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ABSTRACT 
 

Establishment of industrial clusters as one of the strategies for industrial expansion in different countries is 
introduced from 1960s by the titles such as industrial or expansion pole, and then gradually it converted into the 
literature of industrial clusters. Alongside the expansion of industrial clusters in the world, their environmental 
pollution and crises are always the matter. In this research, the researcher tries to attain some goals such as 
creating common literature in the field of green industrial clusters for ending to environmental crisis and 
decreasing the level of environmental crises resulted from industrial production and presenting green industrial 
cluster as a solution; we pursue this policy with some variables such as green marketing, green management, 
green production, green consortium, and green marketing strategies. The results of this research indicate that 
there is a lot of tendency in the society to control environmental pollutions; thus, we can set the condition for 
establishment of green industrial cluster as a strategy for attaining to research’s goals.  
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Introduction 

 
One of the commercial subjects, which are more 

discussed in the environmental-related issues, is 
green marketing  [37]. The results of a study, which 
was performed in 1992, indicate that the 
environmental effects of a product are important for 
93 percent of purchasers. In 1994 researchers 
concluded that 42 percent of consumers in Europe 
select products with regard to their environmental 
functions, and 27 percent of the English people 
purchase products, which are of more than 25 percent 
compatibility with environment [37]. In 2006 green 
industrial products had been estimated more than 200 
million tons [14]. From among the green marketing 
policies which are taken by companies we can name 
the production of more ecologically safe products, 
solvable packages which are utilized several times, 
more control and monitoring of pollutions, and 
operations, which lead to more energy saving 
(Kotler).  

Nowadays, the determinant environmental 
factors are public tendency, great impact, and 
society’s welfare.  Kastler in his book “New 
Marketing” describes world tendency as followings: 

1. Interest in cleanness of weather, soil and its 
resources 

2. Protecting and preserving nature against 
destruction 

3. Reasonable functions in utilizing natural 
resources with the emphasis on marketing 
(recovering) 

4. Economizing utilization of unsustainable 
resources 

5. Promoting the utilization of waste materials 
for producing new products 

6. Generalization of introduction with 
environment and having a healthy life [5].  

In a study, which was performed in 1992 in 19 
countries of the world by Atman more than 50 
percent of the consumers in each country stated that 
they are interested to environment and are anxious 
about it; also in a study performed in Australia in 
1994 about 84 percent of the subjects believed that 
they are responsible for their environment and 
correct their behavior against environmental issues 
[33]. In 1989 in a study performed in America 49 
percent of the respondents stated that they changed 
their products for environmental issues [4]. 
Nowadays, most of consumers, for preserving 
environment,have the readiness to pay more for 
products which observe environmental standards 
[23]. The abovementioned statistics and findings 
show that the issues related to environment and its 
protection is one of the main standards, which is 
considered by consumers during their purchase. 
Energy crises in the middle of 1970s stimulate the 
primary researches about environmental issues in the 
early 1980s.Since 1990s was the time when must of 
scientists tend to reveal the critical consequences and 
effects of economic activities on ecological balance 
of the earth we call it the decade of environment. In a 
way that from the standpoints of consumers and 
conscious suppliers factors such as social and 
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environmental concerns are of main priority and 
importance in selecting the kind of products [21]. All 
of these things have led to the entrance of 
environmental issues into marketing concepts and to 
an approach called green marketing. 
 
Green marketing: 

 
Green marketing dates back to 1970 [37]. Except 

the tendencies in 70s, in early 80s an idea called 
green marketing was emerged; in this time customers 
were focused on green products and then subjects 
related to green marketing were discussed and many 
researches were performed about it especially in 
developed countries [26]. In late 1980s and early 
1990s the main focus of green marketing was on the 
size and characteristics of this market [37].  
Nowadays, must companies ask themselves whether 
they can be green, clean, and profitable for every 
time? [35] Green marketing is discussed as a main 
tendency in modern commerce. The demands for 
ecological products and sustainable commercial 
activities are of different reasons among which we 
can name the increase of customers’ awareness about 
environmental issues and rigid laws introduced by 
national governments especially in industrial and 
developed countries [15]. During recent years 
environmentalism or green movement is also 
developed as a social movement in United State, 
which involve different aspects of life such as policy, 
consumption, technology, purchasing a product, 
market, production and resources [28]. Unfortunately 
must people believe that green marketing is only 
related to upgrading or publicizing of products with 
environmental attributes; most of consumers relate 
some technical terms like without phosphate, 
recoverable, and high compatibility with Ozone layer 
to green marketing. However, these terms are only 
some signs of green marketing and it is of very 
broader sense, which may include all industrial and 
usable products and even services [33]. There are 
different definitions for green marketing; some 
important definitions are as followings.  

Pride and Ferrell [36] believe that green 
marketing is referred to improvement in pricing and 
upgrading and distribution of products, which do not 
damage environment. Solomon and Stewart define 
green marketing as “a marketing strategy, which 
protect environment through creating identifiable 
benefits and according to what customers expected 
[38]. American green marketing association in 1976 
presented the following definition for green 
marketing. It is the study of different positive and 
negative effects of marketing on pollution and 
decreasing of energy and other resources. But it is 
noteworthy that his definition is not comprehensive. 
Polonsky presented the most comprehensive 
definition of green marketing: “environmental or 
green marketing include all activities designed for 
creation and facilitation of exchanges for satisfying 

human needs and wishes with minimum adverse 
effects on environment” [35]. Studies performed in 
America and Western Europe indicate that 
environmental awareness of customers have 
increased during the last decade and recently green 
consumption is started in different parts of Asia [24]. 
Women are more interested in environment than 
men, in a way that they purchase more green 
products, and have more contribution in separation of 
recoverable packages . [1]. 

From among marketing concepts we can name 
green consumer, green production, and green 
accounting. Green consumers are people who are 
very concerned about natural environment and 
through selecting environmentally safe products, 
correct their purchasing and consuming behavior for 
the protection of environment.  

Green production: It is the production by means 
of technologies, which limit or eliminate pollution or 
is of positive effect on environment.  

Green accounting: It is the trends of accounting, 
which tries to consider the financial values for 
ecological capitals and forest destruction [39].  
 
The reason for greenness: 

 
Few companies have perceived this fact that 

greenness gives them some strategic advantages [35]. 
Suitable localization is created when a company 
presents different products with regard to its rivals 
and by this way creates value for its customers [23]. 
The main reason for existence of green policy in 
economy may be the manner in which people try to 
satisfy their unlimited wishes with limited resources. 
There are several reasons for increasing of green 
marketing activities in companies, which we refer to 
some of them: 

Polonsky states that greenness is the result of 
interior or exterior pressures [35].  
 
A) From among exterior pressures we can name: 

 
1. Satisfying consumers’ demand: Nowadays 

companies and organizations have to consider issues 
related to environment protection for satisfying 
customers’ needs, exercising social responsibility 
and safeguarding consumers’ rights. For example 
McDonald is a good sample, which changes the 
packages of its products for safeguarding consumers’ 
rights.  

2. Response against rivals’ measures: When a 
company considers environmental requirements in its 
production, other companies must also try to change 
their strategies in their productions; otherwise they 
will lose their positions in the market. 

3. Ever-increasing interferences by government: 
Governments use different policies for preserving 
environment in different countries. In America, for 
example, environment organization compiles some 
rules for environment protection [23].  
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4. Increasing environmental pollutions: For 
preventing environmental pollutions, companies 
must step forward in adapting green marketing in 
line with green movement, because of environmental 
pollutions consumers put pressure on governments 
and companies to change their policies toward 
greenness (Kotab and Helsen, 2004). Axon is among 
the companies, which change their policies because 
of social pressures. Axon is largest company in oil 
transferring, which changed its policy because of 
social pressures and established two local parks and 
an institution for preserving environment in 
Cameroon.  
 
B) From among interior pressures we can name: 

 
1.) Cost (the most important reason): That is, 

greenness can lead to more efficacy and more 
financial economy. This efficacy is because of 
utilizing fewer entries and therefore less wastages is 
produced and pollution is decreased in recovery line 
[35].  

2. Philosophy: When environmental goals 
becomes as important as other goals in organizations 
and when they are contained in an organization’s 
philosophy, the discussions about greenness is 
combined with the company’s strategies and then 
with its tactical activities.  

3. The 3rd interior factor is the creation of 
competitive position in the market: Companies which 
consider environmental issues in their marketing 
processes and productionsare of competitive 
advantages to their rivals. Thus, it can be said 
observing green marketing principles have led the 
consumers to have positive view about the 
companies [23]. Ken Pity states that environmental 
issues have led to the creation of new approaches, 
which is called ecologic localization [36]. According 
to this approach for having competitive advantages 
and for localizing their products, companies must 
focus on environmental issues.  
 
The evolution of green marketing:  

 
Green marketing is divided into three phases: 
 

1. Ecological green marketing: This phase is 
started from late 1960s to 1970s. It focused on 
external problems like air pollution and all of its 
marketing activities are for solving problems and 
presenting some solutions. In this phase industries 
like car manufacturing and oil are emphasized 
(Douai and Fathi). 

2. Environmental green marketing: This phase 
is started from late 1980s. It focused on clean 
technology, green consumers and competitive 
advantage. Clean technology includes thoughtful 
designing of new products, in a way that wastages 
and pollutions are eliminated in designing phase. 
Green consumers are those who try to use products 

that do not endanger other consumers; during their 
production, consumption or decomposition, 
environment is damaged; or some unnecessary 
wastage pollutes the environment through products’ 
packages; or is of adverse effect on animals or other 
countries. The main difference between 1st and 2nd 
ages is that the former were focus on industries that 
were of direct impact on environment but 
environmental marketing contained all of productive 
and servicing methods (Douai and Fathi). 

3. Sustainable green marketing: This phase is 
appeared in late 1990s and early 2000s. The 
challenges related to this age were providence, 
justice and equality, and its emphasis was on needs. 
According to this approach the needs of next 
generations are regarded and resources are shared 
equally among all people of the world [16]. 
 
Green marketing mixes: 

 
Green marketing describes environmental efforts 

like designing, promotion, and pricing and 
distribution of products, which do not disturb 
environment [16]. When a strategy develops, 
customers selected with one suitable marketing mix. 
Marketing mixes are well-known concepts in 
marketing. Mixes are tactical tools for marketing of 
companies, which can be controlled and are used for 
affecting the demands of products [37]. Green 
product: The main element in marketing mix is the 
product. Having ecological goals in designing of 
products will lead to reduction of pollution. Green 
products are effective in preserving natural 
environment and reduction or elimination of 
wastages and pollutants [35]. The demand for 
ecological products and sustainable commercial 
activities is supplied by an increase in awareness of 
customers about environmental issues. Green product 
must be in line with the expansion of energy 
preserving and natural resources in the production 
process [16]. Most of green products are of longer 
life than traditional ones [7].  Green price: Price is a 
critical and vital element of green marketing mix. 
Green products are often more expensive than 
traditional ones. Most of them are primarily 
produced with high costs but their long-term costs 
are low. Most of consumers only pay the higher price 
when be aware of the product’s added value [35]. 
Green products must be produced by keeping the 
balance between paid costs and acquired satisfaction 
for paying more because of environment’s safety 
[16]. Green Promotion: It is the transferring of real 
environmental information to consumers who related 
to company’s activities. Real promotion of a product 
or a company requires a change in the product, 
process or cooperative concentration (like 
nonstrategic changes). Environmental relations are 
very useful in promotion [35]. Customers can affect 
this issue by promotional messages and publicity, 
which reflect the commitment of a company about 
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environment protection [16,6]. Green distribution: 
Supply chain is a framework for attaining to a stable 
competitive advantage in all of the sections, which 
are involved in the process. Green supply chain is 
established recently by environmental rules for 
companies with green products and for actives of 
supply chains that are eager to expand humanitarian 
activities. The connection of social and political 
issues to the subjects relate to environment leads the 
companies toward green supply chain for improving 
environmental and economical functions [19]. The 
management of green supply chain will lead to 
promotion of environmental functions of intra-
organizational companies with commercial sections 
and to increment of efficacy in programs related to 
saving costs and eliminating the risks of managerial 
activities [18]. For reassuring the accepted 
commercial activities, companies with green 
products are often pursued to create supply chain for 
expanding Environment Management Systems 
(EMS) by ISO 14000 standards. The success of EMS 
depends on new technologies and opportunity for 
effective management of environment. The 
contribution of intra-organizational knowledge in 
supply chain include activities related to green 
knowledge publicizing and transfer from producing 
company to its customers with an effective attitude 
for expanding new capabilities for performing 
effective activities [19]. Green distribution is of two 
aspects: internal and external aspects. In internal 
aspect we must choose an environment in which 
besides observing environmental issues, managers 
and employees feel peace in internal processes of the 
company; in external aspect we must choose the 
places of supply that is of minimum damages on 
environment [35]. Green distribution must be 
alongside of decreasing pollution and preserving 
resources in the transferring of products to the 
market [16].  
 
Green marketing strategies: 

 
During the application of green marketing most 

people tend to focus on special individual activities 
like promoting the attributes of green product or 
designing products, which are ecologically less 
destructive. There are few companies that fit 
correctly the ecological mentality in their programs. 
This complicates the financial evaluation of the 
success in environmental programs, because in this 
situation green activities are only limited to one or 
two functional part(s), and do not involve all parts of 
the company or its philosophy. At the present time 
green marketing involve broad activities such as 
pricing, designing, localization, supplying, wastage 
marketing, green consortiums and promotions [35]. 
In this part the measures related to abovementioned 
7fold factors are explained with regard to green 
marketing concepts.  

1. Green designing / expanding new products: 
Ashley (1993) stated that 70 percent of the designed 
products and productive processes are 
environmentally destructive. Therefore, companies 
must observe environmental requirements during the 
primary steps of expanding new products. Then they 
can use the analysis of products’ life cycle for 
evaluating their ecological effects. These analyses 
help them to identify the alternative methods of 
design and finally to establish modern industries and 
markets in which production costs are decreasing 
[35]. Green design starts from programming and 
involve selection of material, production structure, 
function of production trends, packaging, manner of 
transportation and utilizing the products [30].  

In green designing we must consider following 
principles: 

- New designing according to providence 
- Designing according to health and safety 
- Designing according to its separation  
- Designing according to ease of recovery, 

decreasing of pollution and utilizing minimum level 
of energy.  

- Designing according to minimum utilization 
of substance and components of the goods 

- Designing according to simple application 
2. Green localization: It is an issue which must 

be considered in the primary phase of establishing an 
organization. In fact green marketers by assuring that 
in all of their activities and behaviors they consider 
environmental issues, approve the strategic 
greenness. Polonsky and Rosenberger declared that 
in localization process, like financial standards, we 
must also consider environmental standards [35].  

3. Green pricing: In green marketing the prices 
must indicate the real cost or at least be an 
approximate to it. That is, alongside direct costs we 
must also consider environmental costs [36]. Often 
we must pay more for purchasing a green product but 
their long-term costs are very low. Therefore, 
consumers must be of the insight to consider all 
lateral costs of their selected product such as the 
costs of its environmental pollution.  

4. Green supplying (munitions): One of the 
major goals of supplying (munitions) is related to 
environmental costs. Major developments are took 
place in distribution of supplying section. This 
innovation first discovered by Germans in 1990. The 
return unified munitions require broad corporative 
commitment on the base of strategic concentration 
like human and financial resources [35]. Geuntini 
and Andel, introduce a subject called 6R for 
companies in 1995, which companies can utilize it 
during the creation of return munitions strategies and 
processes. Table 1 represents 6R of facilitating return 
munitions and their definitions. Thus, we can 
conclude that green supplying is a uniform and 
complicated strategic activity, which creates unique 
opportunities for companies. When companies are 
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not of capability or motivation, they may choose 
wastage marketing.  

5. Wastage marketing: Although wastage 
marketing is of close relationship with return 
supplying, but they are different. Companies may 
produce some products, which are not able to 
reprocess them. Polonsky and Rosenberger believed 
that this view must change, because wastages are the 
result of companies’ activities and like other 
produced materials can create added value. Since 
wastage marketing assumes the existence of garbage, 
which must be dealt with effectively, therefore it is 
not necessary for strategic greenness. Thus, it can be 
said that wastage marketing is not final solution. 

6. Green promotion: Broadcasting sensitive 
environmental information is a suitable approach, 
which must be regarded in promotional activities, but 
it requires the happening of real changes. Polonsky 
states that before starting environmental publicizing 
a company must perceive that which information is 
important from the standpoints of its customers and 
must be inform them with it [35]. Environment 
Protection Agency (EPA) suggests that such 

information must be educated to consumers who 
must be of the capability to decide effectively about 
mere utilization of green washing (washing without 
chemical powders).  

7. Green consortiums: Another important factor, 
which is effective in the expansion of green 
marketing concepts, is green groups. The findings of 
researches indicate that environmental groups can be 
regarded as a valuable resource in helping to 
companies to perceive useful solutions, utilizing 
suitable tactics and strategies. In short term green 
union can organize its activities. But it cannot afford 
solving potential problems like its different goals. 
 
Green marketing levels: 
 

1. Strategic level: creating fundamental 
change in company’s philosophy  

2. Pseudo-strategic level: creating changes in 
company’s trends 

3. Tactical level: creating changes in 
operational activities (Douai and Fathi) 

 
 

Table 1: Green marketing strategy in 3 levels (with several models of trade) (Polonsky 2001) 
Green strategic Green pseudo-strategic Green tactic  
For being successful in green 
marketing a company must establish 
a strategic commercial unit.  

A green sign is added to a developed 
company alongside of its other signs. 

The characteristics of green 
marketing must be mentioned in the 
central media. 

Goal 

Like Xerox which expands green 
systems compatible with 
environment.  

Analyzing life cycle unified the 
process of environmental designing 
with minimizing environmental 
damage.  

A company must change its 
purchased raw material to a state that 
is less harmful for environment.  

Green 
designing 

BodiShop is expanded with creating 
environment and changing social 
attitudes toward expansion and 
customers’ persuasions.      

British Petroleum has produced 
hydrogen fuels with solar energy.  

Establishing a state-dependent 
company and organizing it and 
competition for highlighting its green 
and practical aspects.   

Green 
localization 

A (car) renting company presents its 
products more rapidly than a seller. 
Purchasers only pay for using a 
product.    

Water company change its pricing 
pattern from monthly rate according 
to users’ consumption unites.    

Saving financial resources with 
preventing energy wastage. 

Green 
pricing 
 

A reverse engineering for preserving 
the position of Xerox in 
reconstruction.  

Creating small packages from the 
sample production for supervision 
and transferring  

A company set its changes on the 
base of concentration on environment 
cleaning systems.  

Green 
supplying 

Coeizland for recovering New 
Zealand’s wastages produces cane.  

Telstar, a phone manufacturing 
company, recovers its wastages 
through an old internal system. 

A company improves its production 
process with decreasing its wastages.  

Wastage 
marketing 

Some parts of BodiShop philosophy 
(Transfer Agency) in most of 
societies/environment are 
transferred by annual electioneering 
and publicizing.    

A company is a set of policies, which 
by stating that its products are useful 
for environment publicize its 
products too.    

An oil production system for its PR 
electioneering highlights its green 
activities for gaining competitive 
advantage.  

Green 
promotion 

A company for unifying its 
managerial domain has accepted a 
representative from among 
environmental groups.   

Sadocorpic (a successful producer) 
has form a long-term union with 
environment protection institute in 
Australia for controlling saline lands.  

A company with competitive 
advantage  have a sudden effect on 
environmental groups  

Green 
consortium  

 
Green marketing challenges: 

 
Green marketing is to confront with special 

identified challenges by the variables of demand, 
perceiving the needs of opponent customers and high 
costs [15]. The distance between environmental 
impressions and green purchasing behavior is an 
important challenge in the markets of green products 

[14]. Peattie and Crane [34] identify 5 factors for 
marketing activities, which lead to green marketing 
failure in a time period: 

Green cycle: Having a responsive attitude by 
public relations for denial or criticizing green 
activities of a company.  
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Green selling: Having an opportunistic attitude 
by including some green claims for present products 
with a tendency to sell more.  

Green product: Suitable interest for this fact that 
green policies will lead to decreasing costs. (Short-
term interest is an eminent goal for most of 
companies and marketing managers).  

Entrepreneurship marketing: Expanding 
innovation for green products of markets without real 
understanding of customers’ demands 

Acceptable marketing: Utilizing acceptable 
models with application of environmental rules with 
regard to an opportunity for upgrading green 
certificates of companies without innovation [24,34].  
 
The advantages of green marketing:  

 
The key opportunity created by the application 

of green marketing is the new playing stage with few 
rivals. In applying green policies a company can 
obtain several advantageous such as improving the 
efficacy of resources, decreasing the company’s 
structural costs, and improving its competitive 
position [35].  

Movement toward greenness is of following 
advantages: 

- Improve the efficacy of resources, and 
therefore decrease costs related to company’s 
structure; moreover, it improves competitive position 
of the company with regard to rivals.  

- Greenness enables the company to gain 
competitive advantage through presenting new 
products or additional advantages for their current 
products. This will lead to the increasing of 
company’s value for customers, increasing of 
customers’ loyalty, which finally lead to led to 
increasing of profitability.  
 
Industrial clusters and environmental crises: 

 
Social responsibility is a vital managerial 

function, and is of vital importance for every 
transaction. Studies have showed that the high level 
of concerns by consumers is totally combined with 
some broad behavioral changes. Despite performing 
concentrated research on environmental challenges 
from 3 decades ago, the condition is more unpleasant 
than before. Scientific leaflets and mass media 
continuously announce about the destruction of 
ecosystems, weather changes, destruction of woods, 
and facilitating the destruction of natural inhabitants 
and generally about environmental crises, which is 
the realities of the present time. We can refer, for 
example, to air pollution in metropolitans across the 
world like Tehran, Isfahan and Tabriz in Iran. We 
can consider this example as part of a system, which 
causes environmental crises. Environmental pollution 
is a serious issue across the world especially in 
developing countries, and nowadays these countries 
are faced with environmental crises. Environmental 

crises affect the lives of milliards of people across 
the world and shorten their life period and affect 
seriously the growth children. World Health 
Organization (WHO) estimates that about 25 percent 
of all mortalities in developing countries are in 
relation to the problems of environmental pollutions 
and their equivalent factors. These crises are due to 
the increasing of regional and industrial activities and 
also increasing of urban population. Among 
developing countries India’s air pollution is at the 
warning level (Indian Central Association for 
controlling environment pollution, 2009, 2010). The 
main reason for this pollution is the regional 
concentration of industries especially industrial 
cluster. In a research conducted by Indian Central 
Association for controlling environment pollution in 
2009, after identifying the pollutant areas and 
ranking them according to their degree of pollution, 
concluded that industrial clusters are of adverse 
effect on environment in a way that industrial 
clusters with the total ranking of 700 and above are 
recorded in the Comprehensive Environment 
Pollution Invoice (CEPI). This number in CEPI is 
considered as a real threat for environment (Indian 
Central Association for controlling environment 
pollution, 2010).  The results from the first research 
indicate that industrial clusters are the major reasons 
for creating environmental crises. In this section of 
the paper we consider industrial clusters to find the 
best framework about integrating industrial clusters 
with green marketing for decreasing environmental 
pollutions.  Studies show that industrial growth and 
expansion is not possible without designing and 
executing suitable strategy. One of the major 
strategies of industry expansion, especially medium 
and small industries, is to create industrial clusters. 
The model of industrial clusters is one of the modern 
models of expansion, which has been studied by 
researchers from 3 decades go.  The experiences of 
some countries like United State, Canada, Italy, 
India, Japan, Australia, England etc. indicate the 
success of this approach in the industrial expansion. 
Also some universal organizations like UNIDO have 
emphasized on the expansion programs based on the 
approaches of industrial clusters and networks. 
Nowadays, most of developed countries utilize the 
strategy of industrial clusters expansion.  Italy, the 
origin of industrial clusters, has studied by many 
scholars from 1970s. In this country, industrial 
clusters in the field of wood industry, furnishings, 
ceramic, drapery, leather and the likes are expanded 
and converted into the most successful industrial area 
in the world. After publicizing the results of many 
researches and studies across the world, international 
organizations related to United Nations introduce 
industrial cluster as an expansion pattern in most part 
of the world. Since then most South and North 
American and European countries use this model 
with applying some changes (for adopting it with 
especial condition of every region).  In Iran, due to 
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the existence of many small productive institutions in 
different fields, establishment of industrial clusters is 
a reasonable strategy, which is primarily introduced 
by establishing the organization of medium and 
small-sized industries. Most provinces of Iran are of 
many competitive advantages in the field of small 
and medium sized industrial and economical 
institutions such as foodstuffs, leather, mineral (e.g. 
rock), furnishings, textile, and fishery, etc. But, the 
activities related to these industries are not of high 
added value for their regions. Domestic studies have 
showed that, at the present time the best and most 
suitable strategy for the expansion of different 
regions of Iran is the establishment of industrial 
clusters.  
 
The concept and definition of cluster: 

 
For the first time Alfred Marshal in his theory of 

economic gains from coalition, has introduced the 
theoretical support for creating cluster or coalition. In 
the framework of this theory, beside the existence of 
natural competition between small companies, they 
considered the members of an independent network. 
The effects of coalition are to the extent that the 
advantages of competition are gained its meaning 
through the framework of this coalition. Due to the 
freshness of the concept of industrial clusters it is of 
some ambiguities in its definition and application. 
Although the idea of industrial cluster is introduced 
by Porter in 1990 [32], after which different 
definitions are presented for an industrial clusters. 
Industrial clusters are generally defined as a group of 
commercial institutions and non-commercial 
organizations in which the key element for group 
members is their competitive actions; the things that 
relate these clusters to each other are the mutual 
relations between its member institutions as 
purchasers and suppliers of their needs, using 
common technologies, common purchasers, common 
distributional channels, consulting and saving public 
labor force. Competitive companies create 
competitive clusters, and economic attractions will 
finally connect clusters to each other [12]. Although 
some researchers emphasize on the role of social 
capital in mutual relations between different 
institutions of a cluster, but it is possible that the 
benefits from this coalition do not transfer to some of 
these member institution. The non-commercial 
organizations in a cluster include universities, 
colleges, and non-governmental institution as NGOs, 
guild and non-guild local associations, and the likes. 
These elements are considered as allied and 
supporting institutions in the literature of clusters, 
which are very necessary for the success of clusters. 
It is difficult to define industrial clusters practically, 
especially if we try to include all of its dimensions in 
our definition. On the other hand the dimensions of 
space and time are the main factors, which effect 
clustering decision-making. Moreover, the data and 

applied material may impose some limitations on the 
definition. But it may not necessary to include all of 
these dimensions in the definition of cluster. In the 
following section we present some definitions of the 
cluster by different researchers and select one, which 
is acceptable according to research goals.  

- A group of companies with strong vertical 
connections located in one region, which are not 
necessarily close to each other geographically [32]. 

- Second and new definition of Porter: The 
cluster is the geographical concentration of 
institutions and companies related to each other in a 
special filed [31]. 

- In its most general sense, cluster is referred 
to localization of economic activities in a special 
field. The things that make clusters attractive to 
policy makers are opportunities related to collective 
efficacy, which originate from external economic 
gains, the lowness of transactional costs, and 
collective measures. In this regard mere localization 
of companies without having relation with each other 
cannot increase collective efficacy. It is the external 
exchanges and effects, which attract attention. 
Therefore, the cluster is relatively a large set of 
economic institute, which are located in an especial 
location, are of given specialized history, and in 
which the inter-institution trading and specialization 
of institution is very remarkable [3]. 

- Geographical concentration of institutions is 
called cluster. Such concentration will lead to 
external savings. Also the existence of cluster will 
lead to absorption of foreign marketers and helps to 
the appearance of specialized services in different 
technical, financial, and managerial aspects [17]. 

- Clusters are groups of companies and 
organizations concentrated in a given geographical 
region, which form relations of products and services 
between groups by internal dependencies [21]. 

- Cluster is a set of companies concentrated in 
one geographical region or district and are of 
common opportunities and threats. These companies 
produce and present a set of related or 
complimentary products. Such localization will lead 
to the creation of related businesses and helps to the 
appearance of specialized services in technical, 
financial, and managerial aspects](Yonidu, Irannejad, 
and Razavi, 2003). 

Generally, industrial clusters are a group of 
economic and non-economic institutions, which are 
of vertical and horizontal relations, and cooperate 
and compete with each other. There are different 
cooperative backgrounds between them such as 
common purchasing, utilizing common distributional 
channels, technological communications, common 
researches, common managerial training, collective 
standardization programs, common market studies, 
purchasing common utilizable technologies, and 
utilizing common labor market like formation of 
common human capital [12]. 
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If we review the definitions presented by others 
it will be out of the scope of tis paper, and we do not 
add to our information about the definition of cluster. 
For facilitating the perception of the definitions we 
outline the important points: 

1- Concentration in one geographical region 
2- The existence of intra institution and intra 

industrial relations 
3- Arranging institutions longitudinally in the 

clusters (vertical relations) 
4- The existence of non-commercial 

organizations alongside commercial ones inside a 
cluster 

5- The cooperation between institutions and 
performing common and collective tasks 

6- The existence of competition between 
members 

7- Having same specialty in institutions of a 
branch or special industrial group (formation of value 
chain) 

8- The existence of  common threats and 
opportunities for institutions inside of cluster 

9- The appearance of specialized technical, 
managerial and financial services 

10- Dependency to an especial geographical and 
economic regions 

11- Increasing of competition and cooperation 
in the cluster 

12- Collective efficacy and exploiting external 
economic gains. 

With regard to the stated points we can present 
the following definition for an industrial cluster: 

An industrial cluster is a set of commercial and 
non-commercial institutions in one geographical and 
economic region which are of vertical and horizontal 
relations for producing one or several similar and 
related final product(s) in order to acquire external 
economic gains and despite their competition they 
are of collective cooperation and common measures. 
The internal relations of these institutions decrease 
the costs and facilitate accessing to the institutions, to 
knowledge and technology production, selling 
markets and supplying customers’ demands.  
 
Industrial clusters and its components: 

 
The new approach presented about the subjects 

related to regional and industrial cluster is more 
comprehensive than the theory of Pro and 
Hirschman. In this approach depending on natural, 
organizational or other advantages, different regions 
must pay more attention to the expansion of some 
clusters and facilitate different dimensions of these 
clusters. In this way they can act successfully in 
national and international markets and gain access to 
most valuable parts of value chain in related goods 
and able to reform and restructure the existing 
structures against universal ups and downs (Irannejad 
& Razavi, 2003).  

A cluster consists of 3 main groups of elements, 
Figure 1 shows the manner in which these 3 groups 
of elements are cooperated and implemented.

  

 
 

 
Fig. 1: The main components of a cluster and the manner of their establishment (general structure of cluster) 

 
These major elements alongside with the 

following ones, beside moving toward specialization 
and accepting a specialized identity can decrease 
their costs and exploit external and internal gains 
from the scale and also movable and immovable 
gains from the coalition. Internal dependencies 
between institutions of a cluster are a key for success 
and the identity of a cluster. These interdependencies 
of institutions are formed through intermediates and 

the created cooperative atmosphere, which are 
facilitated by public, governmental or local 
institutions. Therefore, it is observed that cluster-
oriented industrial expansion by involving regional 
institutions facilitate the formation and increasing of 
tangible and intangible capitals [27].  

The communicational parts of institutions are 
also by suitable saving in labor force in different 
proficiency levels, saving in service - technical 
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specialties in repairing and maintenance of 
machinery and also by creating reserves of social 
capitals related to common individual and group 
measures by institutions of a cluster, play their role. 
Following graph shows these communicational parts 
in a simple way.  

Despite that inside of a cluster contains both 
vertical and horizontal relations. In vertical 
association, different parts of production (production 
phases) and common services are done in a single 
local complex in which inputs and outputs of an 
especial product is developed. In horizontal 
association, similar institutions of identical products 
are concentrated in a single place and despite their 

competition, cooperate with each other in many 
affairs [26]. Existence of a reserve of skillful and 
specialized labor force, presence of the producers of 
higher order goods, presence of service supporting 
institutions, facilitation in information exchange and 
in the formation of business and public services such 
as credit, insurance, marketing, legal, educational, 
and consulting services etc. in a single place known 
as cluster will lead to the decreasing of costs and 
specialism. This supports the presence of cluster in 
the regional economy and makes its formation 
reasonable. Following graph represent this process in 
a better way. 

 

 
 

Graph 1: The internal dependencies of institutions in an industrial cluster. 

 
 
Graph 2: The process of cluster formation and its results 
 
The importance of cluster expansion for policy-
makers: 

 
Although government is not directly responsible 

for the distribution of expansion resources in the 
cluster, but due to different reasons, the expansion of 
industrial clusters is important for policy-makers: 

1) Since by the expansion of clusters, the 
institutions inside of them are work with more 
efficiency and with more specialized facilities, 

industrial clusters can be the stimulating engine for 
national and regional economy. In this way the time 
in which they response to the market will be very 
shorter than the time they response individually. On 
the other hand the related institutions and research 
centers reach to new and high level of innovations.  

2) The expansion of private institutions in the 
form of clustered expansion, due to the increasing of 
cooperation and performing cooperative activities, is 
of high efficiency. Moreover, the cost of government 
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interference in each individual unities very high and 
its efficiency is very low. Furthermore, in the case of 
the success of expansion process, this pattern will be 
a good sample for generalizing it to other regions and 
clusters.  

The eminent dimension of the abovementioned 
subjects is the concentration of policy-makers on 
empowering instead of direct interference in the 
results, which will lead to stability of expansion 
through this method.  

Correct selection of clusters, with regard to the 
degree of their efficacy on regional and national 
economy, is of remarkable effect on the success of 
policy makers in this field.  

 
Discussion and results: 

 
Since the major goal in presenting the model of 

green industrial cluster is for ending to the 
environmental crises of the country (Iran), therefore 
it follow some goals such as ending to environmental 
crises of the country, decreasing the level of crises to 
an acceptable level by creating green industrial 
clusters, attainment to the optimization of resources 
and energy usages, and investment for decreasing or 
eliminating environmental pollutions. The findings 
indicate that integrating green marketing and 
industrial cluster will lead to creation of green 
indusial cluster, which can be effective in mitigating 
the environmental crises of Iran  
Applied suggestions:  

 
With regard to the research findings, we present 

some suggestions. According to the findings we can 
establish a unified system for mitigation of 
environmental crises; we suggest that industry 
owners and authorities in charge of environmental 
organization to include the manner of reaching to 
green industry in their strategic planning and utilize 
the research finding for generalization of greenness 
for other industries. With regard to the fact that air 
pollution and environmental crises are increasing 
with the growth of industries, and since industrial 
clusters have been expanded scientifically from 2006 
and their owners, i.e. the organization for industrial 
towns and small industries do not show any tendency 
to their potential environmental crises in the future, it 
is suggested that concurrent with identification and 
expansion of industrial cluster in the country, they 
must expand green marketing strategies and technics 
in these newborn and expanding clusters and in other 
words develop a green industrial cluster. In this way 
we reach to an industrial cluster in which all 
environmental issues are regarded. 
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