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What is sustainability?
Sustainability was originally more concerned with forestry as in the Brundtland report it was stated that “Sustainable development is development that meets the needs of the present without compromising the ability of future generations to meet their own needs” (Brundtland commission ,1987) this was one of the earlier mentions of sustainability and was based on the premise that we should not use more resources than what we make/need so that we will not run out of that resource in the future and similarly in a more recent report has said that sustainability  is the ideal of “maintaining the wellbeing” (Kuhlman, T & Farrington, J,2010) this is largely in proportion to the environment due to the idea of climate change effecting the earth. Due to these changes there have been shifts in many ways being it socially, technologically or politically. however there is much change environmentally as there is the concerns that due to climate change the population is in trouble this has called for more people changing ideologies and morals meaning that there is means for businesses to change the way that they think when marketing and that is what this document will cover. 
So in political terms there is a rise in political movements surrounding the idea of climate change and there is a need to change a large part of this was the 16 year old Swedish student Greta who has been giving speeches about the endangerment this shows that the youth of the world are even concerned about the environmental changes that are in place and how people need to change in order to save the planet this has caused a mass media phenomenon with even celebrities speaking highly of Greta such as Leonardo DiCaprio mentioning high praises about her on social media. 
Sustainability issues and businesses 
it seems that today there are a number of issues within sustainability and  this then creates issues for businesses cause they will have to be able to adjust to the situation so that they don’t miss out and get stuck in the past and have other businesses that are making the vital change to be getting this new generation of customers these issues are things from the global climate, the rapid increase of the population all the way to globalisation where the there is a gap closure between rich and poor nations using the using the worlds resources (Charter, M et al, 2002) this can have a knock on effect as people are likely to begin to care how businesses run if it is in contradiction of the problems an example a business who could have a high waste rate may be seen to be not doing anything to fight against pollution and waste dumps or maybe in the case of businesses that take part in deforestation can be seen as squandering valuable resources and killing the environment and this can badly effect a customer’s perspective of a business an example of this idea of deforestation is the huge impact with palm oils “Companies using Indonesian palm oil in their products are vastly underestimating the risks to their business from deforestation” (Holder, 2019) issues such as that have lead to people boycotting palm oils and companies involved could have a potential risk of bad reputation. Iceland did however make a television advert that showed this loss of and death of orangutans which was banned as it was against advert regulations however it still had a massive impact as it had 13 million views and had 720,000 signatures to get the ban lifted but this was not successful (Bicknell, Slade and Struebig, 2018) this same article goes on to say that boycotting may not be the answer to this problem but  could in fact be the escalation of it as the problem may just shift on to an alternative product and maybe escalate and become worse. However, stemming off of this problem is unilever and their initiative for sustainable palm oil where they claimed that they “aim to build a supply chain that delivers more efficient land use and forest protection” (Unilever, 2019)
The other issue as mentioned before is the rising population this can cause issues due to scarce resources and the more people there are the more resources the earth will consume and it is said that the growth makes it difficult as  “No environmental problem is made easier by increasing the population” (Bridgeman, 2017) this statement is basically saying that this growing population isn’t necessarily the cause of the issues but is a contributing and causal factor in the decreasing state of the environment unless changes can be made however this issue can actually benefit businesses but in the arguments of (Headey and Hodge, 2009) they theorise that the growing population has a relationship with the also growing economy saying that they are linked  the better the economy the better off businesses are and a growing population in terms of marketing is that there are more people to market towards which can be a big help but could also become more challenging due to the varying views of the newer generation to the older.
With the issue of globalisation is worried to also lead to the downward spiral of loosing the finite rescores as “Environmentalists worry that globalization will encourage greater consumption as more goods are marketed to more people” which is a worry considering the also raising population. The problem of more people and less resources is a dangerous problem that will be hard to over come but as from a marketing perspective this can be spun as marketeers can market to be less wasteful and more efficient with the resources they have  such as the company Patagonia that where their “Wetsuits are made of natural rubber and plastic bottles are turned into parkas” (CARE2, 2019) this shows the consumers that the business cares about the use of rescores and reuses them instead of continuously using new materials this can increase the brands reputation and in turn more customers consider the product.
All previously listed problems can easily contribute to global warming but it is how businesses deal with these issues that can bring benefits or drawbacks to a business and that is where green marketing comes in “The term "Green marketing" refers to the planning, development and promotion of products or services that satisfy the needs of consumers for quality, output, accessible prices and service, without however a negative effect on the environment, with regard to the use of raw material, the consumption of energy etc” this can come in handy for businesses as there is a shift in how marketing works it used to be the needs of the consumer at the lowest price possible but now there is a call for there to be more products that still serve the customer well but be able to in a more socially and environmentally aware manner thus comes in the new way of marketing. “ new paradigm has emerged requiring new strategies with a holistic point of view and eco-innovative product and service offering.”( Ottman,2011) tho
There are many businesses today who partake in this form of marketing a major example are businesses changing to paper straws such as Wetherspoons and McDonalds  “Last June, the US fast food chain announced it would end the use of plastic straws in all 1,361 branches across the UK after nearly half a million people called for the company to make the change “(O’Malley, 2019) this was an attempt to go eco-friendly however in the case of McDonalds this did not go down well at first as they received major backlash due to the poor design and they would “ruin” the drink but after a while people got used to them.
Another form of green marketing would be Ikea use of solar panels as their “long-term goal is that all IKEA buildings shall be powered using 100 percent renewable energy. We also work to improve our overall energy efficiency. (IKEA, 2019) this is a huge step for a company as it can show that they are doing their best to show that they are doing something that can make the world better off when facing these problems in the future.
Now there is also the discussion on whether or not this marketing actually effects the consumers behaviour a study was conducted in Mauritius to find out if this was the case and in this Scenario yes it did but some people wanted more concrete evidence to be sure that their product falls under the green product margin but mostly this kind of marketing worked (Pudaruth,2012) additionally a study was conducted in Malaysia, and this research looked in to the effect of green marketing tools such as the eco label, eco brand and environmental advertisements and that study showed that the eco labels were effective in giving the customers the knowledge and intention to buy but did not attribute directly to their purchase behaviour, however the same study showed that the eco branding had a positive impact on buyer behaviour as consumers take action by purchasing green branded products, lastly the environmental advertisements did not show the same effect as people had low trust in them due to the over use of them.( Rahbar.2011) this showed that there are methods of trying to change or persuade the consumers behaviour however sometimes not enough to get them to make the switch from the products they are used to. However this being back in 2011 could be considered perhaps dated but this allows for a comparison of how things may have changed and other findings in more recent reports say that green marketing is more effective when it comes to green marketing as it is seen that the consumers having the knowledge of a product being “green” or “eco-friendly” have the perception of higher value of the product making them more willing to spend the money on the green product as they see it as a better investment in to the environment.(Alex and Mathew, 2018) this shows the paradigm shift over the years where people are beginning to care more about the problems with the environment.
conclusion
Now in this new age where people are beginning to see consequence for their actions people feel more willing to purchase products that the perceive to be better for the planet and to say that they are helping in the effort to stop climate change the biggest issue of the day that everyone is talking about and concerned on the effects it will have as it has been claimed to be devastating. The way of marketing now has room for change they can change to go with the opinions of the public and get on their thought process to be able to market aimed towards their concerns as if you can solve the issues that they have or at least contribute to the solution could lead to a better customer following and lead to a better way to market products as you are addressing the audience correctly. Although the overuse of this can also lead to the opposite effect as the consumers may think that it is just simple marketing ploy and that there is no genuine desire to do good which could make the brand gimmicky and have perception of having false pretences. 
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