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The content and boundaries of marketing over the past couple of years are both imprecise and frequently the subject for debate. Marketing is so important to businesses around the world so it must surround our society and culture, therefore it must change with the times and trends of the world (Parsons, et al., 2017). Due to this the American Marketing Association (AMA) have revisited their definition of marketing on a regular basis. The most recent definition of marketing that the AMA have given is, 
“Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” (American Marketing Association, 2017)

Marketing, in multiple ways is often seen as the antithesis of the sustainability concept. Marketing is understood by various people as one of the key principle drivers of consumption while sustainability pursues to 
“enable all people throughout the world to satisfy their basic needs and enjoy a better quality of life without compromising the quality of life for future generations” (Her Majesty's Government, 2005). 

Sustainability is more than just the definition above, sustainability has a variety of definitions. Although they all are similar in what they say, there are also contrasting factors as there is a look from an environmental as well as a business point of view.  An increasing number of organisations are seeking the recognition of sustainability as an integral component of their business strategy, there are numerous features that show importance in explaining this trend. These include the need to comply with a growing volume of environmental and social legislation and regulation, concerns about the cost and scarcity of natural resources, the growing media coverage of the activities of a wide range of ant-corporate pressure groups and there are now more general changes in social attitudes and values within modern capitalist societies. 

Within the 21st Century, the human race has been challenged with huge environmental issues that the whole globe have had to deal with. These challenges have become overwhelming issues and are at the forefront for the reasoning behind a dramatic change to society. Population levels within the 20th Century increased from 1.5 billion to 6.1 billion, and now in the 21st century this figure is closing in on 8 billion (Roser, et al., 2019). With nearly half of the world’s population living in poverty, more than 3 billion live on less that $2.50 per day, more than 1.3 billion people live in extreme poverty having to live from less than $1.25 per day (DoSomething, 2019). From these rising issues with population and poverty, this creates an even larger global issue with healthcare. Due to the population increases there has been massive pressure on governments to provide the correct healthcare within an evolving world. With global warming being a massive changing factor to today’s planet there are more and more natural disasters occurring (Kreimer & Arnold, 2000). These issues are proving that there is a lack of knowledge throughout the world, or even just the globe just not caring about sustainability. Marketing could’ve helped these issues stay under control over the last century but many organisations have not seen the need for change up until the last decade where the issues are worse than ever. 

With the rise in sustainable issues, there are arguments that everyone is to blame which is correct in many ways. Businesses will blame the consumers for buying the products whereas consumers will blame the businesses for pushing the products out to them. Plastic pollution for example, brands such as L’Oriel and Smart Water push their products to consumers but the consumers are ultimately to blame. If consumers for the plastic products had the ability to curb their desire for new and more products there would be a shift in the way the world perceives plastic pollution. For example, almost one million plastic bottles are sold every minute around the world, and in 2015 American citizens purchased 346 bottles on average per person equalling 111 billion plastic bottles in total (Acre, 2018). If organisations were to create five time reusable bottles for customers and they used this to their advantage, the purchases throughout the year would equate to 69 bottles per person with the total figure reaching as low as 22 billion. This is still an awfully high figure but with the correct marketing of products the world would see a substantial change to plastic pollution. 

Marketing teams from businesses are just as much to blame for the actions of their consumers. Using green marketing techniques, they are able to persuade the consumers into thinking a product is more eco-friendly just by marketing the product in a certain way. The definition of green marketing is, 
‘Green or Environmental Marketing consists of all activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs, with minimal detrimental impact on the natural environment’ (Polonsky, 1994)
Green marketing has grown in significance within the past two decades. This is due to the shift in society and the outlook on the sustainability of the planet. With green marketing being a major positive for society there are also businesses that use it in the wrong ways. There are a number of  advantages for businesses using green marketing in their marketing strategy, these include the ability to gain more profit, bringing a competitive advantage and the ability to raise awareness on important environmental or social issues. With advantages comes disadvantages, these include the difficulty and cost to get green certifications, customers not accepting natural products due to the cost compared to normal products and companies making false claims regarding the environmental friendliness of their products which is also known as ‘greenwashing’ (Baker & Hart, 2016). 

Over the past decade, greenwashing has become a severe problem in the public eye. The multitude of misleading environmental claims have caused an array of concerns for consumers when it comes to corporate honesty, causing consumers to label greenwashing for most green marketing campaigns. The concerns for greenwashing within the modern era are not only that it misleads consumers, but also if corporations marketers continue to proceed with false claims being environmentally friendly, then companies true to their word being environmentally friendly lose their true competitiveness (Furlow, 2010). Over the years there have been many examples of green washing that have turned against the company marketing the products. Firstly, Volkswagen’s clean diesel scandal in 2015, Volkswagen were accused of having a “defeat device” or software within their diesel engine cars that were sold in the US. The Environmental Protection Agency (EPA) found that the software could detect when they were being tested for emissions etc. changing the performance accordingly to improve the results. VW were working towards a major marketing strategy to push diesel cars to US consumers, the marketing campaign boasted the cars’ low emissions. The EPA’s research found 482,000 cars within US mainland including multiple Audi models. Due to these findings VW admitted to fitting the “defeat device” to around 11 million cars worldwide (Hotten, 2015). Due to the intense backlash the company received VW recalled millions of cars worldwide from early 2016 setting aside £4.8 billion to cover the costs. Due to the greenwashing the company have undertaken, they reported their first quarterly loss for 15 years of $2.5 billion in late October, 2015. As well as VW encountering this loss, the EPA had the ability to fine VW up to £18 billion for the scandal but with negotiation with the US regulators, settled for a fine of £3.53 billion (The Guardian, 2017).

On the other hand, a company that has excelled due the its sustainable approach is Apple. Over the past few years Apple have focused on being environmentally friendly and are continuously working to reduce their environmental footprint. In Apple’s 2018 Environment Responsibility Report, their main focus is on climate change, safer materials and resources. The biggest change within the company is now that all of their operations is powered on 100 percent renewable energy. With the small amount of green marketing that Apple have shown there have been massive improvements with the sustainability of their products. For example, Apple’s latest generation MacBook Pro uses sixty one percent less energy than the previous generation. Also, the Apple HomePod while playing music, uses less energy than an average LED light bulb along with the reduction of packaging that devices are sent to the consumers in (Cao, 2018). With all of this being said, Apple report that seventy seven percent of the greenhouse emissions they produce comes from the manufacturing processes alone. Only seventeen percent of emissions are produces from actual product usage by the consumer which is regarded low compared to many other companies around the world (Orchard, 2017).

To conclude, with the substantial waste within the world over the last century hindering the sustainability of the planet on an environmental scale, something has to be done to rectify this situation. As good as it would be for all companies to come to an agreement with the sustainability of their products, there would never be such a thing due to most businesses seeking for a competitive advantage, and a situation where there would be a level playing field would be highly unlikely due to the higher costs in most areas to become a sustainable organisation. Something governments should look into is creating a law where businesses must operate from a minimum of 95% clean, renewable energy. With Apple now complying to 100% clean energy usage, it proves that all businesses have the ability to comply with this change and there would be extreme benefits. At the forefront of these advantages is with the generation of clean energy that emits no greenhouse gases, there will be an evolving positive change to air pollution for the world. Along with a clean energy law, businesses such as Lynx should look for alternatives to plastic bottles for their products. In 2018 Lynx sold over 7.8 million shower and bath products which are packaged within plastic bottles (Statista Research Department, 2019). As an alternative to this huge problem, Lynx should offer a dispenser system in stores where a consumer would make a one-time purchase for a metal container which they are then able to refill every time the product they are purchasing runs out. With lynx still having the ability to charge the same amount for the products this would save a substantial amount of plastic from becoming waste. With this recommendation Lynx would see many consumers switch from other brands to use theirs due to the switch in the economy and how people would be making a difference to the environment just by using a refilling system instead of wasting plastic bottles. Although these recommendations are only minor, the effect this would have on all businesses would be major due to the competitive advantage that would be gained. As shown, the human race haven’t really thought about long term sustainability over the 20th Century leading into the 21st, but now is a time where change is needed in all areas to create a sustainable world. Sustainability is not only shown through environmental impacts but the way marketers can have an impact through green marketing is tremendous and can cause a huge shift in the way the world views sustainability and how they can help make the world a sustainable place for the future. 
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