Good morning, I’m Navoda Karasinghe Arachchi and I’m analyzing the importance of sustainable marketing in today’s modern business world, it’s importance and the challenges it poses to marketeers. 

Sustainable Marketing
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What is Sustainable Marketing?

Kotler and Armstong define sustainable marketing as a call for socially and environmentally responsible actions that meet the present needs of consumers and businesses while also preserving or en- hancing the ability of future generations to meet their needs.’ 

Considering the influence of marketing system on the environment, sustainability and sustainable marketing are becoming an imperative of business performance. Nefat and Rakitovac (2013). 

It’s therefore essentially businesses operating in way that uses current resources in the most efficient manner so that generations in the future can also meet their needs with the earth’s limited resources. 
Sustainable marketing is about more than doing the right thing, it’s also beneficial to businesses overall, it can allow firms to be more innovative, be more efficient and overall have a better bottom line. Many businesses have taken the challenge of sustainable marketing and turned it into an opportunity.

Slide 2 – Three dimensions of sustainable marketing
D. Martin (2014) mentions that sustainable marketing is based on three dimensions. They are environmental, economic and social sustainability. Human well-being requires economic activity and economic activity depends on the natural environment. 
Environmental Sustainability - the ongoing preservation of essential ecosystems and their functions, we must bear in mind that we need to preserve our environment in order to be able to have economic activity both now and in the future. 
Economic Sustainability - the ongo- ing ability of an economic system to provide for all human needs, we all depend on the world’s economic system to provide us with our needs. 
Social Sustainability - the ongoing ability of communities to provide for the well- being of their members 
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Importance of Sustainable Marketing 
Ioannou and Serafeim 2019, highlight that a growing number of companies around the world have voluntarily adopted a number of sustainable marketing practices. Many firms question whether the adaptation of this practice would lead to better financial performance or not, or whether failure to adapt to sustainable marketing could lead to the failure of a company and have companies’ risk being left behind the global trend. 
Consumers have a growing concern about the effects brand they purchase, and consumer have on the planet. They will turn to independent, credible consumer information organizations for this information (Deloitte, 2012) this is especially true for millennials and gen Z. However at the same time consumers will put emphasis on price, convivences and quality, it’s important that businesses balance the all these aspects. (Delotte, 2012). 
Tosun, P (2017) states that modern day technology allows firms to communicate better their sustainable marketing streatgy, this not only affects a firm’s target market, but also it’s global image and impact. Firms can also use technology to involve consumers in developing it’s sustainable practice. Tesco may not have presence in many countries in many Eurpean countrues  but it’s efforts to tackle food wastage is often shown on media outlets all over the world, if one day Tesco chooses to expand in Europe, it will benefit from the market already being aware of its sustainability strategy, this would be beneficial in a market where consumers are conscious of food wastge. 
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Nefat and Rakitovac (2013) state that due to the important interdependence between the economy and the environment, sustainability is seen as one of the largest challenges in marketing. 
Challenges of Sustainable Marketing Management
· Make and Sell Paradigm – one of the biggest barriers towards sustainable marketing is the idea of a firm are a make and sell organization. Most firms only view marketing purpose to be to sell products produced, marketing is only included at the end of the pipeline and thus focuses too much on short term gains from marketing activities. (Hurth and Whittlesea, 2017). This type of mindset, that is all too common will make it difficult for firms to have a sustainable marketing strategy. 
· It’s important to focus on complete supply chains – failure to have responsibility for sustainability in the entire supply chain has resulted in negative response from consumer. Nowadays most brands have a global supply chain, brands need to work with all suppliers and contractors to collectively make this sustainable. (Network for Business Sustainability, 2014) for example Nike faced significant backlash over the use of sweat shops in the production of its products. My colleague Aine Gallagher also mentions an example of Olly’s Farm House that produces local Irish honey, it aims it’s product at the local consumer that wants locally produced products.
· Corporate Transparency – with the development of social media, consumers have access to information like never before. This results in businesses having increased pressure to have sophisticated transparency, and high responsibility and accountability standards. – Deloitte (2012).
· Legislation and regulations – There are a large number of complex environmental policy mechanisms in the world. Firms must understand regulations in each market and adhere to these policies. As these policies differ from market to market, global companies must stay on top of regulations and plan how their products can meet these regulations. 
· Climate change – consumers are becoming more aware of the issue and its effects on the planet. In many countries consumers have an expectation that the private sector will implement strategies and adapt alternative business models to combat the problem (Deloitte, 2012).
Slide 5– 6 Solutions
5 Principles of Sustainable Marketing
· Consumer oriented marketing - companies should view and organize its marketing activities from the consumer’s point of view. By adopting the customers point of view firms can build sustainable and profitable customer relationships. Most large firms have delivered superior value to their customer base by adopting this mission. Chipotle, an American fast food restaurant for example only sources the best of products and strives to reduce its environmental impact this has resulted in positive feedback from consumers. They took fast food, but made it healthy, which lead to their success. 
· Customer value marketing – companies should focus its marketing investments on customer value building rather than short term gains. Firms often use marketing for activities that result in a short-term increase in revenue but donn’t add any value to the customer. If brands invest more on improving products, they can expect to capture value from consumers in return. 
· Innovative marketing – if companies fail to innovate, they will lose their customers to competitors that do. Companies must strive to innovate and improve their products in order to create customer value. Amazon is great example of a company that is constantly innovating which has resulted in the company having such a large market share of the e-commerce industry globally, with products like Kindle, Prime now, or Alexa. 
· Sense of mission marketing – companies should strive to define its mission in broad societal terms rather than narrow product terms. Brands like The Body Shop that emphasize that they don’t do animal testing and are constantly making environmentally friendly products results in consumers understanding the mission of the company and also employees feeling better about working there. 
· Societal marketing - A company should make marketing decisions by considering consumers’ wants, the company’s requirements, consumers’ long-run interests, and society’s long-run interests. Alert companies view societal problems as opportunities. If we look at the case of Tesco, they made a commitment towards sustainability, it encouraged its consumers to tackle the food waste problem in 2009 much before this mindset took off in the minds of consumers, they are now reaping the benefits. (Deloitte, 2012)
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· Collaborate – increasing demand from consumers for sustainable products and variety will mean corporations will have to innovate and come up with ways to reduce costs at the same time. Many corporations are now collaborating with governments, civil society and sometimes competitors to solve societies largest problems, such as water scarcity. These collaborations can lead to innovation and better brand image as being a responsible company in the eyes of the consumer – Deloitte 2012. 
· Green marketing – Gordon et al, 2011, mention that marketing can become more sustainable by using its skills to encourage sustainable consumption by influencing all the components of the marketing process. A good example of this highlighted by my colleague Nichola Farr is Oatley a Swedish oat milk producer managed to market itself to vegan and environmentally conscious market and have broken their sales records. 
· Social Marketing – Gordon et el, 2011 describes this as the systematic use of marketing tools and techniques to achieve a certain consumer behavior which will result in a social or public good. This is often used by NGOs.
· Critical Marketing – it is used to critique the schema of marketing systems, paradigms and methodologies. It allows firms to understand the unintended effects of marketing and how this can be regulated. In can go as far as to focusing less on encouraging unnecessary consumption and more towards encouraging sustainability. 
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Benefits of Sustainable Marketing for Brands. 
· Lower costs – firms have learnt that being more sustainable has allowed them to lower their costs. In the short run, firms are able to reduce energy and water consumption will result in reduced costs. In the long-term businesses will benefit from even more cost advantage, as resources become scarcer having alternatives will give businesses a cost advantage. E.g. the demand for electric when the prices of petrol increase and when governments place more regulations and taxes on cars that use petrol. 
· Innovation – when businesses face constraining problems, they often find innovative solutions to deal with them. E.g. Unarco the supplier of shopping carts to Walmart found a way to refurbish old shopping carts to make them look new, this resulted in Walmart saving 8 million USD in costs of shopping carts. 
· A Better workforce – the modern-day workforce prefers to work for sustainable companies. In Chipotles Sustainability report of 2016 they stated that they were able to attract and retain more employees because of the firm’s commitment to sustainability. 
· Differentiation – being more sustainable will allow companies to identify themselves as sustainable companies. This will allow companies to differentiate themselves from the rest. It can result in increased revenue from loyal customers and the opportunity to cater to new market segments.
· Staying ahead of environment regulation – D. Martin 2014 states that P. 25 – the environmental regulations are constantly changing, staying ahead of these regulations will allow firms to not have problems every time the regulations are increased or changed. This will also allow firms to have a competitive edge over competitors. 
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Conclusion 
“It takes 20 years to build a reputation and 5 minutes to ruin it. If you think about that you’ll do things differently”. – Warren Buffet
Sustainability in now firmly on the agenda for leading companies. Businesses must view the need for sustainability as an opportunity to develop new and innovate products and business models, this way they can reap first-mover benefits, be more relevant to consumers and capture a larger market share. Failing to do so will result in businesses being unable to operate efficiently in a changing world. (Deloitte, 2012)
We must embrace the change and adapt to it. Marketeers must endeavor to build sustainable brands, beyond the limit set by governments. Having a holistic sustainable brand is also important to succeed. 

