

























The purpose of this paper is to demonstrate marketing and sustainability. This paper will reflect on the value of the sustainability outline to companies and their marketing, analytically assessing contemporary academic literature on the topic and contemplating its possible influence on the whole discipline.
Sustainability frequently focuses on three major categories, these are economical, environmental and also social (Spiliakos, 2018).  Environmental, social and economic requests are believed to be the three pillars of sustainability. Inside the business world, they are occasionally described as the triple bottom line (TBL) The business writer John Elkington alleges to have invented the phrase in 1994 (Slaper, 2011).  The triple bottom line is an accounting framework. Some companies have implemented the TBL structure to assess their implementation in a wider view to producing better business value.  
Sustainability is a path to develop connections with customers while allowing consumers to know that they are essential and so our upcoming generations. While it is a growing area, sustainability marketing is a vital part of the marketing strategy. 
Green marketing implies the method of offering products or services centered on their ecological advantages, for example, products or services might be eco-friendly in the situation or created in an environmentally friendly way, for instance being produced from renewable resources such as bamboo (Ward, 2019).
Green marketing is usually performed by businesses that are dedicated to sustainable growth and company social responsibility. Additional businesses are trying to execute sustainable company procedures as they acknowledge that in doing so they can make their products more appealing to customers and additionally cut expenditures, involving packaging, transport, power/water control. Companies are gradually learning that displaying a high-level of societal accountability can enhance product loyalty amongst generally aware customers; green marketing can assist them in doing that (Ward, 2019).
Sustainability inspires companies to structure judgments in the condition of years and decades instead of the division's profits report and reflect other aspects instead of the income or loss involved. Generally, a business will issue sustainability targets and will drive towards them (Grant and Kenton, 2019).
The drive for sustainability is apparent in regions such as energy generation where the aim has been to find brand new deposits to overtake the drawdown on current resources. Some energy businesses, now openly state targets for energy production from sustainable supplies such as wind, hydro, and solar (Grant and Kenton, 2019).
Shifting in the direction of sustainable production is frequently a complicated procedure for businesses. By establishing judgments on lengthier timelines, some of the greater direct ventures ineffectiveness and renewable resources are simpler to explain. Shareholders have had to adapt their prospects for profits as a business that commits to the sustainable expansion of resources could have additional moderate profits results in the nearby period (Grant and Kenton, 2019).
Companies must understand the sense of balance amongst guiding the customer through a journey to a viewpoint of selling in an economical manner, but also in a manner that does not threaten the connection among the consumer and the company (Marketing Network, 2019). 

Ethics play a part in sustainable marketing. When assembling a campaign, organisations need to reflect each touchpoint and how it influences the customer and also the natural environment and the society, in particular, the community developed around the brand name. It’s crucial to hold off the despair for the demand of an instant return of investment (ROI). It’s regarding comparing the long-term ROI of a customer that appreciates the brand against the short-term ROI of a fast sale (Marketing Network, 2019).s

There are many key issues in marketing and sustainability.  Ramirez (2017) states that the purchasing behaviours of customers shift, so do the advertising methods businesses use to advertise their products. To provide customers products they crave, dealers must understand what reasons motivate customers to purchase. This is why numerous marketing businesses perform customer research findings and surveys. Some of the key reasons that immediately affect customer's expenditure control are career stability and the economy. Contemporary problems in customer behaviour are evidently noticeable and affected by the recession of the economy in 2007 and the increasing strength of technology since 2008.

Customers are currently attracted to products that provide a range of characteristics alongside quality. Customers would like items that will be long-lasting and durable, but they also require dependable items. This suggests businesses need to devote their time in selecting the elements to create these products. Higher quality products represent improved operating products that cause fewer difficulties for customers later on. (Ramirez, 2017) 
Companies care about quality they introduce many ways to provide customers the quality they are expecting but also, they will be sustainable for example a majority of brands are now using green marketing to add value to products but also to make consumers acknowledge they are providing products that are safe for the environment (Ramirez, 2017).  Patagonia is a clothing company that aids in climate change problems and tries to work on uncovering sustainable methods to create products. Patagonia is also brand honest with consumers, acknowledging it's not completely green: The shell of jackets is produced by fossil fuels. Although this circumstance does not affect the optimistic view of the brand name, as the public perceives its genuine enthusiasm for assisting the world. Patagonia's green marketing approach plus participation in the Go Green movement is indicated in the business objective. Additionally, it frequently contributes millions to programs advocating sustainable farming practices, safeguarding threatened species, and repairing forests (Vos, 2019). Patagonia has joined with California based biotechnology start-up Bolt fibers to build progressive brand-new sustainable fabrics that are being labeled as items for the upcoming future. These sturdy fabrics are considerably less damaging to the natural environment than hydrocarbon polymers like nylon (Thegreenmarketoracle.com, n.d.). 
In 2015 Patagonia’s introduced a business strategy 'anti-growth', this was a campaign that was against visible and unnecessary spending. They have broadcasted adverts urging individuals to not purchase items that may not be essential, even their personal products. They applied a program to refurbish as an alternative of substituting their items. Their dedication rests in their items, not only their messaging and advertising. Wetsuits are produced by pure rubber and plastic bottles are transformed into coats. Patagonia also acknowledges the value of diplomatic engagement on the natural environment and has produced voting for eco-friendly leaders as it is a foundation of its sustainability message (Virgin, 2016). Their campaign showed a lot of consumers that they cared about the quality of their clothing but also how they helped the environment, therefore this could appeal to consumers as they know that the products they release are safe for the environment but also good quality for consumers who buy from this brand.
Quain (2019) believes that a company does not function in a void, particularly if you may work away. This suggests societal and cultural alterations can have an effect on many companies centered on how a company's target audience's opinions and attitudes change over time, understanding these effects involves the company to get to know your clientele and reflect on current products or amenities from their understanding. Socio-cultural factors might include social attitudes, values, education, lawful structure, and political belief.
Companies do not need to revamp objective statements and principles centered on the notions of their target audience. although, as society and culture shifts, responsibility as a company or a leader is to adjust and remain at the forefront of rivals and continue pertinent in the thoughts of customers (Quain, 2019).
One of the main socio-cultural issues affecting companies and business choices is demographics. Adjustments in demographics is also a substantial element in the business world. As people age, for instance, companies for popular songs and trends could decline whilst markets for extravagant items and health products might rise. Furthermore, variations in the number of sexes and various religions and ethnic groups surrounded by society might additionally have a considerable influence on the direction a company does business (Quain, 2019).
This is particularly accurate when it occurs to advertising items and services to a newer generation since the Baby Boomer generation was named, every generation wanted to create its personal individuality. That character shifts as representatives of the generation alter. For instance, fashion is constantly shifting, but generally, the most substantial shift arises in the demographics of potential consumers. The clothing industry used to have many different trends to gain customers but with audiences so segmented, recognising the increasing strength of Generation Z, for instance, it is crucial, the audience is frequently labeled as consumers born in 1995 ahead, they have surfaced throughout five years as a driven customer unit (Quain, 2019).

In 2017 T-Mobile came up with a strategy to market to baby boomers and customising their items to meet their requirements. The mobile phone network prominent strategists discovered what they thought was a great feature for mature adults when buying a mobile phone, the feature they introduced was the capability to remain connected with family and friends (Williams, 2018).
 Their answer was to reveal a brand new data plan targeting consumers in the 55+ demographic that would permit them to buy the most recent smartphones without a few of the extra features in the plan that affected several plans to be so high-priced. The plan is different from the outdated flip phones and restricted minute plans that rivals advertise specifically made for the older generation friends (Williams, 2018).
To be eligible to have this mobile phone plan, the main current account bearer requires to be 55 or above. According to T-Mobile, even though baby boomers have been the greatest long-term and dependable wireless consumers, the additional companies handle the generation like they are trapped in the past (Jonnalagadda, 2017) 
Occasionally it can be simple to complicate what you may want for a client with what they would like for themselves. That's why, in numerous instances, the greatest solution is the simplest one: Ask them what they would like friends (Williams, 2018).
T-Mobile’s CEO John Legere said that "This generation deserves a little respect!" this shows that its time for marketers to understand that things are changing, and they need an open mindset for the older generation's friends (Williams, 2018).
Because T-Mobile has generated the idea of a phone plan for over 55+ (Williams, 2018) this may make demographics feel more understood by the company. This will, therefore, make baby boomers feel more persuaded to purchase items from companies like T-Mobile as they have an understanding of the older generation. 
By respecting ethical sustainability businesses should understand that advertising to baby boomers should not be any different when advertising to younger generations. Many baby boomers now have social media by advertising on different platforms this will make the generation of baby boomers feel involved when it comes to advertisement.
To conclude this paper sustainability has become an important factor when it comes to consumers buying products, this, therefore, helps companies be successful in many marketing campaigns. Green marketing is an essential element as it is a positive impact on customers and also this may make a company stand out more as more consumers are looking for sustainable products. Companies such as Patagonia have followed green marketing therefore the company has delivered good marketing techniques which have made consumers want to buy more products while recognising how they have been sustainable. Other companies need to invest their time into sustainability as this could gain more customers, a business should follow the triple bottom line by following this model, businesses can look at their strategy and work on factors so they can become more sustainable.
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