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[bookmark: _GoBack]Sustainability has been defined by The Brundtland Report 1987 as a “development that meets the needs of the present without compromising the ability of future generations to meet their own needs” (The Brundtland Commission, 1987), but Deloitte (2019), provides an alternative definition of sustainability as the “responsibility for the impact that the organisation on its surroundings, in business, environmental and social terms”.  The two definitions, both provided by reliable sources provide a valuable insight into sustainability and how organisations can adapt their practices within different industries, with Deloitte providing its point of view on sustainability within its organisation and The Brundtland Report providing analysis of sustainability and its impact on the environment, and how organisations can approach the subject appropriately. However, in this case, The Brundtland Report can be deemed as being most appropriate, as it covers a wide range of topics that can be impacted by being more sustainable. This report expressed concerns that the consumption and production systems that were in place in organisations were not of a suitable sustainable standard (Saren, et al., 2018).  In recent times sustainability has become an important issue for organisations and consumers alike, for example, the issue of sustainable packaging is at the forefront of company sustainability policies, which are changing organisation’s attitudes by incorporating alternative uses of plastic packaging, as plastic pollution is a concern due to its impact on the environment. 
 Sustainability has been described as comprising three pillars, these are society, ecology, and economy, but these are commonly known as being grounded on the “triple bottom line” approach of people, planet and profit (Thiele, 2013). The first element is people, and organisations that follow the triple bottom line show a great deal of care for its employees and the local communities from where the company is based. The second element is planet, where organisations develop strategies to eliminate or reduce their ecological environmental footprint. The final element is profit, this element is shared by the majority of organisations as any profits made will assist with sustaining the entire community where the organisations are based, therefore everyone is impacted by the profit that is made from a triple bottom line point of view. 
In respect of the issue of sustainability and marketing, it is important to note that the terminology of sustainability marketing and sustainable marketing are both similar, however, there is an important difference between the two terms. Sustainable marketing is the type of marketing that can effectively develop a long term customer relationship without any reference to sustainability issues. Marketing sustainability, on the other hand, can be more explicitly related to the development of a sustainable agenda for organisations (Belz & Peattie, 2012, p. 28). Marketing sustainability consists of six main elements known as socio-ecological problems, consumer behaviour, sustainability marketing values and objectives, sustainability marketing strategies, sustainability marketing mix, and sustainability marketing transformations. The socio-ecological problems and the consumer behaviour elements, are used as part of the organisation's analysis on the external environment and can assist marketers through the development of new opportunities, by identifying the socio-ecological issues that can occur within the workplace. The sustainability marketing values and objectives, along with the marketing strategies, are the strategic decisions that are being made at a corporate level, in regard to planning for a sustainability marketing mix at the product level of an organisation. The final element is the sustainability marketing transformations who have the power to encourage organisations to become sustainable (Belz & Peattie, 2012). 
Sustainability marketing can also be referred to as green marketing, which is currently restricted to a certain amount of organisations that cater to the needs of green consumers, by offering a limited amount of green and sustainable products within the market (Charter, et al., 2002).  According to Tadajewski & Brownlie, (2008, p. 263), the use of green marketing has had an impact on the environment as it has assisted, and continues to assist with the deterioration of the environment through providing services specifically for the environment and by improving current products to become sustainable. 
Green marketing incorporates a wide range of activities that are specifically designed for organisations to satisfy the needs and wants of consumers with minimal impact on the environment, these activities would include changes and improvement to the current production process, changes to product packaging and various adjustments towards advertising, and towards the products produced (Polonsky, 1994).
Marketing sustainability is an important and crucial element to organisations, especially in order to gain and attract new and existing consumers to the brand. Consumers are conscious about the environment and therefore want to make purchases from organisations who have a similar mindset to them. In regard to marketing professionals, it has been found that internal marketing has a vital role in implementing sustainable strategies within organisations. 
Individual organisations approach the topic of sustainability differently, and therefore marketing professionals within different organisations and markets also have different approaches that vary according to the particular industry the organisation is based in. An example of marketers responding to sustainability issues that have an impact on the marketing industry, is through the use of an independent standard known as PAS, where The Direct Marketing Association have collaborated with organisations such as Acxiom, the Telephone Preference Service, Royal Mail and the Incorporated Society of British Advertisers to develop an agreement to decrease the amount of waste being produced within the industry. The strategy that was agreed upon, was to target the mail industry by setting various targets for recycling mail.  Royal Mail currently offers Royal Mail Responsible Mail which was introduced as part of the British Standard Institute's 2020 article for improving organisations environmental impact concerning direct marketing (Royal Mail, 2019). 
However, according to Jones, et al. (2009), marketing does not play a major role at the centre of sustainable development within organisations, and marketing has a secondary role in driving forward sustainability practices and agendas within many companies. In conjunction with this statement, organisations such as Patagonia are using creative marketing skills to introduce sustainability to the organisations agenda, through advertisements that advertise a product that is “built-to-last” whilst promoting their sustainable approach to customers who can recycle or get the product repaired through the organisations Common Threads Partnership, which decreases Patagonia’s environmental footprint (World Economic Forum, 2014) . 
The sustainable development agenda was developed by the United Nations and consists of 17 goals to achieve worldwide sustainability by 2030, these goals include improving economic growth and addressing environmental protection and climate change (The United Nations, 2019). According to PWC Uk (2008), a sustainable agenda consists of making commitments to incorporate and embed sustainable practice into strategic decision-making and procedures. A survey that was conducted by McKinsey & Company (2011), involved many organisational managers and executives from numerous worldwide industries and confirmed that 70% of the companies represented by the respondents have included sustainability within their organisational agendas within the past few years (Biedenbach & Manzhynski, 2016). 
An example of an organisation with a sustainable agenda is Unilever, who have produced “The Unilever Sustainable Living Plan” which is Unilever’s blueprint for achieving their organisational goals, decreasing their environmental footprint and through the increase of a positive social impact (Unilever, 2019). This plan was introduced by Unilever as a strategy to introduce sustainability into the main areas of the company, which includes commitments to reduce the environmental impact of its products through sourcing its materials in a way that is deemed sustainable and environmentally friendly (Marketing Week, 2012). Unilever’s sustainable agenda has already been proven to have been effective as Unilever’s brands such as, Ben & Jerry’s, Dove and Hellmann’s have reported that since these brands  have adapted to the sustainable agenda, there has been a 50% growth in these brands and within the rest of the organisation (Marketing Week, 2017).
There are numerous key issues that can have an impact on marketing and sustainability, an example of a key issue is climate change. The prospect of climate change constantly changes the mindsets of consumers, for example, manual cars can produce harmful co2 which can, in turn, change the consumer's mindset to switch to an electric car, as an environmentally friendly alternative. In this case, it can be challenging to market to an audience whose mindset is constantly changing. Marketing professionals could consider raising awareness of climate change through the use of advertisements, but the advertising must comply with the company’s business strategy, otherwise, it could cause the assumption that the organisation is making a profit out of an environmental conflict (Marketing Week, 2019).  An example of a brand that has recently advertised about raising awareness of climate change was Volvo, who had published a children's storybook called "The Day the Ocean Went Away", this story portrayed a young boy's passion for the ocean and one day he returned to the beach to find the ocean had disappeared (Volvo UK, 2019).  This book was designed to educate future generations about ocean sustainability and is part of Volvo’s global drive to decrease the amount of plastic pollution created by the company and to improve their approach to a sustainable future. 
Another example of a key issue within marketing and sustainability is the damage that is currently being caused to the ecosystem, factors such as, deforestation, palm oil, climate change, and pollution can damage the ecosystem. The ecosystem has an impact on both consumers and marketers as the ecosystem naturally regulates climate and climate temperature, manages the quality of water and prevents flooding. Once the ecosystem becomes damaged, it can have a major impact on both consumers and marketers and can cause problems such as water shortages.  Organisations have already reacted to these key issues by organising tree planting sessions which provide a habitat for the ecosystem which can protect various species of animals and food crops. An advertisement was produced by Iceland in collaboration with Greenpeace as part of the organisations 2017 Christmas advert,  which raised awareness of the destruction that palm oil is causing within the rainforest. The advertisement featured an Orangutan whose habitat was being destroyed due to the manufacture of products containing palm oil. Since the advert, Iceland has removed and reformulated hundreds of products that had previously included palm oil as an ingredient and has introduced over 300 new products that have excluded palm oil as an ingredient (Iceland, 2019). The advert became a trending topic over numerous social media platforms due to the advert being banned from the public eye for being too political. This move prompted an interest by the public to see this advert to determine its reasoning for being banned, the decision to have the advertisement banned prompted a worldwide trend for #NoPalmOilChristmas and for Iceland itself, this increased the awareness of the reality of the destruction that is being caused by palm oil.  This advert had a major impact on consumers as it portrayed the reality of the Rainforest being destroyed and had encouraged consumers to support the cause by purchasing products with alternative ingredients to palm oil. 
The final example of a key issue within marketing and sustainability is the constant increase in population levels and changing demographics.  This key issue can provide numerous benefits to marketers, such as, embracing them with the opportunity to become more efficient marketers, for example, providing marketers with regularly updated demographics can assist with the elimination of stereotypes that may be considered damaging in marketing campaigns (Forbes, 2018).  Demographics are used by marketers in order to promote a product or service to specific groups of people, for example, targeting millennials with advertisements about the latest technological trends. Organisations had previously used demographic categories such as, age, gender, race, and beliefs to identify potential customers, but such categories have been modified  to categories such as social grade, income and wealth and personal interest, and this new variety of demographics can provide marketers with valuable information about their personal preferences for products based upon different factors.  
To conclude, there are various strategies that can be of use to marketers in regard to responding to the current key issues within marketing and sustainability.  The first key issue is climate change, Marketers could respond to this issue through raising awareness of how the organisation is reacting to climate change through advertising its efforts through the organisation and adapt the current strategies that are in place to tackle climate change.  The second key issue for marketing and sustainability is damage to the ecosystem, and a strategy that can be of use to marketers to respond to this issue is to promote and encourage its employees and the organisation itself to develop events such as tree planting, which will have an effect within the local community ,and to promote other events that may be happening with competitors in regard to climate change, which will encourage others to participate. The third issue for marketing and sustainability is the changing demographics and the increase in population levels, and marketers can respond to this issue by constantly improving and adapting the current demographic categories to provide a more advanced and in-depth analysis of possible target markets for marketers to have a wider range of consumers to target.
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