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Cronbach’s alpha, 275
eigenvalues and percentages of

variance, 282
measuring scales for individual

constructs, 276�280
price terms of cooperation, 286
reliability coefficients, 281
sustainable communication, 284
sustainable distribution, 284
sustainable people, 285
sustainable price, 283
sustainable product, 283
work safety and transparency

of cooperation factor, 287

Marketing strategies, 293
economic, social and ecological

factors in, 221�222
on society and environment,

223�225

Material product life cycle. See

Integrated product life

cycle
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Post-use costs, 92
Prestige pricing, 93
Price, 92

price-related sustainability
marketing for two groups
of countries, 255

pricing terms, 260
in relation to pro-social and
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engagement (DIS-2), 286

Pro-social and pro-environmental
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Sustainable packaging and
product composition, 281
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