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1. 

Task

You are required to consider the importance of the sustainability agenda to organisations and their marketing, critically evaluating contemporary academic literature on the subject and considering its potential impact on the whole discipline. 

Your answer should include (but not be limited to) the following:

1. Definition and discussion of sustainability. 
	Sustainability is when a process in a certain situation is maintained at the same level for a long period. In an organisation, sustainability can be seen when the company has a balanced structure within the organisation internally and externally. This is to know whether the company is suitable for a certain type of industry, society or business. There are various definitions of sustainability. There are general definitions and also business-specific definitions.  
	According to the World Commission on Environment and Development (1987), sustainability is a strategy when progress has met contemporary needs without compromising the capability of future generations to meet their needs. Generally, the ideas of the needs are supposed to be the essential needs of a person that is important to them. It also comes with the capability to meet the current and upcoming needs with having the restriction on technology and organisation towards the environment. 
[bookmark: bbb0160]	Based on the academic literature by (Crittenden, Crittenden, Ferrell, Ferrell, & Pinney, 2011; Elkington, 1998; Melville, 2010), sustainability three dimensions is called the ‘triple bottom line’. It was proposed by Elkington in 1998 considering the economic, social and environmental. According to Melville (2010), the environment in the three dimension is in which the organisation’s moves towards conserving the natural resources in the delivery process (Sivarajah, Irani, Gupta, and Mahroof, 2019).
	Other than sustainability towards the environment and natural resources, sustainability also includes the social and economic resources which are known as sustainable development. 
	According to Hill (2001), the economic aspect implies to the organisation’s potential in making a profit while based on Dyllick and Hockerts (2002), the social implies towards the charitable in their organisation’s community. If an organization has fully implemented the triple bottom line, their company is considered moving towards fully sustainable (Elkington, 1998; Hauger & Kock, 2007; Sivarajah, Irani, Gupta, & Mahroof, 2019). 
	Based on Belz (2006), sustainability marketing involves building and maintaining adequate relationships with the consumer and public environment and also the surrounding environment. 
	Nowadays, sustainability is important for the marketer’s scholars as it has been viewed as an active way for firms to achieve their competitive advantage by differentiating their products (Menon and Menon 1997; Porter and Van der Linde 1995; Connelly, Ketchen & Slater, 2011). From the marketing perspective, sustainability is defined to fit the goals and purposes of a specific company variously for the different organization (Cerne, 2008; Frostenson et al., 2010; Jones et al., 2005d, 2008; Fuentes, 2014).
	According to (Anselmsson and Johansson, 2007; Cacho-Elizondo and Loussaïef, 2010; Girod and Bryane, 2003; Jones et al., 2005b), sustainable marketing is a practical element and should be accomplished by involving a lot of practices that can pass sustainability. Sustainability in marketing is crucial for retailers as they can build value within the customers, brand image and increase the demand for sustainable products (Fuentes, 2014).
	In conclusion, as sustainability helps in giving an advantage to the firms, every marketing scholar should put sustainability into account in their marketing research and strategy towards making their organizations plan. 
	
	 

2. A critical review of contemporary literature which identifies key issues in marketing and sustainability.
	There are some key issues found in marketing and sustainability based on these contemporary literatures. The key issues that were found are eco-efficiency, socio-efficiency, green environment, social and societal marketing, sustainability marketing mix, and ecological. 
	Based on Heath and Norman (2004), the individual needs of each investor communities need to be catered by the organisation to achieve sustainability. The efficiency of marketing and operations can be improved by fulfilling the role of marketing in identifying their needs, operations and technology (Melville, Kraemer, & Gurbaxani, 2004; Merono-Cerdan & Soto-Acosta, 2007). This will then help towards overcoming the key issues as stated. 
	According to Dyllick and Hockerts (2002), business-2-business company sustainability can be attained by conveying the issues in eco-efficiency and socio-efficiency. A product that is environmentally friendly and with competitive pricing is known as eco-efficiency. It is the marketing-based concept in a company to upgrade their quality of life and to meet the stakeholder’s requirements. Furthermore, when the operations are minimized due to an unexpected event, it is called socio-efficiency. For example, socio-efficiency happens when an accident in the workplace caused an injury to the staff.
[bookmark: bbb0355]	Based on Hart and Milstein (2003), high business performance can be achieved when the business is synchronized in different aspects. The concept of sustainability engages stakeholders by raising awareness of sustainability related issues, delivery of sustainability-oriented requirements and thirdly is proving pointers of sustainability related progress by corresponding them with business practices (Hill, 2001).
	Another key issue in marketing and sustainability are green marketing. Green marketing issues were raised when companies did not include much information on environmental relations in their marketing strategy. Based on Mintu and Lozada (2015), green marketing is the application of marketing tools to enable interactions that meet the organizational and individual goals where the conservation, defense, and maintenance of the physical environment are maintained. 
	Another definition of green marketing is based on Dam and Apeldoorn (1996), where a company moves towards an enhanced environmental performance by focusing on the market push and governmental pull. There are three different concepts relating to marketing to the natural environment which is under environmental marketing are ecological, green and sustainable (Dangelico and Vocalelli, 2017). 
	The definition shows how green marketing is implemented for a clearer environment surroundings and process. There are two conditions in green marketing which are to satisfy customer satisfaction and develop a high quality of products that is environment friendly. However, the green environment is not enough to settle the social environmental issues as their community and governments have to contribute to it (Wymer and Polonsky, 2015). 
	Other than that, customers could buy products with a low environmental impact with a larger amount. Therefore, they have reached the same level of environmental effect which is called the ‘rebound effect’. According to Hertwich (2005), the rebound effect should be observed as it could stand in the way of green marketing welfare. Hence, social welfare will not be at its best if green marketing is acted on its own. 
	In conclusion, based on the contemporary literature stated by the author, an organization needs to resolve the issues found within their workplace environment internally and with their customers to improves company deficiency and gain more customers for the sake of their company’s future. 

· 

3. An evaluation of the impact of your findings on marketing for professionals and consumers using evidence from a range of industry examples.
	
	The key issues discussed were eco-efficiency, socio-efficiency and green marketing. These issues give a big impact on business with a variety of companies on different industry backgrounds.
	Eco-efficiency is implemented when a company uses less energy while producing more product. This gives a competitive advantage towards the business as they increase resource productivity while reducing the material and energy used to make the goods and services. The production and consumption give impacts to both consumers and producers as they consume the raw materials needed for production. Consumers can have greater durability in their products with an increase in service (IISD, 2013). 
	Unilever is one example of a global company marketing fast-moving consumer goods. Their goal is to lessen the environmental mark in their procedure and moves towards a biodegradable economy by 2030. Sustainability is a part of their corporate identification where they target from the bases to the production process and operate everything from energy, water, carbon dioxide and waste. They want to be able to generate less waste with fewer resources efficiently (Unilever, 2019).  
	Socio-efficiency is the relationship between the firm’s economic value and its social impact. According to the Dyllick - Hockerts model of corporate sustainability in 2002, in the business case, the negative impact is minimized and positive impact will maximize which will, in turn, give benefits to the company (Young and Tilley, 2006). For example, a company minimizes staff accidents at work and maximizes their health benefits and training.  
	For example, the Day Chocolate Company which aims towards helping Ghana’s smallholder cocoa producers. There is a positive impact between the cocoa farmers and the local community as well as consumers as evidence. The working conditions and chocolate production are an example of socio-efficiency in the company (Young and Tilley, 2006). 
	Thirdly, green marketing is when a company moves its brand towards more environment friendly marketing so that their consumer core values can be focused on going green. For example, Ben and Jerry’s has a green marketing strategy. Their mission in selling their best ice cream is by distributing and promoting business practices to respect the earth and environment. 
	Ben and Jerry’s goal is to build a better world by selling more ice cream. They have an effort in fighting for climate change and finding ways to reduce their environmental impact which is by reducing their carbon footprint and a greener freezer so that they can achieve their goal of 100 percent clean energy in US sites by 2020 (Daan, 2015). Ben and Jerry’s turns ice cream waste from the manufacturing processes into clean energy that helps power the plant in their greener freezer technology (Ben and Jerry, 2019). 
	However, some countries are still new to green marketing issues.  Although the concept of green marketing has been widely spread in western countries, the issue is still relatively new to a certain country. For example, in Malaysia, the media do not reveal the concept of green environment a lot. Therefore, the public does not have to get much information on green products. These lead to less market demand for green marketing in manufacturers (Osman, Othman, Salahudin, and Abdullah, 2016). 
	In conclusion, the key issues stated are an opportunity to transform our economy and workforce into a clean energy economy towards a better future. With climate change, these key issues are not enough into moving towards a greener environment as there is much more work to be done. On top of that, these issues should be spread worldwide to every country so the future company will focus more towards green products. 




4. Present your conclusions on how marketers within the industry will need to respond to these issues, providing justification for your recommendations. 
	In conclusion, marketers within the business industry that focuses on sustainability will need to know how to respond to the issues on eco-efficiency, socio-efficiency and green marketing. Based on the marketer perspective, every company should have a problem-solving principle towards their marketing prospects (Wainwright, 2012). Therefore, it is easier for them to find a solution when a problem occurs. For example, when an issue regarding the socio-efficiency within the working condition occur, the company can find a solution right away after knowing the bases of the main problems relating to their employees. 
	Furthermore, people from the front line is the most helpful in the business. Their employees from marketing sales, services and support are the first to hear all the problems and complaints from the customer. They can later document all these problems towards different department in order to find the best solution for their customers benefit (Wainwright, 2012). Therefore, they have more knowledge in knowing what is best for the company future and improvement in promotion and advertisement. 
	Moreover, social media is a very important tool in every industry. Business can communicate with consumers and suppliers easily with the use of social media. It is easier to monitor in every aspect and at the same time can build a stronger relationship with the customers and other business in the same industry (Wainwright, 2012). Marketers can communicate and get the feedback with their customers through social media account such as Facebook, Twitter and Instagram. 
	With social media, marketer can also raise awareness on the importance of environment and the social issues as a part of their marketing strategy. Companies can create events, campaigns and even workshops. With these events taking place, it will bring greater awareness as they have their own activities and competition taking place in their own organization (Lamoureux, 2017). 
	There is also an advantage to the marketing in business where cost can be reduced in the process of innovation, production, packaging and distribution. This is when the company can lower the prices while increasing their profit which in turns gives the company a cost advantage and an increase in the quality of products (Martin & Schouten, 2012). These slow steps can lead to long-term cost savings. 
	Another advantage that can be seen in sustainable company is when they can easily attract and retain employees. A sustainable company working environment can enhance their employees’ enthusiasm, productivity and efficiency (Reutlinger, 2012).  
	There are a few recommendations that can be implemented in the company to improve their sustainability. A company that focuses more on the quality can create a powerful and vibrant content. For example, an advertisement from a company can be short and simple but the message is powerful enough to gain customer’s attention. 	Marketers should know how to maintain the focus and prioritize in investing more time in doing in-depth research to get the best content for their brand. Based on Biedenbach and Manzhynski (2016), marketers need to enhance their knowledge and beliefs on the corporate level to motivate and empower their followers. Hence, the engagement will lead to maintaining the existing customers and at the same time attracting the new ones.
	Finally, with sustainability in a company, every brand will think of their customers first before putting into any other action. Customers tend to care for their value, ethics and beliefs before making any life decision that will give impact towards their lifestyle. Therefore, by putting that in hand, marketers can close that values-action gap faster by showing customers what sustainability can do to them (Townsend and Niemtzow, 2015). Once the value offered by brand is in place, customers can choose their brand and product easier and they can ensure on maintaining the environmental practices. 
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