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Marketing and Sustainability


Introduction
This essay provides considerations to the importance of the sustainability agenda to organisations and their marketing initiatives, with critical evaluation of contemporary academic literature on the subject with the consideration of its potential impact on the whole discipline. 
	The essay is set up into four sections with the first being definitions and discussions of sustainability itself, followed by a critical review of contemporary literature which identifies key issues in marketing and sustainability, next is an evaluation of the impact of the findings on marketing for professionals and consumers using evidence from a range of industry examples, and finally, section four presents the conclusions on how marketeers within the industry will need to respond to these issues, with justification to the recommendations made. 


Part 1
Parsons et al., (2017) suggests that sustainability is a ‘PESTLE trend’ which stands for political, economic, social, technological, legal, and environmental factors, and is something that marketers have worked hard to explore to see how marketing correlates with trends. The Brundtland Report (1987) agrees with Parsons and adds that technology and social organisations can be both managed and improved to make way for a new era of economic growth, meaning sustainable development requires meeting consumer needs whilst keeping up with current trends. For example, e-commerce has transitioned in the past few years and is still continuing to, Jusoh et al., (2012) talks about how back in time before we had online shopping us consumers would go into a shop, and purchase a tangible item but today we much prefer to browse online to find the cheapest price for the same item and buy it that way as it’s more convenient, but this can also be classed as a contemporary issue as some consumers may see this as effecting the environment if we are shopping online. 
	Tadajewski et al., (2008) believes that in order for marketing to play a role in sustainable economic development, then contemporary ‘green marketing’ is an effort to improve the relationship between marketing and the natural environment. Although, Antil (1984) suggests that this comes with limitations when it comes between micro-marketing objectives and macro-marketing goals.
	According to Kotler (2008), sustainability means meeting the needs of the consumer without depleting resources or harming the environment for future generations. Elkington (2013) adds that sustainability comes with the Triple Bottom Line approach which was created to be used by organisations to assess the profits that they are making through their corporate sustainability solutions. This approach links in with Porters PESTLE approach as it uses economic, social, environmental and political.
[image: Sustainability solution Triple Bottom Line]
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	This approach shows that economic, environmental, and social factors are all a part of an enhanced quality of life, and political factors influence these at all times, for example, Brexit is continuously changing due to many different reasons, so that political factor is affecting the economy, environment and social life as we need to keep aware of the constant changes it’s causing to the world (Lomas et al., 2017). 


Part 2
Shearman (1990) points out that the issues of sustainability are to be found in the modifications and contradictions that appear when the problems of sustainable development are considered in context. 
Parsons et al., (2009) explains that there are many key issues in marketing and sustainability that organisations must be aware of as they are always due to happen. Key issues include social and cultural change, consumer behaviour, and technology and social media marketing developments, and they are all classed as contemporary issues as they are all present and are affected by the PESTEL factors. Moore et al., (2008) agrees with this statement and adds that these issues link in with key principles, for example, a change in trends can affect human needs, equity, intergenerationally, and the global environment, so organisations need to keep up with the current trends in order to maintain customer satisfaction. Nagarajan et al., (2019) further discusses that McDonalds introduced paper straws in 2018, but the argument is, are they doing this to keep our environment safer or are they doing it to build on their brand name and reputation? Later on, in August (2019) the BBC released an article about how McDonalds new paper straws are in fact not recyclable, they explained that the company does not send their waste to landfill, they use it to generate energy for themselves, but what about the straws that get littered? 
	Another key issue in marketing and sustainability is consumer buyer behaviour, Porter (2004) explains that the support for sustainability is currently reflected on the rise of ‘green marketing’, he adds that the majority of literature around this describes how organisations adapt to the increasing consumer demand for environmentally friendly products, Palmer et al., (2008) adds on that ‘green marketing’ is a marketing tool and comes with strengths and weaknesses, as the appeal of ecological issues has increased whereas the macroscopic character of the issue is currently being ignored. 
In 2008 a journal was written by (Pickett-Baker et al) with the purpose to investigate if marketing and consumer buyer behaviour techniques can help green brands become more popular into contemporary lifestyles, they created a survey to ask fifty two mothers who shop at supermarkets and they discovered that the majority of respondents couldn’t easily spot green products in the supermarket but if they did, then they would opt for them. It’s a concerning issue if brands are not labelling their products properly to inform their consumers that their products are green, Tapscott et al., (2010) mentions that the weakness of a lack of labelling is the fact that green products come at a higher cost so consumers will look at particular items and opt for the cheaper, non-green products as they won’t understand what the unique selling point of the green products is. 
	According to Weber (2011) technology and social media marketing developments come with contemporary issues also, he states that digital marketing is the future and what every organisation needs in order to grow. A main contemporary issue in marketing and sustainability in today’s society is the ageing demographic as its apparent that people aged 65 and over either don’t have access to technology, or don’t know how to use technology. However, Olson et al., (2011) disagrees with Weber’s statement and mentions that it is not true in that the older generation don’t use technology, in fact, from previous research on age demographics in technology usage has identified that 34% of the people asked, actually depend on their technology for many different reasons. This shows that for organisations to be sustainable they must keep up to date with recent statistics to ensure when it comes to target marketing, they can answer the question ‘why are we targeting this age group?’ 


Part 3
According to Kotler et al., (2008) contemporary issues in marketing and sustainability make an impact on both professionals and consumers on a day to day basis. The key issues discovered in part 2 were social and cultural change, consumer buyer behaviour, and technology and social media marketing development, these three issues don’t just make an impact on marketing and sustainability, they make an impact on professionals and consumers just as much (Laing et al., 2002). 
	Patra et al (2010) and Gupta (2003) state that within social and cultural change involves current trends, and current trends occur all the time for many different reasons such as celebrity influencers doing something that their fans tend to want to get involved with too. Audrezet et al., (2018) mentions that when influencers promote brands, companies need to keep up with what their current and future target market are after. Back in 2015, Coca Cola and their bottling suppliers set themselves a goal to replenish 100 percent of the water they use to give back to communities and nature by 2020, this was implemented at the end of 2017 and since then have already supplied countries with an estimated 248 billion litres of water (Jones et al., 2018). So far, no celebrities have promoted this trend through social media or any platform which is an issue as this doesn’t allow consumers to be aware of the good that the company are doing for the environments sustainability resulting in a lack of building brand reputation and knowledge (Martin et al., 2018). 
	According to Jaakkola (2007), consumer buyer behaviour is changing at all times as the world is changing and many factors can influence this. Polonsky et al., (1995) and Dauvergne et al., (2013) both agree that green marketing is taking over supermarkets and retail stores as they are known to be environmentally safe, it’s not just the products but it’s the product modification, production process, sustainable packaging, and modifying their advertisement. However, Papadas et al., (2017) argues that this comes with issues towards professionals and consumers when it comes to the change in consumer buying behaviour as customer power and ethical consumption are two factors that influence the need and demand. Porters Five Forces is a model set in place by Porter (2004) and he created this model to highlight competition for organisations and as green marketing is becoming a trend, the competition becomes tougher which is hard for professionals as they need to always be on top and it’s hard for consumers as they need to decide which companies to trust. Starbucks is a coffee shop who are big on green marketing as they said the following statement which causes such an impact on their brand. 
“it’s our commitment to purchase only the highest quality, ethically sources and responsibly grown coffee. To reduce our own environmental footprint and fight climate change and to give back to the communities we are a part of.” – Starbucks, 2019.
Starbucks have made this commitment meaning they have to keep on top of green marketing to maintain trust within their consumers. However, technology has become a big part of them also, they explain on their website (2019) that they have an application that gives consumers the opportunity to make an order and pay through their mobile phones. Tziogas et al., (2017) explains that digital marketing is brilliant and convenient for both professionals and consumers, but this is defeating the object of Starbucks being a green, sustainable company. 
Whelan et al., (2019) supports this statement by adding that 50% of consumer packaged goods from 2013 to 2018 came from sustainability-marketed products meaning that the products that had sustainability claim on-pack accounted for 16.65 of the market in 2018 and increased sales by £114 billion highlighting the fact that consumers really do go ‘green shopping’, so it’s more important for consumers to purchase with sustainable brands rather than being able to make an order in store when they are already there. 


Part 4
In conclusion to the three key issues found in marketing and sustainability, it’s important for marketers in the industry to be aware of how and why they need to avoid these issues for future development (Mojsovska-Salamovska et al., 2016). The social and cultural current trends was the first issues discovered as examples were given towards organisations, like McDonalds, who were promoting themselves as a sustainable company to keep up with current trends, however it was later discovered that their sustainable products were not sustainable (BBC, 2019). Future marketers within the industry must monitor the environment at all times to ensure when they are providing sustainable products, they are actually sustainable, this provides research and time from employees, but in the long term will build on consumer trust and brand reputation and most importantly will provide a safer environment for the future generation to grow up in (Haytko et al., 2008).
	Consumer buying behaviour was the second contemporary issue found, on the subject of the promotion side of green products, as there was a lack in supermarkets across the UK according to the fifty-two mothers who were asked by the Journal of Consumer Marketing author Pickett-Baker (2008). This causes a contemporary economic challenge due to factors such as profit, product modification, production process, sustainable packaging, and modifying advertisement which can cause further issues within the macro environment as consumers will shop elsewhere (Van Dam et al., 1996). Marketers within this industry need to ensure that if they have green products that they are selling to the public that they market it exceptionally, by ensuring each product is promoted as being green and sustainable for the environment so that consumers are aware that the product they are about to purchase has been sourced and gone through every step of production in a way that is sustainable (Lankoski, 2009). 
[bookmark: _GoBack]	The final key issue in marketing and sustainability that was identified was the emerging technology as the dilemma that is current in 2019 is the fact that technology is growing everyday but the demand for sustainability is growing just as much (Harris, 2007).  As these two factors are growing continuously in today’s society, it’s vital for marketers within the industry to keep on top of this in order for their companies for survive in the business world (Kohli et al., 2008). To do this, they need to understand the balance between using technology for their brand and being sustainable at the same time, an example of this is still promoting their brand through the use of television adverts as they are not making it a requirement for their consumers to turn the television on to be a part of their brand (Oates et al., 2008), but not doing what Starbucks do where they allow customers to order and pay on their phone when they are physically in the restaurant themselves as this is a negative use of electricity generated waste (Bovea et al., 2006). 
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