably including: debt and financial power (Dholakia 2012);

economic calculation and cut-throat competition (Latouche

2009); the endless quest for productivity and efficiency (Jack-

son and Victor 2011); the subordination of human autonomy to

their participation in waged-labour (e.g. Nørgård 2013); or the

sacred value of property ownership. Commodity-relations

underpinning market exchange within formal capitalist econo-

mies must be challenged with a new social logic. This needs to

be a logic that is built upon sufficiency (e.g. Gorge et al. 2015),

cooperation and mutual support (Johanisova, Crabtree, and

Franková 2013). It should be a logic which emphasizes a grow-

ing culture of sharing and open access (e.g. Belk 2010) and a

logic which underpins a recuperation and expansion of the

commons (e.g. Patsiaouras, Saren, and Fitchett 2015).

Consequently, to supplant the void left by the subsequent

withdrawal of capitalist markets and the capitalist state in a

purported degrowth society, the practices of social provision-

ing must increasingly rely upon new arrangements and social

innovations currently encompassed by the umbrella term alter-

native economies. In fact, the list of alternative economic prac-

tices that can contribute to degrowth is intentionally broad and

open-ended, most likely including: the proliferation of comple-

mentary currency schemes (North 2007), LETS and time banks

(Ozanne and Ozanne 2016); co-housing projects (Lietaert

2010), eco-villages or rurban squats (Cattaneo and Gavalda

2010); initiatives aimed at creating and recuperating the urban

commons, such as community gardens (Ghose and Pettygrove

2014), alternative water infrastructures (Domenech, March,

and Saurı́ 2013) and community-owned electricity production

(Kunze and Becker 2015); the promotion of counter-

hegemonic forms of urban mobility (Dalpian, Silveira, and

Rossi 2015); and consumption practices which challenge the

hegemony of consumerism (Assadourian 2010), such as; vol-

untary simplicity (Alexander and Ussher 2012; Gorge et al.

2015); freeganism (Pentina and Amos 2011); sharing and free-

cycling (Ozanne and Ballantine 2010); or anti-consumption

(Chatzidakis and Lee 2013).

Concluding Commentary

A wealth of evidence suggests that the mindless pursuit of

economic growth places humankind on the brink of a systemic

collapse, threatening to undermine the prosperity of present

and future generations. Indeed, as Garcia (2012) observes, most

current visions and theories of social and environmental change

are deeply perturbed as the limits to growth become more

apparent. As such, those visions of prosperity formulated on

the presumption that growth should continue, or indeed can

continue, are likely to share the same perilous destiny. Such

powerful reminders of our civilization’s fragility and imperma-

nence compels business leaders, government leaders, and pol-

icy makers to seriously consider the long-term viability of a

growth-obsessed capitalist world. Hence, paradoxical though it

may seem for a discipline that has thrived during an apparently

golden period of capitalist-driven growth, we argue that the

current situation provides marketing with an opportunity to

enhance its social and political relevance.

In this vein, our categorization and evaluation of the debates

presented provides a number of contributions. It charts the

territory for a more productive approach to the study of alter-

native economies. It reconnects debates dispersed across dis-

ciplinary boundaries to expose neglected tensions between

consumption, sustainability, development, inequality and

growth. It reveals degrowth as an overlooked opportunity from

which marketing scholars can meaningfully theorize and criti-

cally evaluate the role of alternative economies. In particular, it

exposes why researchers should remain hesitant to celebrate

the rise of alternative economic practices unless they provide

a self-conscious alternative to the continuation of growth-

driven capitalism. These are important considerations, partic-

ularly in terms of positioning future macromarketing inquiries

which seek to challenge the growth paradigm.

In the evaluation and critique of economic possibilities out-

lined, we conclude that the transition towards degrowth cannot

be realized while social provisioning remains dependent upon

growth-driven institutions (Latouche 2009). While the pursuit

of profit by capitalist firms is typically argued to be the most

important driver of economic growth (Varey 2010), it is nec-

essary to not overlook the fact that government provisioning is

no less dependent on economic growth than that of capitalist

firms (Hunt 2012). This outcome leads Gorz (1980) to observe

that growth-oriented socialism reflects ‘the distorted image of

our past, not our future’, assuring that ‘socialism is no better

than capitalism if it makes use of the same tools’ (p. 20). This

observation pitches degrowth in opposition to both the expan-

sion of capitalist markets (Fournier 2008) and the capitalist

state (Gorz 1980). Therefore, degrowth sidesteps the false mar-

ket/state dichotomy to support alternative forms of social orga-

nization and provisioning whose development subverts, even if

only precariously and temporarily, the language and values of

capitalist institutions (Latouche 2009). In this sense, as Four-

nier (2008) suggests, the most important contribution of

degrowth to environmental debates lies precisely in its empha-

sis on ‘escaping from the economy’ and the colonizing ele-

ments of economic thinking - most notably, but not

exclusively, the GDP indicator. In doing this, degrowth invites

us to rethink economic practices in terms of democratic choices

and acts of citizenship rather than logical imperatives dictated

by purportedly uncontestable treadmill dynamics.

Such a formulation of degrowth also renders the approach

open to the same criticism and charges as any other strategy

seeking social transformation from below: the question of

power. This emerges as a critical concern which requires urgent

attention from macromarketing scholars interested in advan-

cing the possibilities of degrowth. In fact, as Kallis (2011)
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acknowledges, big social changes such as those entailed by

degrowth will never appeal to the ‘kings’ and ‘priests’ of the

time. In this respect, and despite knowing that the pursuit of

economic growth is no longer delivering increasing levels of

prosperity within the affluent world, perhaps one cannot help

feeling intimidated, if not pessimistic, by the scale of the chal-

lenge ahead. And yet, as Kallis (2011, p. 878) also suggests, in

the gap and loss of meaning created by what increasingly

appears as a systemic crisis, a window of opportunity is likely

to open for ‘a new cultural story and the alternative, liberated

social spaces and practices that embody it.’
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Arsel, Murat and Bran Büscher (2012), ‘‘Nature Inc.: Changes and

Continuities in Neoliberal Conservation and Market-based Envi-

ronmental Policy,’’ Development and Change, 43 (1), 53-78.

Assadourian, Erik (2010), ‘‘Transforming Cultures: From Consumer-

ism to Sustainability,’’ Journal of Macromarketing, 30 (2), 186-91.

Assadourian, Erik (2012), ‘‘The Path to Degrowth in Overdeveloped

Countries,’’ in State of the World 2012: Moving Toward Sustain-

able Prosperity, The Worldwatch Institute, Erik Assadourian and

Michael Renner, eds. Washington, DC: Island Press, 22-37.

Bailey, Jeffrey J. and Jason C. Porter (2008), ‘‘Utilitarian Ethics and

the Purposeful Creation of Dissatisfaction,’’ Journal of Global

Business Issues, 2 (1), 23-30.

Belk, Russell (2010), ‘‘Sharing,’’ Journal of Consumer Research, 36

(5), 715-34.

Bina, Olivia and Francesco La Camera (2011), ‘‘Promise and Short-

comings of a Green Turn in Recent Policy Responses to the ‘‘Dou-

ble Crisis’,’’ Ecological Economics, 70 (12), 2308-16.

Burns, David J. (2006), ‘‘Self-Construction through Consumption

Activities: An Analysis and Review of Alternatives,’’ in The Self:

Beyond the Post-Modern Crisis, Paul C. Vitz and Susan M. Felch,

eds. Wilmington, DC: ISI books, 149-67.

Burns, David J. and Jeffrey K. Fawcett (2012), ‘‘The Role of Brands in

a Consumer Culture: Can Strong Brands Serve as a Substitute for a

Relationship with God?,’’ Journal of Biblical Integration in Busi-

ness, 15 (2), 28-42.

Campana, Mario, Andreas Chatzidakis, and Mikko Laamanen (2015),

‘‘Special Issue on Alternative Economies: Journal of Macromar-

keting, 2017,’’ Journal of Macromarketing, 35 (1), 151-52.

Campbell, Norah, Aidan O’Driscoll, and Michael Saren (2013),

‘‘Reconceptualizing Resources: A Critique of Service-Dominant

Logic,’’ Journal of Macromarketing, 33 (4), 306-21.

Cattaneo, Claudio and Marc Gavalda (2010), ‘‘The Experience of

Rurban Squats in Collserola, Barcelona: What Kind of

Degrowth?,’’ Journal of Cleaner Production, 18 (6), 581-89.

Chatzidakis, Andreas and Michael S. W. Lee (2013), ‘‘Anti-

Consumption as the Study of Reasons Against,’’ Journal of Macro-

marketing, 33 (3), 190-203.

Chew, Sing C. (2006), The Recurring Dark Ages: Ecological Stress,

Climate Changes, and System Transformation. Plymouth, UK:

Rowman Altamira.

Costanza, Robert, Maureen Hart, Stephen Posner, and John Talberth

(2009), ‘‘Beyond GDP: The Need for New Measures of Prog-

ress,’’ The Pardee Papers, 4 (January), (accessed May 27,

2016), [available at http://www.bu.edu/pardee/pardee-paper-

004-beyond-gdp/.]

Credit Suisse (2014), ‘‘Global Wealth Report,’’ (accessed January 20,

2016), [available at https://publications.credit-suisse.com/tasks/ren

der/file/?fileID¼60931FDE-A2D2-F568-B041B58C5EA591A4.]

D’Alisa, Giacomo, Federico Demaria, and Giorgos Kallis, eds. (2015),

Degrowth: A Vocabulary for a New Era. London, UK: Routledge.

Dalpian, Paulo R., Teniza da Silveira, and Carlos A. Rossi (2015),

‘‘‘‘One Less Car’’ The Collective Initiative Toward Sustainabil-

ity,’’ Journal of Macromarketing, 35 (1), 99-110.

Daly, Herman E. (1992), Steady State Economics. London, UK: Earth-

scan Publications Ltd.

Daly, Herman E. (2013), ‘‘A Further Critique of Growth Economies,’’

Ecological Economics, 88 (April), 20-24.

Dholakia, Nikhilesh (2012), ‘‘Finanzkapital and Consumers: How

Financialization Shaped Twentieth Century Marketing,’’ Journal

of Historical Research in Marketing, 4 (3), 453-61.

Diamond, Jared (2005), Collapse: How Societies Choose to Fail or

Succeed. London, UK: Penguin Books.

Dolan, Paddy (2002), ‘‘The Sustainability of ‘‘Sustainable’ Consump-

tion’’,’’ Journal of Macromarketing, 22 (2), 170-81.

Domenech, Laia, Hug March, and David Saurı́ (2013), ‘‘Degrowth

Initiatives in the Urban Water Sector? A Social Multi-Criteria Eva-

luation of Non-Conventional Water Alternatives in Metropolitan

Barcelona,’’ Journal of Cleaner Production, 38 (January), 44-55.

Douthwaite, Richard (1992), The Growth Illusion. How Economic

Growth Has Enriched the Few, Impoverished the Many and

Endangered the Planet. Totnes, UK: Green Books.

Druckman, Angela, Mona Chitnis, Steve Sorrell, and Tim Jackson

(2011), ‘‘Missing Carbon Reductions? Exploring Rebound and

Backfire Effects in UK Households,’’ Energy Policy, 39 (6),

3572-81.

Ekins, Paul (2011), ‘‘Sustainable Growth Revisited: Technology, Eco-

nomics and Policy,’’ Mineral Economics, 24 (2/3), 59-77.

Escobar, Arturo (2015), ‘‘Degrowth, Postdevelopment and Transitions:

A Preliminary Conversation,’’ Sustainability Science, 10 (3), 451-62.

Fagan, Brian M. (2008), The Great Warming: Climate Change and the

Rise and Fall of Civilizations. New York, NY: Bloomsbury Press.

Lloveras and Quinn 9

 at University of Manchester Library on October 14, 2016jmk.sagepub.comDownloaded from 

http://www.bu.edu/pardee/pardee-paper-004-beyond-gdp/
http://www.bu.edu/pardee/pardee-paper-004-beyond-gdp/
https://publications.credit-suisse.com/tasks/render/file/?fileID=60931FDE-A2D2-F568-B041B58C5EA591A4
https://publications.credit-suisse.com/tasks/render/file/?fileID=60931FDE-A2D2-F568-B041B58C5EA591A4
https://publications.credit-suisse.com/tasks/render/file/?fileID=60931FDE-A2D2-F568-B041B58C5EA591A4
http://jmk.sagepub.com/


Fisk, George (1973), ‘‘Criteria for a Theory of Responsible Consump-

tion,’’ Journal of Marketing, 37 (2), 24-31.

Fisk, George (1974),Marketing and the Ecological Crisis. New York,

NY: Harper and Row.

Fletcher, Amy L. (2009), ‘‘Clearing the Air: The Contribution of

Frame Analysis to Understanding Climate Policy in the United

States,’’ Environmental Politics, 18 (5), 800-16.

Fournier, Valerie (2008), ‘‘Escaping from the Economy: The Politics

of Degrowth,’’ International Journal of Sociology and Social Pol-

icy, 28 (11/12), 528-45.

Fromm, Erich (1976), ToHave or to Be? New York, NY: Harper&Row.

Galbraith, John K. (1958), The Affluent Society. London, UK: Hamish

Hamilton.

Garcia, Ernest (2012), ‘‘Degrowth, the Past, the Future, and the

Human Nature,’’ Futures, 44 (5), 546-52.

Ghose, Rina and Pettygrove Margaret (2014), ‘‘Urban Community

Gardens as Spaces of Citizenship,’’ Antipode, 44 (4), 1092-112.

Gibson-Graham, Julie K. (2006), The End of Capitalism (As We Knew

It): A Feminist Critique of Political Economy, 2nd ed. Minneapo-

lis, MI: University of Minnesota Press.

Gibson-Graham, Julie K. (2008), ‘‘Diverse Economies: Performative

Practices for ‘Other Worlds’,’’ Progress in Human Geography, 32

(5), 613-32.

Gibson-Graham, Julie K. (2014), ‘‘Rethinking the Economy with

Thick Description and Weak Theory,’’ Current Anthropology, 55

(9), 147-53.

Gilding, Paul (2011), The Great Disruption: Why the Climate Crisis

Will Bring On the End of Shopping and the Birth of a New World.

New York, NY: Bloomsbury Press.

Glubb, Sir John Bagot (1978), The Fate of Empires and the Search for

Survival. Edinburgh, UK: William Blackwood & Sons.

Gorge, Heléne, Maud Herbert, Nil Özçağlar-Toulouse, and Isabelle

Robert (2015), ‘‘What do We Really Need? Questioning Consump-

tion throughSufficiency,’’ Journal ofMacromarketing, 35 (1), 11-22.

Gorz, Andre (1980), Ecology as Politics. London, UK: Pluto.

Greer, John M. (2008), The Long Descent. Gabriola Island, Canada:

New Society Publishers.

Harvey, David (2015), Seventeen Contradictions and the End of

Capitalism. London, UK: Profile Books Ltd.

Hastings, Gerard (2013), ‘‘Consuming the Earth,’’ Journal of Histor-

ical Research in Marketing, 5 (1), 115-23.

Heinberg, Richard (2011), The End of Growth: Adapting to Our New

Economic Reality. Gabriola Island, Canada: NewSociety Publishers.

Hertsgaard, Mark (2011), Hot: Living Through the Next Fifty Years on

Earth. New York, NY: Houghton Miffling Harcourt Publishing

Company.

Hirsch, Fred (1976), The Social Limits to Growth. Cambridge, MA:

Harvard University Press.

Hughes, J. Donald (1996), Pan’s Travail: The Environmental History

of the Ancient Greeks and Romans. Baltimore, MD: John Hopkins

University Press.

Hunt, ShelbyD. (2011), ‘‘SustainableMarketing,Equity, andEconomic

Growth: A Resource-Advantage, Economic freedom Approach,’’

Journal of the Academy of Marketing Science, 39 (1), 7-20.

Hunt, Shelby D. (2012), ‘‘Toward the Institutionalization of Macro-

marketing Sustainable Enterprise, Sustainable Marketing,

Sustainable Development, and the Sustainable Society,’’ Journal

of Macromarketing, 32 (4), 404-11.

IEA (2014a), ‘‘Key World Energy Statistics,’’ (accessed June 2,

2015), [available at http://www.iea.org/publications/freepublica

tions/publication/keyworld2014.pdf.]

IEA (2014b), ‘‘International Energy Agency World Energy Outlook

(Executive Summary),’’ (accessed June 2, 2015), [available at

http://www.iea.org/textbase/npsum/weo2014sum.pdf.]

Jackson, Tim (2009), Prosperity without Growth: Economics for a

Finite Planet. London, UK: Earthscan.

Jackson, Tim and Peter A. Victor (2011), ‘‘Productivity and Work in the

‘Green Economy’ Some Theoretical Reflections and Empirical Tests,’’

Environmental Innovations and Societal Transitions, 1 (1), 101-08.

Jänicke, Martin (2012), ‘‘‘‘Green growth’’: From a Growing Eco-

Industry to Economic Sustainability,’’ Energy Policy, 48 (Septem-

ber), 213-21.

Johanisova, Nadia, Tim Crabtree, and Eva Fraňková (2013), ‘‘Social

Enterprises and Non-Market Capitals: A Path to Degrowth?’’ Jour-

nal of Cleaner Production, 38 (January), 7-16.

Kallis, Giorgos (2011), ‘‘In Defence of Degrowth,’’ Ecological Eco-

nomics, 70 (5), 873-80.

Kilbourne, William E. (1998), ‘‘Green Marketing: A Theoretical Per-

spective,’’ Journal of Marketing Management, 14 (6), 641-55.

Kilbourne, William E. (2010), ‘‘Facing the Challenge of Sustainability

in Changing World: An Introduction to the Special Issue,’’ Journal

of Macromarketing, 30 (2), 109-11.

Kilbourne, William E., Pierre McDonagh, and Andrea Prothero

(1997), ‘‘Sustainable Consumption and the Quality of Life: A

Macromarketing Challenge to the Dominant Social Paradigm,’’

Journal of Macromarketing, 17 (1), 4-24.

Krausmann, Fridolin, Simone Gingrich, Nina Eisenmenger, Erb Karl-

Heinz, Helmut Haberl, and Marina Fischer-Kowalski (2009),

‘‘Growth in Global Materials Use, GDP and Population during the

20th Century,’’ Ecological Economics, 68 (10), 2696-705.

Kubiszewski, Ida, Robert Costanza, Carol Franco, Philip Lawn, John

Talberth, Tim Jackson, and Camille Aylmer (2013), ‘‘Beyond

GDP: Measuring and Achieving Global Genuine Progress,’’ Eco-

logical Economics, 93 (September), 57-68.
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