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The Buy QuietProgramorganizesmarketsfor quietproductsas a methodfor
inducingnoisereductiontechnologiesinto productdesign. It combinesproduct
developmentand marketingstrategieswith publicorganizingstrategies.Itorgani-
zes new marketentitiesand stimulatesmarketcompetitionfor quieterproducts.

From the productdevelopmentstandpoint,thereare two identifiedproducts.
The first is a procurementmethodwhichincorporatesa dollarvalueincentive
for lowernoiselevels. Thisincentiveinducescompetitionamongsupplying
firmsto lower,noiselevels,whilekeepingitspricecompetitivein orderto
win the sale. Thisproduct(orprocurementmethod)is thenpackagedwith
otherinformationand servicesand marketedto institutionalbuyers.

The institutionalmarketis segmentediqtopublicand privateinstituions, ."
wherethe publicinstitutionsare primarilystateand localgovernments.'The
marketingfunctionis designedto appealto thegovernment'scharterto enhance_
comunity values. In essence,governmentspromotepeaceand quietin their•
neighborhoodsby procuringquieterproducts.Marketingchannelsare structured
to reflectrepresentativeinterestswithinth_communityand governmentstruc-
turewhichneedto coalesceto supportsuchprocurements.These interestsin-
cludeneighborhoodgroups,electedoffidials,environmentalofficials,procurement
officialsand userdepartments.A coalitionof membershiporganizationsat the
nationallevel,representingtheseinterest,becomethechannelsthroughwhich
thismethodof procurementis marketed.

Governmentswhich"buyquiet"are thenusedas themarketingchannelto .
localindustry.In essence,localor stategovernmentsinviteindustrieswithin
theirjurisdictionto jointhem in procuringquieterproducts.The techniqueis
to appealto thecommunityrelationsor publicimageobjectivesof localindustry.
Largenationalfirmsand tradeassociations,are contacteddirectly. Organizations,
•whosenationalimagewould be well servedby theircooperationwithsucha program
are primarycandidates.

As governmentsand industries"buyinto"the systemand theirnumbersgrow,
theiraggregationconstitutesa "marketfor quiet." Thisnew marketitselfbe-
comesthe secondproductwhich is in turnmarketedto supplyingindustries.
Industrialfirmswhichsupplynoisyproductsfindopportunitiesto expandtheir
marketshareby competitivelyreducingproductnoiselevels,differentiatingtheir
product,andmarketingitsquietercharacter.This furtherstimulatesdevelopment
of themarket,so thatthe system'sdynamicsareall directedtowardthe develop-
ment,marketingand procurementof quieterproductsat competitiveprices.

Thesedynamicsare acceleratedandmade feasiblethrougha welldefinedstyleof
operation. This style is dictated by techniques inherent in public organizing stra-
tegiesand the decentralizednatureof markets. The managementstyleis facilitative
ratherthan directive,fostersdecentralizedinitiatives,and is designedto pro-
mote an organicstyleof growthwhoseenergiesare basedin grassrootsactivities.

Simpleextensionsof Buy QuietintoBuy Clean,Bu_Safe,Buy EnergyEFficient,
and other relatedsubjects,give it broad--ion tomany productre]atedsocial
issues. Broaderstillis the possibleapplicationof thegeneralapproach,an ap-
proach which we have called "Social Entrepreneuring," to non-product related issues.
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