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Introduction 
This essay will cover sustainability and marketing while looking at sustainability in its raw form. The document will also cover green marketing and its many elements while looking at the possible reasons why marketing and sustainability does not always work. It will look at various examples in the current market, the organisations that use types of sustainable marketing and the use green marketing to develop their brand image as the growing worry of sustainable products and environmentally aware organisations becomes a focal point of the consumer. To conclude the document will cover limitation of sustainability within marketing and produce recommendations on what organisations could do when trying to market sustainability.
Sustainability 
The term Sustainability is not a contemporary term and does not have one definition. (Parson E., 2009, p. 141) defines it as “meeting the needs of the present without depleting resources or harming natural cycles for future generations”; however, in the Brundtland report (WCED, 1987) the World Commission of Environment and Development defines sustainable development as a means that “meets the needs of the present without compromising the ability of future generations to meet their own needs”. Since the 70’s there has been a pattern where interests in environmental effects of economic activities have fluctuated, it has had a burgeoning popularity over the recent years and becomes a focal point of many marketing strategies. (Y. & P., 2008)                                          
Green Marketing
Organisations often see green marketing as a tool by which the business uses to adapt their products to appease the growing demand for environmentally friendly products (Parson E., 2009, p. 151); the use of this tool to appease the growing demand for environmental products is shown with companies creating products such as plastic free deodorants (Peace With The Wild, 2019).
Many organisations have found that committing to becoming more environmentally aware returns a higher profit than continually ignoring the demand for a greener product (Parson E., 2009, p. 149). Prior to 2010, companies such as DuPont who were one of the earliest to embrace the change by committing to reducing emissions by 65% within ten years; by 2007, DuPont had reported a saving of $2.2bn a year through the new energy efficiency measures, this was the same amount as the declared profits for that year (Zokaei, 2013). Be that as it may the concept of sustainability is contradictory to the idea of green marketing. (Kotler, 2005) propose that there are four levels of environmental sustainability: 
Pollution control/prevention 
When the focus is on clearing waste that is produced and preventing future waste production through green marketing programmes or developing products that are biodegradable, recyclable or have biodegradable packaging. This level of sustainability can be seen with the organisation Smol; this organisation strives to be environmentally conscious and advertises the level of awareness they have by ensuring their products are reduced in chemical content; and is packaged in a child safe and 100% recyclable material (Smol, 2019) .  
Product stewardship 
Where the aim is to minimize all environmental impacts throughout the product life cycle. Unilever is a good example of the use of this; in 2010 the organisation adopted a sustainable living plan to increase their positive social impact while also reducing their environmental impact (CARE2, 2016). The plan has three set goals they wish to achieve, underpinned by nine commitments and targets they aim to achieve by 2030 (Unilever, 2019). 
New environmental technologies 
Where an organisation is investing in research and development to pre-empt sustainable strategies. We can see in recent years there has been an influx of kick-starters and big organisations trying to develop the next innovation in sustainable production; one of those developments can be seen with the wheat straw which uses the by-product of wheat harvests to create a single use straw that is 100% biodegradable and 100% natural (The Wheat Straws Company, 2019) 
Sustainability vision 
Sustainability vision develops a framework to show how the products, service, processes and policies comply with the aforesaid levels of sustainability. 
The unfortunate problem is that some companies only use green marketing to achieve the most basic level of environmental sustainability.  (McDonagh, 1997) concluded that the lack of engagement from organisation on more than the simplistic level is because of the vast amount of environmental issues that need to be addressed; these issues include animal conservation, corporate social responsibilities and organic trade. With the vast number of areas that need to be addressed we can see that green marketing becomes a more complex term. Green marketing had been discredited as a result of underperforming products; the products created from recycled materials were perceived as a lesser product because of the contents. The ambiguous promotional campaigns that used terms such as “environmentally friendly” or “biodegradable” were unproven and legislation related to the matter was inconsistent. There was a lack of evidence to prove that these products had any positive effects to the environment than its previous versions; however, companies gained increased revenue and a boost in their social reputation from these specious claims of environmental consciousness (Parson E., 2009, pp. 149 - 150). 
Peattie and Crane (Peattie, 2005) perceive that the disillusionment of green marketing is derived from the consumers understanding of and distrust in the organisation and their advertisements. They also state this distrust from the consumer stems from five failed manifestations of green marketing, these consist of: 
Green spinning 	
A marketing technique where reputation management through PR is conducted instead of dialogue, used by companies whom have a high level of criticism. We see this type of green marketing with organizations such as BP, this organization has a reputation for damaging the environment over the last two decades as there has been many disasters with the energy companies oil rigs which has brought a lot of criticism to the organisation over these few years. To counter act this criticism they state on their web-page for sustainability “As the world demands more energy to fuel increasing prosperity and provide people with a better quality of life, it also demands energy delivered in new ways, with fewer emissions. For the energy sector, this dual challenge is the defining issue of our times.” (BP , 2018). This statement is most likely just a use of wording to project the idea that the organization is working towards developing a cleaner and safer way of producing energy as demand increases; however, the consumer is yet to see any development or push for this as they continue to drill offshore for oil and damage eco-systems around the world with their extraction of oil.

Green selling 
This form of marketing is when an organisation is advertising the environmental features of existing products while not producing new developments to the product. This is seen in organisations such as British Airways; this organisation took a step towards sustainable and environmentally aware business practices and boldly stated they would attempt to offset their emission in 2005. However, this was a failed campaign as the organisation admitted to only offsetting a total of 3000 tons of the emissions produced which is an equivalent to 0.01%. This shows that the organisation did not think it through and was just trying to advertise an environmental message to give a look of being environmentally aware without being able to fulfil their statements effectively and did not even attempt to develop better ways to provide their service with environmental issues in mind (Knufken, 2010). 
Green harvesting 
This is where organisations try to be environmentally friendly by reducing packaging or use energy efficiency implementations to lower the costs. These cost reductions do not get passed on to the consumer and go directly to the organisation as they still sell the product at a premium rate even though the production costs became less. L’Oréal is a company that has put this into practice by stating they will ensure their packaging is able to be compostable, refillable and fully recyclable by 2025. The company is using this type of marketing to keep their brand image up and provide some type of comfort to its consumers that are becoming more environmentally aware (Ellen Macarthur Foundation, 2018).
Enviropreneur marketing
This manifestation is split into two categories: the first manifestation is enviropreneur products which are products that are focused on providing a new and greener product to the market. We can see this type of green marketing with New Belgium Brewing; this organisation is an industry leader in sustainability. The brewery makes sure to divert 99.8% of tis waste from landfill sites and encourages its employees to bike to their job instead of driving (VirginCare2, 2016). This type of organisation is becoming more and more used as organisations that wish to enter the market understand that the main way to ensure the consumer will have interest in your product is to provide sustainable development and show that the organisation is providing better standards for the future. The second manifestation is corporate enviropreneurs which in its basic form is an organisation adding products that are environmentally friendly alongside the main products and services they provide. We see this in various ways, an example would be the Mcdonald’s straw change; the organisation set out to become more environmentally friendly with a change from plastic to paper straws. Unfortunately, it does not take away the fact that a majority of packaging and other products are not environmentally friendly. This could be taken as a gimmick by the company to get consumers to talk about Mcdonald’s being eco-friendly without acknowledging the areas that could still be improved upon. Another note to consider is that the branding of these “Eco-friendly straws” attempts to convince the consumer its completely sustainable and causing less of an impact on the environment; however, it has been found that the paper straws are not recyclable which contradicts the message they are trying to promote (BBC News, 2019).  
Compliance marketing  
An organisations initiative is only created and pushed forward when there is a planned or expected introduction of regulation. The use of compliance is just to promote the adopted credentials. There are many companies that use compliance marketing to keep up appearances with its consumer; google for example only change their business approach when its necessary, in 2017 the organisation had been found in breach of a compliance regulation which involved manipulation of search results and was given a $2.7 billion fine which is currently the largest compliance fine in EU history. After this the organisation made sure to update its business and marketing practices to not let this happen again; however, we will not know for sure they are within the regulations unless there is an investigation once more (Puterbaugh, 2019).
Limitations of sustainable marketing 
There are several limitations to sustainable marketing for an organisation. These limitations may involve the following three areas. Firstly, Market risk; When aiming to become more sustainable there can be risks with the market you wish to approach. Many marketers consider sustainability as something with potential; however, when the strengths of sustainability are assessed and considered a benefit against convenience and effectiveness in a differentiation strategy, sustainability has a considerably limited impact. The “price” of sustainability, be it the cost of time or monetary costs that add on to create a more sustainable product may be beneficial to the consumer but will make the organisation worse off from absorbing the additional costs. Secondly, Operating risks; when in pursuit of becoming more sustainable an organisation could incur operating risks when developing the sustainability initiative as part of their marketing plan. One operating risk is the loss of profitability, if the organisation cannot price to recover the cost of sustainability nor receive any benefits from becoming more sustainable then there is a cost disadvantage compared to its competitors in the market. Internalizing the new costs while not having any benefits may cause the organisation to experience loss in market share, sales or profitability. If the organisation started adding sustainability to the marketing mix, then this will bring loss in focus on the primary objective of the firm. This drive of activity through marketing results which do not resonate with the core economic strategy then this would lead to damage to overall profitability and focus which could also bring poor resource allocation and management. Finally, corporate Image risks; using the various forms of green marketing to generate a sustainable image or product can cause detriment to the corporate image if found to be false. Organisations using these marketing techniques are at considerable risk as exposure of the company’s true objectives could result in a severely negative impact on brand image and customer impressions, while also causing tension with the organisations public relations. This backlash could potentially create irreversible damage (Schnitz, 2012).  
Conclusion 
To conclude, we can see that sustainable marketing can be conducted in numerous ways; however, has a possibility of going wrong depending on how it is approached. There are organisations that implement their sustainable marketing strategy well and others that have been found to be using the types of greenwashing that many companies use to provide a blanket image to the consumer. From the research above there is evidence that there are possibly more risks to marketing sustainability than anticipated and that there needs to be a form of transparency with organisations that wish to fulfil their promises of a sustainable organisation as the current state of sustainable marketing has shown that there are many companies that prefer to display the image of sustainable production without putting the necessary effort that is needed for sustainable marketing to work.



Recommendations
[bookmark: _GoBack]From the research conducted I would recommend organisation use a transparent sustainability map that will give the consumer a better idea of what the organisation is going to do and when in relation to adapting their products to become more sustainable and environmentally friendly; all future organisations should concentrate on aiming for a sustainable product, and that the government should put legislation in place to punish organisations that use greenwashing to cover up what is actually happening when producing products that are stated to have sustainable and environmentally friendly elements.
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