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Introduction
Nowadays sustainability has gained its weight in people’s hearts. As sustainability is a complex and wide-raging system which contains social welfare, economic growth and environmental wellbeing, it has also changed the method of marketing to a large scale. The strategy of marketing has moved to sustainable marketing, which has a difference with green marketing, and brings about other key issues – greenwashing and sustainable consumption. The impact of these issues varies from the vulnerability of being influenced, the risks of “greenwashing” to the chance of saving money. Finally, the essay sorts out two useful suggestions to run sustainable marketing smoothly.


Main body
We are now facing dramatic changes in environment than ever before. Problems including air and water pollution, substantial climate change, soil degradation and the exhaustion of natural resources have threatened survival of our human beings. In response, calls for sustainability have risen these years. Not only consumers, business but also government and ordinary citizens are talking about it. So what is sustainability?
According to World Commission on Environment and Development (1987), sustainability means “meeting the needs of the present without compromising the ability of future generations to meet their needs”. Sustainability is not just about protecting the environment, which comes first in people’s mind. It has three pillars identified by the World Summit on Social Development in 2015 as economic development, social development and environmental protection (Matthew Mason, 2019). Rather than saying what is sustainability, it is easier to define that by saying what is not. “To be sustainable is to avoid collapse (Leslie Paul Thiele, 2013, p.2).” It is unsustainable to mix up the trash and leave it underground to cause soil degradation; it is unsustainable to encourage people to eat HFSS food which declines their health conditions; it is also unsustainable to run a corporation consistently in the red, which will result in bankruptcy. Leslie (2013, p.3) also pointed out that the subjective of the sustainability defined by World Commission on Environment and Development (1987) is missing. The welfare of people and species distant in time or space also becomes impacted by our actions.
As issues of sustainability arise, the issues concerning marketing have seen transformation as well. Typically, marketing is defined as “the process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return” (Armstrong and Kotler, 2013, p.33). However, there is a revolution about the strategies to build strong customer relationships, from the production, product, selling to the marketing and the societal marketing concept. Just as Stephen Brown (1995) said, “Marketing’s days as a teenage rebel are over”; it had reached 40 years by then and needed to take responsibilities. As a result, “the societal marketing concept holds that marketing strategy should deliver value to customers in a way that maintains or improves both the consumer’s and society’s well-being”, and it throw a weight to the long-run welfare. In the book Marketing 3.0, the authors address that marketing has moved from Marketing 1.0 (product-centric era), Marketing 2.0 (customer-oriented era) to Marketing 3.0 (values-driven era), which is similar to the societal marketing concept that calls for sustainable marketing.
Sustainable marketing is “socially and environmentally responsible marketing that meets the present needs of consumers and businesses while also preserving or enhancing the ability of future generations to meet their needs” (Armstrong and Kotler, 2013, p.508). According to Peattie (2001), sustainable marketing is the third “age” of green marketing. The first and second ages focus on “particular environmental problems” and “advocating clean technology” respectively, which are just specific aspects of the sustainable process (Hunt, 2011). “Sustainability, as a societal goal, includes all producers and consumers, willing or not, and requires a change in virtually everyone’s behaviour” (Tadajewski and Brownlie, 2008, p.264). Contrary to previous green marketing, sustainable marketing is a macromarketing concept which is supportive of sustainable economic development.
Accompanied by sustainable marketing, a deceptive way of doing so, which called “greenwashing”, also appeared. The word “greenwashing” was created by an environmentalist, Jay Westerveld, in 1986. At that time, a majority of consumers received from TV, radios, newspapers the news of certain companies’ sustainable behaviour, which is not always the truth. As Delmas and Burbano (2011) researched, “greenwashing” is a practice of companies that have poor sustainability practices and yet communicate positive results.
The Home Depot and Lowes, for example, both encourage customers to do their part by offering onsite recycling for several products, including compact fluorescent lights and plastic bags. Meanwhile, they continue to sell billions of dollars per year worth of environmentally damaging products, such as paints that are loaded with toxic ingredients and which release noxious fumes. 
(The Guardian, 2016, https://www.theguardian.com/sustainable-business/2016/aug/20/greenwashing-environmentalism-lies-companies)
However, since actually it is difficult to accomplish sustainable marketing, it is hard to identify whether the company’s behaviour is an effort towards sustainable marketing or simply a PR gimmick. The marketing team of Ovo Energy “has revealed a new sustainability strategy that puts reducing its environmental impact at the heart of its media strategy and marketing plans” (Lyons, E. 2019). Some critics suggested that the carbon-offsetting scheme of the company is not enough, and what it merely do is to slap a green logo during the marketing practices. But it is just the beginning of the new strategy, and the leader acknowledged that they won’t get it right the first time. There are a number of examples that “despite the widespread adoption of sustainability practices, managers face difﬁculties in achieving strong sustainability performance” (Szekely and Knirsch, 2005). So at least the change is welcome.
Apart from business and governments, sustainable marketing also applies to consumers. Over the years, consumerism has changed significantly. As the United States is the leading consumer society in the world, let us take it as an example. The advent of consumer society placed in the first two decades of the twentieth century. Consumerism witnessed a boost shortly after World War II. Retailing analyst Victor Lebow said: 
Our enormously productive economy demands that we make consumption our way of life, that we convert the buying and use of goods into rituals, that we seek our spiritual satisfaction in consumption. We need things consumed, burned up, replaced and discarded at an ever-accelerating rate.
(The story of Stuff Project, 2009, https://www.youtube.com/watch?reload=9&v=9GorqroigqM)
Such conditions have continued for years especially in the developed countries. It was not until recent decades that people get to notice that it is terrifying to do so because the welfare of people as well as the earth cannot be deteriorated any more. “While technological improvements in resource efficiency have slowed down the relentless growth in demand for materials, water and energies, they have not kept up with the growing demand” (Brown and Vergragt, 2015, p.308), which is largely due to the traditional perception of consumerism in people’s mind. Therefore, a new perception of consumerism should be built up, which entails sustainable consumption. In new consumerism, consumers have the right and responsibility to make good consumption choices, which can have an impact on business and government’s actions to improve “quality of life”. It even needs lifestyle changes. In the UK, the report, seen by BBC Panorama, “says an upheaval in our lifestyles is the only way to meet targets”. “We must eat less meat and dairy, swap cars for bikes, take fewer flights, and ditch gas boilers at home.” said researchers from Imperial College London. (Rowlatt, 2019)
To summarize the above information, three main impacts will work on marketing. 
First, “no organization can avoid value shifts” (Winston, 2019). In recent years young generations have been increasingly concerned about environmental protection. Greta Thunberg, a Swede who just turned 16 this year, stopped going to school to protest inaction of climate change and said in the global climate summit that the older people who are supposed to do something but not are“stealing [children’s] future in front of their very eyes.” The morals of consumers especially the young have changed, and therefore marketers have to change their way of marketing as well. For instance, “in September 2019 Burger King and Mc Donald’s both announced the intention to remove plastic toys from children’s meals entirely, or at least allow customers to swap them out, in an effort to reduce waste” (MarketLine, 2019). Mars, one of the greatest food company, has launched “Pledge for Planet” campaign which contains ambitious targets and very detailed measurements. “This includes strict measurement requirements and reducing total green-house gas emissions across its value chain by 27% by 2025 and 67% by 2050” (Fleming, 2019).
Besides, businesses are at risk of being criticised as “greenwashing”. Consumers are no idiot. They want to support the company that has done real action to promote the wellbeing of environment and people. If cheated, consumers are likely to lose faith and loyalty towards the brand, and it is definitely a disaster to the business. “As a consequence, how to communicate with and convince customers about corporate commitment to sustainability in marketing becomes crucial for enterprises to regain credibility” (Lee, 2016).
Last but not least, sustainable marketing can save business money. “Using less energy, more efficient logistics and more innovative packaging has made M&S a more efficient business and has saved them significant amounts” ((Hobbs, Thomas, 2017). 
There are quite a few useful recommendations for marketers to respond to the issues mentioned above, and I have figured out two.
First, sufficient management should be applied to internal stakeholder relationships, especially ethical alignment between employee perceptions and the company’s corporate identity (Powell, 2011). “To achieve strong sustainability performance, the company needs to apply a business model where the different stakeholders involved in the company’s activities, including employees, take responsibility in terms of social, environmental and ﬁnancial impact” (Boons and Lüdeke-Freund, 2012).
Furthermore, integration is significant. “Achieving success in sustainability can’t be built around standalone campaigns but must be based on integrating it into the very core of a business, according to retail giant Marks &Spencer” (Hobbs, Thomas, 2017). Daniels, who has worked on the branding for M&S’s sustainable Plan A initiative, “cites Heineken’s #OpenYourWorld campaign and Ben &Jerry’s long-term commitment to social purpose as great examples of how to get it right” (Hobbs, Thomas, 2017). 






Conclusion
This essay talks about the correlation between marketing and sustainability and their combined result: sustainable marketing. It is evident that sustainable marketing is a trend of marketing. Though difficult and risky, it is supportive of the entire human beings. Consumers need sustainable marketing to maintain their physical wellbeing; society needs sustainable marketing to gain sustainable economic growth; and our earth needs sustainable marketing to stay viable. 
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