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In numerous sectors of society, the term sustainability has no exact and conclusive definition. The origin and definition of the term are both unknown. The theory of conservation, while discussed and embraced equally by common sense, is at times inconsistent due to its lack of accuracy. The vagueness of the word makes its use common to various speeches and actions possible. I. The concept is manipulated by the researcher in line with every society's different political and economic interests. The word sustainability puts friends and enemies together for the writer, which spreads around a wide range of environments and interests. Lester Brown in WWI (Worldwatch Institute) published in the early 1980s one of the first interpretations of the idea of conservation. Lester said "a sustainable society can meet its needs without compromising 
This concept was already used for the description of sustainable progress in the Brundtland report in 1987. According to the study, the term sustainability focused on biology where every living being consists of a' capital stock' that allows biomass flow to be created, without negatively impacting the sustainability of this' capital.' In the debate on sustainability the same logic was used to conserve natural resources even if these are continuously used. In order to continue economic growth but to pass on an image of durability and environmental awareness, several governments, companies and industries started "greening up" their projects and products (Pope et al, 2004). For the researcher only future threats and incentives could demonstrate the stability of a program. He argues that, because anthropic has minimized burden and did not cause quite serious damage in the past, the survival of civilization was hardly challenged, which enabled a swift change in nature. As the nature is not able to withstand and properly respond to excessive loads, a system's sustainability will be threatened. Increasing the rate of change reduces the ability of the system to respond and can no more be achieved. The more robust the system, the stronger its resilience. 

According to the study, the idea of sustainability implies that we can preserve our life and last but not least, that we can't maintain human society in one country. It is highly adaptive and evolving, dealing with a dynamic world process (Lubin, and Esty, 2010). Sustainability cannot be regulated entirely by the climate, because culture can be environmentally sustainable, centered primarily on new technologies but with social injustice, an economically unstable economy and economic divides between social sectors. Sustainability has to cover the material, ecological, as well as social and cultural, permissible, economic, radical and psychological magnitudes. The concept of reducing resource progression and use is now acknowledged by current discussions on the definition of the word ' sustainable development.  "sustainability implies a probability of continuously achieving equal or greater living conditions for a group of people and their descendants within a defined environment," (Brown, 2008). One of the literatures defines sustainable development as a philosophy of dynamic change that includes five facets of the system: political, financial, environmental and geographical. Although there is no agreement on these issues, they are quite large and make a detailed analysis of the theory of sustainability. In these five dimensions, however, the partition is quite subtle and its definitions are ambiguous (Dresner,2010). As per one of the studies there are three types of sustainability. That are shared below;
Environmental sustainability, Ecological stability is maintained, all the green processes on earth are held in place as human beings consume natural resources at the level they will refill. 

Economic Sustainability, International societies are able to maintain their autonomy to obtain the services they require in order to meet their requirements, economically. Intact financial systems and actions, such as protected sources of living, are available to everyone. Only individuals who are having enough access towards the resources that keep their families and environments safe and stable will enjoy the widespread human rights and basic requirements. Healthy societies are regulated primarily by those who ensure that social, labor and cultural human rights are appreciated.

The marketing field has evolved over time as well. Five concepts, namely: production concept, product concept, selling concept, marketing concept and social marketing concept, have dealt with marketing evolution. These principles were the core of all marketing activities. The theory of output is focused on the meeting of the overall unsatisfied demands through more at lower prices. In comparison, the marketing definition claims that consumers prefer quality products with sound and creative characteristics. The definition of marketing depends on vigorous advertising and distribution. But the marketing theory centered on a consumption-centric strategy in the middle of the 20th century. The Commission finds that marketing practices should be focused on contact development and higher value to potential consumers. Eventually, the corporate marketing theory has been established, focused on a social and ethical approach to marketing (Kotler, 2008). 

This is the time to integrate standards for sustainability towards the marketing, which is the moment. Companies should be mindful that sustainability is now a requirement; it is not a choice (Charter et al., 2006). When it was an option, it was time for the companies to become obliged to achieve a competitive advantage. The theory of marketing is not confined to in-personal or social requirements; it is applied to the desires of future generations (Dam and Apeldoorn, 1996). The definition is basically a corporate necessity. The philosophy of marketing is expanded to meet future generations ' needs, which ensures that positive brand value is created, shared and given. The company must balance its marketing strategy so that customer requirements can be fulfilled after profit is maintained. (Vagasi, 2004).

In a situation that is necessary, dissimilar and secure, the overall goal of the sustainable marketing strategy is getting changed into the competitive advantage (Obermiller et al., 2008). However, due to related issues and difficulties it is not straightforward in practice to model such forms of marketing strategies. Therefore, according to theories of sustainability there is a need to minimize downtime and produce less, whereas on the other side the sales theory promotes better, causing increased output and thus more resource consumption (Jones et al. 2008). Thus, the need is to reach an agreement between them so that the plan can still be implemented, even after decreased impacts on climate and culture. The strategy must be formulated. This goes without saying how problems and solutions go together and if one has a problem, another issue will occur. The same is valid of marketing sustainability approaches, i.e. if one seeks answers to an economically viable ecological and social problem, a new set of problems can also emerge and this cycle continues (Charter and other reports, 2006). Marketing strategy efficiency not only adds to the competitive advantage, it also opens the door for cost reduction and creativity (Whiting, 2008). Companies cannot stay on the market longer, is rightly said, unless they are genuinely sustainable (Whiting, 2008). However, in its marketing strategy, there are small companies which are attempting to embrace sustainability for fact, companies have toxic products on the market. The market markets which are ready to purchase green goods should therefore first and foremost be approached and placed. In turn, the sustainable marketing strategy's future goal should be to identify, attract and align consumers according to sustainability criteria, as well as to model a market-based sustainability blend of good products and services along with the better prices and the better distribution and enhanced promotion (Brown, 1995).
As discussed previously, marketing has seen changes in marketing practices as sustainable development progresses. When designing marketing strategies, sustainability must be addressed, which ensures that the organization should incorporate sustainability in its tactical marketing practices and product mix. On the other side, the formulation and execution is not straightforward, as the consumer is configured according to the expectations and requirements of the company's marketing plan. In fact, it is an unusual challenge and mission to integrate sustainability into a marketing approach. Marketing is known to vary in terms of profitability, since consumer request should, but not always, be dealt with by talking in the client's language. On the other side, sustainability marketing strategy does not only contribute to product added value, but also creates long-term brand relations that support not only the business, but also community. Therefore, following work in this area, study have provided 4C's theory and tried to turn conventional 4P's into 4C's-i.e., consumer solution, company price, ease and interaction. These are closely linked to McCarthy's 4Ps of marketing. To contrast to the marketing strategy, the 4Ps were translated to 4C's.

No doubt, the concept of a marketing strategy for sustainable development has evolved over time. Beginning with environmental issues, it has now approached sustainable development problems. The journey of sustainability issues was explored in this paper through various views from several contributors. The study showed that sustainable development is feasible when the businesses incorporate it in their business practices in the marketing strategy. In the marketing strategy, companies are slow to adopt this concept. 

Organizations must therefore address relevant problems and challenges in the application of marketing sustainable standards. Various stakeholders have already influenced companies to adopt marketing strategy sustainability (Camino, 2007). In addition, in the future it will become a moral duty. Companies should take sustainable marketing strategy pro-actively before this. Companies should know from modern marketing that in the sense of sustainability marketing output is not appropriate and that they must ensure that this is viewed as a new concept (Whiting, 2008). 

By analyzing the social and environmental impact towards the strategies of marketing on the companies that they should plan for a sustainable future. This will include more analysis on the development of products and services and their effect on consumers and distributors through competitive advertising. Environmental branding and reuse programs in the political arena are unable to mature internationally and need the support of their respective national governments.  Many well-known companies promote the reuse and sustainability of their items. Electronics such as Philips and Electrolux, for instance, incorporate environmental factors in their material. Agencies such as ISO 14062 have clear guidelines that focus on integrating environmental consideration in product design and development. For example, Nike has developed a series for sports footwear from research, design, fabrication, retail and consumer to down cycling a series of five sustainable cycles.

Marketers must be breaking off their traditional reference framework in order to integrate the sustainability towards the marketing strategies. The value of incorporating sustainability in business practice can only be understood by enterprises and their respective investors. Thus, with integration sustainability issues, the new era of advertising plan has already started. It is important for businesses to incorporate sustainable development into their advertising strategy in order to tackle intense market competition. 

Marketing sustainability is analyzed from a range of perspectives. Many researchers have taken ecological and sustainability concerns and others have taken social issues. Nevertheless, as discussed earlier, sustainable development has three aspects, ecological, social and economic. In the previous studies, the ecological and sustainable advertising approaches were measured and tested. In addition, a social analysis of the marketing strategy was carried out. But there are very few studies that have established the correlation between marketing strategy and sustainability. Thus, marketing strategies need to be formulated to address issues pertaining to the convergence of ecological, social and economic goals and priorities. 

Companies must learn from modern marketing that the concept of production is not going to work well for sustainability and must ensure that they treat it as a major idea and a new concept. Marketers must therefore break down their typical paradigm for incorporating sustainability towards the strategy of marketing. Companies must not only seek consistency between products and services, but also towards the marketing mix. They also need to update their strategies of marketing in order to protect the wider world and the impact of social and environmental (Charter et al., 2006). The value of integrating sustainability towards the practices of the business cannot be understood until businesses and their respective investors are informed. Therefore, by incorporating environmental issues as the new era of marketing approach has already started. It is time for companies to incorporate sustainable development towards their  strategy of marketing in order to overcome the powerful competition in the market.

References 

Brown, S., 1995. Life begins at 40? Further thoughts on marketing′ s “mid-life crisis”. Marketing Intelligence & Planning, 13(1), pp.4-17.

Brown, S., 2008. Postmodern marketing. In The marketing book (pp. 57-70). Routledge.

Camino RJ (2007) Re-evaluating green marketing strategy: a stakeholder perspective. European Journal of Marketing 41(11/12):1328-1358.

Charter M Peattie K Ottman J and Polonsky MJ (2006) Marketing and sustainability. Available at: www.cfsd.org.uk/smart-know-net/links/smart-know-net.pdf; 

Dam KY and Apeldoorn PAC (1996) Sustainable Marketing. Journal of Macromarketing 16(2): 45-56.

Dresner, S., 2012. The principles of sustainability. Routledge.

Jones P Hill CC and Comfort D (2008) Viewpoint: marketing and sustainability. Marketing Intelligence and Planning 26(2): 123-130.

Kates, R.W., Clark, W.C., Corell, R., Hall, J.M., Jaeger, C.C., Lowe, I., McCarthy, J.J., Schellnhuber, H.J., Bolin, B., Dickson, N.M. and Faucheux, S., 2001. Sustainability science. Science, 292(5517), pp.641-642.

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

Lubin, D.A. and Esty, D.C., 2010. The sustainability imperative. Harvard business review, 88(5), pp.42-50.

Obermiller C Burke C and Atwood A (2008) Sustainable business as marketing strategy. Innovative Marketing 4(3): 20-27. Available at: http://www.businessperspectives.org/journals_free/im/2008/im _en_2008_3_Obermiller.pdf; 

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

