Introduction

[bookmark: _GoBack]In 2019 we have seen a number of noteworthy efforts towards a society that adheres to a more sustainable lifestyle. Whether it be paper straws, ultra low emission charges or large scale protests in central London, it seems that people are waking up to the damages of prioritising convenience over environmental responsibility. We also seem to be witnessing a shift in attitude from companies, indicating this is not just a responsibility being placed on consumers. People are calling to question the responsibility of companies in acting in a responsible way. 
An interesting observation is made by Achrol and Kotler, stating that marketing in the third millennium will be characterised by sustainable marketing (Achrol & Kotler, 2011). In answering the question “what is sustainability marketing” we can first look to define sustainability itself. 

When defining sustainability we must mention the Brundtland commission, which describes sustainable development as development that “meets the needs of the present without compromising the ability of future generations to meet their own needs” (WCED, 1987). This is the basical definition of sustainability. 
A paper by Gordon, Carrigan & Hastings details the potential of sustainability marketing to encourage recycling, promote buying of Fairtrade products, eating and drinking sensibly and saving energy (Gordon, Carrigan & Hastings 2011).. In essence these are some of the core drivers of sustainability marketing. In any conversation about responsible, sustainable consumption we must talk about Fairtrade, an initiative to offer better prices and working conditions for farmers in developing countries ("What is Fairtrade? | Fairtrade Foundation", 2019). This is an initiative we’ve seen that has really become a standard for those looking to consume food responsibly. 

One important concept we must discuss in sustainability marketing is the triple bottom line (Elkington, 1998). Elkington introduces the concept where businesses are to consider social, environmental and financial dimensions in their operations. This is one of the key introductions of environmental considerations being seriously discussed and included in business analysis. 
Kemper, Hall & Ballantine describe sustainable marketing as including recognition of resource limits, sustainable consumption and developing sustainable product life cycles (Kemper, Hall & Ballantine, 2019). 


Review of contemporary literature

Kemper, Hall and Ballantine highlight in their paper that marketing is viewed as encouraging overconsumption yet is also turned to in attempts to promote sustainable consumption (Kemper, Hall & Ballantine, 2019). They also reference in their paper, a study of over 50,000 documents in marketing serials which found that the words “climate change” or “global warming” were only found to have appeared 0.65% of the time. They make reference to the fact that this seems contradictory to the widely viewed idea that marketing can have a substantial contribution to climate change research. It is evident here that there is not enough research within marketing on its potential effects on climate change and sustainability. 


Tolin and Christensen find in their study that marketing capabilities do indeed drive sustainability commitments of a company, however the problem lies in characterising such capabilities (Tollin & Christensen, 2017). They also question the commitment and capacity of marketing departments in incorporating sustainability initiatives. This suggests that marketers themselves may have reservations about driving sustainability marketing and a lack of confidence from companies themselves in providing their marketing departments with the necessary tools needed to really push the agenda. 

Biedenbach and Manzhynski  published a report looking at internal branding and sustainability (Biedenbach & Manzhynski, 2016). This report investigates whether the perceptions of internal employees on sustainability have an impact on a company’s sustainability performance. Their findings indicate that employees who have more awareness and understanding of sustainability intitiatives tend to support the company’s sustainability goals more. They would suggest that internal branding can have an effect of building a brand in relation to sustainability. 

A very interesting and relevant paper to look at is by Kemper and Ballantine (Kemper & Ballantine, 2019). In this paper they detail sustainability marketing into three categories, Auxiliary Sustainable Marketing (ASM), Reformative Sustainability Marketing (RSM) and Transformative Sustainability Marketing (TSM). ASM can be characterised as sustainability marketing within existing frameworks looking to change and improve what is already there, withattention to environmental, social and economic aspects of products. RSM is a type of marketing more focussed at making people aware of unsustainable consumption and focussing on changing peoples views about the effects of their consumption and the type of products they are buying into or have become accustomed to. Finally TSM is a type of marketing looking to remove barriers in institutions and in business that stand in the way of long term sustainability. By looking at sustainability marketing through these subcategories it is easy to see that there are many dimensions to achieving sustainability. 

In this same paper it is mentioned that sustainability marketing can be analysed with three different disciplines, theoretical, managerial and policy implications. There are question raised about how far a company can go to push sustainability agenda if the demand and market for it is not strong enough.

Throughout this report the notion of implementing sustainability objectives without having employees on board is challenged. Their findings highlight that it is a lot easier to attain their objectives when the message they are trying to send out also resonates with their own employees. This is certainly an interesting perspective for companies looking to market themselves as “green” and environmentally conscious.
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