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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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263�267, 268

Spatial limitation, 35

Speciality food and drink

products (SFDPs), 135
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Sustainable packaging and
product composition, 281
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