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business-unit strategy, 223
case, 41
history of business management,
4-6
importance of economic
sustainability in, 111-112
process reengineering, 5-6
social responsibility of, 51-52
sustainability, 93-94
sustainability in, 7, 9, 13-14
transformation, 188
Business environment, 193
macro environment, 197-199
micro environment, 196-197
Porter’s approach to sustainable
industry analysis, 200-203
sustainability and, 193-196
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value chain, 205-206
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development, 128
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strategy, 168169
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Sustainable communication,
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behaviour, 136-139
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Sustainable consumption, 133
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