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Chapter 15. Purpose Corporations and Customer Strategy: Toward a
Strategy of Customer Education and Empowerment?.
This book explores new strategies in customer management, focusing
on sustainability, environmental responsibility, and ethical transitions.
Edited by Thierry Delécolle, Florence Jacob, and Isabelle Prim-Allaz, it
delves into how businesses can reconcile customer relations with
sustainable practices, particularly in second-hand markets and retail.
The authors discuss the impact of corporate social responsibility (CSR)
on consumer loyalty, highlighting the need for prosocial loyalty
programs in the CSR age. The book addresses the challenges and
paradoxes that arise when enhancing customer experiences while
promoting sufficiency and reducing waste. It is intended for academics,
business professionals, and policymakers interested in integrating
sustainability into customer strategies.


