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2. Introduction

With the booming of world economy and the deterioration of natural environment, green consumerism is gradually prevailing all over the world. People's awareness of environmental protection is also constantly raising. In terms of consumption, people no longer pursue the basic material needs. On the contrary, more environmentally friendly and more sustainable products have become consumers' new favourite. The concept of sustainability has gradually entered the field of marketing. As an important branch of modern marketing theory, green marketing has gradually become a new trend of enterprise marketing development, which is also an inevitable choice for a business to implement sustainable development strategy.
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3. [bookmark: _Toc496043658]Literature Review

In today's business world, sustainability is becoming more and more important and the triple bottom line(Elkington,2013), which covers three main issues: people, profit and planet, becomes a new value standard to measure the success of a business. Therefore, a business should not only take into account the wealth, but also the society and environment. Following the steps of sustainability, green marketing has also come into people's sight, which includes all marketing activities that stimulate and confirm the at-attitude and environmental practices of customers. 

3.1 [bookmark: _Toc496043659]sustainability

Sustainability is now a hot topic among many different organizations. The concept of sustainability can be traced back to the thirteenth century (Jones, Comfort & Hillier, 2008) but it was back to people's attention in the environmental literature in the 1970’s (Kamara, Coff & Wynne, 2006). There are many different understanding of the definition of sustainability. With certain retailers, it means driving cost out of their system by reducing raw-material waste or packaging, and/or minimizing their carbon footprint(Emery,2013) while in environmental protection, sustainability can be described as an approach that concerns the reduction and use of natural resources with a strong focus on the earth’s biophysical environment (Portney, 2015). However, the most widely accepted definition of ‘sustainability’ was introduced in 1987’s Bruntland Report (World Commission on Environment and Development) from the United Nations. It defined ‘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).

It is not hard to find that there are many discussions about sustainable development in the marketing circle, but the implementation of sustainability has not flourished. According to Sarah (2016), the reason sustainability has not yet become mainstream is because too many brands market only 16% of the "super-green" population, rather than the 66% of the "middle green" population. These operators believe that these 16% consumers can accept sustainable marketing more quickly, both in terms of product concept and consumer price. But the fatal flaw of this approach is that it ignores the fact that the remaining 66% is the main force. 

3.2 [bookmark: _Toc496043660]green marketing

Back in the 1960s, trying to lead an environmentally conscious lifestyle was a very fringe phenomenon. But now it’s decidedly mainstream (Ottman,2017). The concept of green marketing has been mentioned in almost all the literatures related to green marketing. However, there is no accepted accurate and comprehensive definition.

Since the establishment of marketing as a business management discipline at the beginning of 20th century, the marketing concept of a business has been changing, from the traditional concept of product, promotion and marketing, to the current social marketing, and ecological marketing (environmental marketing). Green marketing is developed on the basis of traditional marketing, which is the extension and expansion of traditional marketing. Licina, Radtke and Johansson (2018) pointed out that traditional marketing management refers to planning, organizing, implementing and controlling marketing resources and programs to meet the needs of consumers, with the purpose of achieving organizational objectives. While Peattie (1995) described it simply as that “marketing is the management process that identifies, anticipates and satisfies customer requirements profitably”. 

Different from the pursuit of benefits, green marketing was defined by Mintu and Lozada (1993) as “the application of marketing tools to facilitate exchanges that satisfy organizational and individual goals in such a way that the preservation, protection, and conservation of the physical environment are upheld”. Compared with traditional marketing, green marketing tends to be eco-friendlier and to benefit the sustainable development of corporations as well (Brownlie & Tadajewski, 2008).

According to Ottman (2017), there have been formed a consumption chain in the development process of green marketing in some European countries, one with green demand - green R & D - green production - green product - green price - green market development - green consumption as the main line.
This chain not only requires firms especially those from developing countries to embed green marketing issues in their vision but also to take specific actions.

3.3 Relationship between sustainability and green marketing

Jones, Comfort and Hillier (2008) describes marketing and sustainability as "chalk and cheese" because it is an empirical nature that marketing is about selling more while sustainability is about consuming less. However, there is growing evidence that the two concepts have something related to each other. Li and Sun (2018) made an abstract metaphor of the relationship between sustainability and green marketing: the latter is the "skeleton" of a company while the former is the “body”. Only with a green skeleton can companies support the “body” of sustainable development, which, can be translated into: sustainability is the theoretical basis of green marketing, while green marketing is an effective means to achieve sustainable development. 

The impact of sustainability on green marketing 
Mintu & Lozada (1993) described sustainability as “a guide to the integration of environmental themes into marketing education”. Nowadays, many firms are beginning to realize that they are not only member of the economic society, but also a part of the natural world and therefore they must behave in an environmentally responsible fashion. Sustainability is now becoming increasingly important in today’s corporate world and balancing between social, environmental and economic activities can greatly contribute to the current and future success of organizations (Bouvrain & Sarka,2015). According to Lubin and Esty (2010), only by integrated those three objectives into corporate decisions, firms can successfully pursue transformation towards sustainability. It has become a trend that firms must achieve environmental goals as well as profit-related goals, which will lead to environmental issues being incorporated into corporate culture (Polonsky & Michael,1994). To keep up with this trend, many firms choose sustainability as the theoretical guidance of their green marketing strategy. Further sticking to the four stages of sustainable development (Parsons, Maclaran & Chatzidakis, 2017), which contains pollution control, product stewardship, new environmental technologies and sustainability vision, can equip firms a better capability of understanding where they are now in the green marketing chain and choosing the optimal green marketing mode.

In a sense, firms are more capable of putting forward corresponding green marketing measures under the guidance of sustainability. 

The effectiveness of green marketing on sustainability
Within marketing theory, the support for sustainability currently is reflected in the rise of green marketing (Van Dam & Apeldoorn,1996). Green marketing strategy can bring certain benefits to sustainable development, which can be also utilized to engender competitive advantage to a business as well (Arseculeratne & Yazdanifard,2014). One of the main benefits is the expansion of sustainability when firms are taking specific green operations. It seems that all types of consumers, whether individuals or industrial consumers, are paying more and more attention to the natural environment and they are embracing green products and services now. It can be assumed that companies marketing productions with environmental characteristics will have a competitive advantage over companies marketing non-environmentally responsible substitutes (Polonsky & Michael,1994). There are two examples of firms who have strived to become more environmentally responsible and tried to better satisfy their consumer needs. 
· HUAWEI build a recycling system because of increased consumer concern relating to less environmental pollution
· Lenovo introduced a structured approach in an attempt to minimize the carbon footprint due to the increased concern on climate change

According to the consumption chain of green marketing, what the two firms are doing is basically focusing on green products and green production.  Marketers, are playing their part. They strive to do things in a way that makes the world a better place than it was before, from an economic, social, environmental and cultural perspective.

4. Case Analysis

As it becomes an essential tool for sustainable business strategy, companies are adopting green marketing practices to achieve better business performance (Papadas Avlonitis & Carrigan, 2017). The next case study is based on the consumption chain of green marketing mentioned above, from green production to green products. In order to further explore how modern enterprises be sustainable through green marketing. The two high-tech firms, Huawei and Lenovo, and their marketing practices are described and analysed below.

4.1 Huawei’s Green World

Founded in 1987, Huawei is a leading global provider of information and communications technology (ICT) infrastructure and smart devices. With the aim of building a sustainable, green and inclusive word, Huawei is committed to promoting green ICT solutions. Its green marketing strategy mainly focusses on 4 areas: Green Products, Green Operations, Green Partners and Green World. According to their actual practices, much of the sustainability work done by HUAWEI is aimed at providing sustainable products to their customers. Here is an example of HUAWEI using bioplastics to protect non-renewable resources to show how to be sustainable through green marketing.

Since 2013, Huawei has widely used bioplastics in its mobile phones. Bioplastics are much more ecologically friendly than conventional plastics because they are made from plant extracts rather than oil, a non-renewable resource. They can help significantly reduce environmental pollution and destruction and protect non-renewable resources.
In 2018, Huawei expanded its bioplastics to a wider range of products, including the P20, P20 Pro, Mate RS, Mate 20, Mate 20 Pro and Mate 20 RS, as well as the Huawei Watch GT foundation. More than 30% of bioplastics are extracted from castor oil, reducing CO2 emissions by 62.6%. In 2018, Huawei's use of bioplastics helped reduce CO2 emissions by about 612 tons (Huawei, 2018). Huawei's green products not only fulfil their commitment to sustainable development, but also benefit individuals.

4.2 Lenovo’s Combatting With Climate Change

Compared with Huawei, who is committed to build an environmentally friendly low-carbon society that saves resources by providing sustainable products, Lenovo put much attention on sustainable production. 

Like many other organizations, Lenovo recognizes that climate change is a serious threat to the planet, so they constantly looking for new ways to reduce emissions of harmful greenhouse gases (GHG) from all of its business activities, including those of its suppliers and customers. To win the fight against climate change, Lenovo is committed to implementing energy efficiency projects and renewable energy in its operations.

In support of this commitment, they continue to expand their use of on-site solar energy. In the past few years, Lenovo has installed solar hot water facilities in Beijing and Huiyang, and solar power plants in Shanghai and Hefei. It is worth mentioning that all of these projects currently have more than 5 MW of solar capacity and an annual emission reduction potential of more than 5,000 metric tons of carbon emissions (Lenovo, 2019). The U.S. Environmental Protection Agency (EPA) recognizes Lenovo for green power purchasing(EPA,2019). Because during the year of 2018, Lenovo purchased renewable commodities that supported 100 percent renewable energy projects in Brazil (wind), China (wind), India (wind), Mexico (solar), Europe (wind) and the United States (wind). Green marketing is not just promotion in a green way and what Lenovo does, is from the beginning of the production chain to keep green.


5. [bookmark: _Toc496043664]Conclusion and Recommendations

This report has demonstrated that firms enact green marketing strategies in various ways to achieve sustainable development. Huawei focus on green products in order to protect non-renewable resources while Lenovo strive to green productions with the aim of achieving energy saving and emission reduction. It is undeniable that the two firms have indeed contributed to sustainable development through their respective green marketing approaches. But this is far from enough. Environmental protection will continue being key to the sustainable development of world economy over the next ten years (Huawei, 2018). According to the consumption chain of green marketing（as mentioned above）here are some recommendations: 
· Establish the concept of green marketing: at present, many firms are still reluctant to join in sustainable development because they think that the initial investment of sustainable development will damage their short-term economic income (Xu, Ou, Chan & Wei, 2015). But in the long run, the ultimate beneficiary of sustainability is enterprises. Thus, more enterprises should be helped to take the initiative of social responsibility, establish the concept of green marketing. Furthermore, for those who have noticed the importance of sustainability, they should pay more attention to embedding sustainability in the consciousness of all employees. For example, by establishing performance evaluation or reward system encourage employees to establish green awareness.
· Set a reasonable green price: despite the growing concern about sustainable development, consumers often put back green products when they are shopping due to the higher price. Therefore, at the beginning of the implementation of green products, the price should be kept not much higher than similar products so that consumers can be given time to accept the transformation from traditional products to green products.
· Expand green consumption: the ultimate goal of marketing is to attract customers to buy products, so firms can propagate the information about green products through various marketing and promotion activities, such as TV advertising, green campaigns and discounting to increase the popularity of their products and inspire consumer’s demands of green products as well.
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