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The purpose of this essay is to discuss and analyse the importance of sustainability in marketing for organisations, in addition to identifying and evaluating the key issues that could have an impact on marketing. These findings will be evaluated on marketing by using examples from a range of industries. Recommendations shall be provided later in the essay. 

It has been argued that the definition of sustainability is to meet the needs of the present and not compromising the fact that future generation’s needs should be able to meet. Adding to that, it has been defined as, “ the quality of being able to continue over a long period of time”, Cambridge Dictionary (2019). On the other hand, sustainability is seen as maintaining both environment and the human health whilst having good management, to encourage the use of renewable rather than raw material, minimizing and the attempt to eliminate pollution and toxic waste that may have a negative impact on the environment and the human health. Hence, apply a moral obligation on organisation who are involved with exploiting natural resources to be used instead and find more sustainable alternatives, Charter et al, (2002). Now a days the environment is linked with the word green, which indicates to the exploitation of using more natural resources for sustainable alternatives that cause less damage to the environment. Backing up the first definition above, sustainability growth is explained as an era where the economic growth is forceful in the same time socially and environmentally sustainable. And economic can be sustainable if it met the need of the present with out compromising the the future generation from meeting their own needs. Economic sustainability should be based on social and environmental sustainability, the reason for that is that there can not be an economy unless there is a planet. This puts an emphasis on the importance of the environment sustainability, ( Charter et al, 2002). 

Pope et al (2004) argues that, in order to have an economic growth, firms and industries should consider greeing up their production. Now a days, the word green is linked to the environment. Green consumption is using more environment sensitive products that cause less damage to the planet. Consumption sustainability does not necessarily mean using less, it may mean using in different and more smarter ways. This should be taken into consideration when organisations and firms are planning and preparing their marketing. Marketing is about a collection of management and techniques which is orientated at providing the consumer with value, (Peattie and Charter, 1999). CIM explain marketing as ‘ the management process for identifying, anticipating and satisfying customer requirements profitably’, (CIM, 2019). Therefore, some leading companies have adapted the greener marketing approach. This means, a management process that identifies, fulfil and satisfy the stakeholders needs, whilst not affecting the human wellbeing and the natural environment, (Polonsky and Ottaman, 1998). Kotler (2008) explains that marketing consist of five concepts, the product, production, selling, marketing and social concepts. These are seen as the core of the marketing activities and are required to satisfy and fulfil the needs of these and demands and these concepts and become more sustainable. However, industries are faced with issues when they attempt to approach these concepts with sustainable methods and ways.   

Business these days “ need to accept the moral imperative towards planetary ecological problems”, (Charter et al, 2002). Sustainability has a wide range of issues, such as population pressure, production and consumption, globalization, global warming and the climate change, genetic engineering, acid rain and ozone depletion. These are considered the key issues the sustainability faces according to Charter et al, 2002. On the other hand, it was reported in The Guardian that selling sustainability remains to be considered difficult. They continue to say that surveys revealed that people pay alot of attention to the social and environment credentials. However, reported in 2012, a study showed that despite the increase in the number of consumers who showed their concern about the environment, there was a decrease in the sustainable purchase behaviour in the key markets such as Japan, China and the US. In order to confront this problem, Sustainable Lifestyle Frontier Group was established. Some companies such as Walmart, Disney, eBay, McDonald’s and a few others have dug into this problem for almost a year to come up with a solution for this problem. They have come to a conclusion that there is values- action gap in the consumer behaviour. Although, there is a gap they believe that the problem lays in the value the brand offers and not in the values. As a consumer they will think t themselves, what is in it for me? Sustainable products are better for the planet, however, are they better for the consumer in their opinion? These question will remain a struggle to fulfil, (The Guardian, 2015). 

Although organizations are attempting to embed sustainability in their strategies, they are still faced with challenges. For example, Unilever admitted that trying to persuade consumers to buy more sustainable products remains a challenge, and have not seen progress as much as they would have liked to since they have started their sustainability strategy, (Baker, 2012). one way of addressing this problem would be as, Parsons and Maclaran (2009) explain, small actions make a difference. When an individual make a small action, then multiplied by more people, the result will be big, which then make a difference. Consumers must see that their actions, how small they may be , will make a difference if everyone has the same mind set of it. Consumer behaviour is seen as the biggest challenge in sustainability marketing, how to persuade the consumers that the environment is considered their problem as everyone else is. As mentioned earlier , they only look at what is in the product for them. Again the value plays a big part. Therefore, industries, should find solutions, to attract consumers to products that are sustainable and environment sensitive with value that the consumer would consider buying. On the other hand, as for companies they could address sustainability by either being responsive to the need for a better environment and better quality of life, or it can feel the impact from the consumer and stakeholders pressure. The increase of awareness in this area,has led to new understanding and frameworks that have been responsive to them, (Porter, 2004). 

For some companies, sustainability lies within the heart of everything they do. For example, Automotive contributes billions to the economy. they invest in their staff training and development, from reducing emission to production and products, this way they ensure they are leading the way to sustainability, (Smmt, 2019). 

Achieving the right balance between economic progress and environment care is vital for industries. It has been reported in the SMMT that the automotive industry  have made huge attempts to reduce their impacts of their products on the environment. However, it has been argued that consumers, when it comes to the automotive products, do not consider the environment impact as much. Which in result, puts the pressure on the industry itself to produce products with less harm to the environment and planet. As Charter et al (2006) states that industries should consider sustainability as requirement not a choice. And as Vagasi (2004) stresses that the marketing philosophy is to expand meet the needs of the future generations, therefore, consider sustainability as a requirement and balance it with their economic performance and progress. Nevertheless, there are three aspects to the sustainability development, the social, ecological and economic. These three must be taken into consideration by industries and try to balance between them for better and sustainable marketing impacts.   

Companies have different levels when it comes to commitment to the environment, some can be pro active and would look at the potential threats and opportunities that may rise from the sustainability agenda. Some may respond to match competitors in order to attract more stakeholders and apply pressure for future changes. Marketing will respond to these issues in various ways, this depends on the size of the industry, their culture and the marketing style. It could be customer led, communication focused or product led. Hence, in order for the marketing to respond they should look at and address questions from strategic, the board to technical. Questions would include and check whether the marketing plan looked at and analysied some sustainable issues that may have an impact on their activities, to checking if a company research was conducted to look at the  impact of sustainability issues to many more questions, (Charter et al, 2002). Companies need to develop and have a clear understanding and position on sustainability issues if the are looking at attracting new customers and retain their future growth. 

Reusable products and environment friendly are ways which companies promote and market their products. Since that the brand is become very important in the consumer market, companies aim for a strong brand and are keen to develop. Therefor, sustainable issues become linked to the reputation and brand trust. Some companies take pride in marketing their products as being sustainable, as a result, any changes would lead to losing the consumers trust in them. 

To conclude, sustainability has been defined by many authors who mainly suggested the same concept of it. To make sure that what is done In the present will remain to meet the needs of the future generations. Marketing and sustainability are linked these days, and are vital for industries and companies to consider and take into consideration, as this may have an impact on them, whether, good or bad. Sustainability is seen as a requirement now and not a choice, as discussed earlier in the essay. Companies should focus and address the sustainability issues more in order to attract new customers and retain thier own. 

References

Baker, R. (2012) Unilever “ Sustainability Marketing is Biggest Challenge” [online] Available at : https://www.marketingweek.com/unilever-sustainability-marketing-is-biggest-challenge/ (Accessed on: 19/11/02019)

Cambridge Dictionary. (2019) Sustainability [online] Available at: https://dictionary.cambridge.org/dictionary/english/sustainability (Accessed on: 15/11/2019)

Charter, M., Peattie, K., Ottaman, J., and Polonsky, M. (2002) Marketing and Sustainability [online] Available at: https://cfsd.org.uk/smart-know-net/links/smart-know-net.pdf (Accessed on: 19/11/2019).

CIM (2019) Marketing [online] Available at : https://www.cim.co.uk/ (Accessed on: 20/11/2019).

Kotler P and Lee N (2005) Worth Repeating. Social Marketing Quarterly 11(3/4): 91-103.

Parsons, E and Maclaran, P (2009) Contemporary Issues in Marketing and Consumer Behaviour. Oxford: Butterworth Heinemann.

Peattie, K. and Charter, M. (1999), GreenMarketing, chapter in The Marketing Book (4th ed), Michael J. Baker (ed), Butterworth-Heinemann, pp. 593 – 620 .

Polonsky, M.J and J. Ottman , (1998)Stakeholders Contribution to the Green NewProduct Development Process, Journal ofMarketing Management,14 (6): 533 – 558.

Pope, J., Annandale, D., and Morrison-Saunders, A. (2004). Conceptualising sustainability assessment. Environmental impact assessment review, 24(6), pp.595-616.

Porter, ME (2004) Competitive Strategy: Techniques for Analysing Industries and Competitors. New York: Free Press.

SMMT. (2019) 2019 Automotive Sustainability Report. [online] Available on: https://www.smmt.co.uk/industry-topics/sustainability/ (Accessed on: 20/11/2019).

Tadajewski, M and Brownile, D. (2008) Critical Marketing: Issues in Contemporary Marketing Chichester: John Wiley and Sons LTD. 

The Guardian. (2015) The problem with sustainability marketing? Not enough me,me me [online] Available at : https://www.theguardian.com/sustainable-business/behavioural-insights/2015/mar/09/problem-sustainability-marketing-not-enough-me (Accessed on: 20/11/2019)




Marketing and Sustainability











