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Introduction

 Business and trade in general have become extremely dynamic based on the fact that there are way too many technological changes that have directly impacted the way companies relate to their customers. According to Parsons, Maclaran and Chatzidakis (2017), the companies have also been forced to make adjustments to their marketing systems to be able to meet the new demands in the different markets they operate in. For instance, Galpin, Whitttington and Bell (2015) has had to refer to aspects such as social marketing, cause-related marketing and many others. It is therefore clear that marketing has largely become a contingency issue where it is done on the basis of the targeted objective. Sustainability marketing is one of the trends that have become all well too important to the marketing industry as a whole. This, according to Adebanjo, Teh and Ahmed (2016) has focussed on the business organisations making the customers understand that they are important and the focus on the future is equally part of the vision and mission of the organisation. 

In this essay, the main objective is to determine the importance of sustainability agenda to organisations and their marketing plans. It will therefore focus on a discussion focussed on understanding the issue of sustainability and marketing. It will then critically scan literature associated with the two variables from the contemporary basis. The last part will focus on the level to which the findings impact marketing for professionals and consumers. 

Marketing and Sustainability
Sustainability from the position of marketing has another tag name of green marketing. In such a case, a company has more focus on the aspect of investment in social and environmental aspects within the community that it exists as part of its marketing strategy (Weber, 2009, p. 117). There are many cases where companies are criticised for an increased level of waste to the environment. Others are also criticised for price mark ups while others are under scrutiny for misleading advertisements that they take part in. at all levels, it can be noted that sufficiency is obtained by the companies from engaging in practices that are sustainable to themselves and to the environment (Toffler, 2006, p. 54). A company like Volkswagen was caught up in the pollution scandal while oil companies such as BP has been caught in not being careful enough as to cause pollution in water, especially after the Gulf of Mexico accident (Terlau and Hirsch, 2015, p. 78). It is therefore agreeable that sustainability marketing goes against such acts and builds relationships with the consumers while also taking to account the fact that there is need to develop conservation of the immediate environment for the future. Some other companies have practiced their sustainability by engaging in community activities such as environmental care, engaging in games and sports sponsorships or even engaging in promotion of education programmes in and among the locales it is located (Tadajewski, 2016, p. 09). These are corporate social responsibility (CSR) practices that help progress the name of the company within the community it is operating. For instance, Coca Cola Company has been at the forefront in teaching its employees to promote packaging that is sustainable, improve environmental performance through effective waste management in all the areas that they work. 

Therefore, it can be noted that sustainability is part of the current agenda issues in advertisements in companies that help link the company to the needs of the immediate areas of operation. According to Pedersen, Gwozdz and Hvass (2018), there is a collection of methods that constitute sustainability in relation to companies and their marketing processes; consumer oriented, customer value, innovative, sense of mission and societal marketing.  It has become a very constructive marketing strategy in the 21st century (Tapscott and Williams, 2008, p. 412). 
Contemporary Literature on key issues in marketing and sustainability 
Marketing is undergoing a great deal of evolution and this is also strongly impacting the level to which companies engage their customers. O’Shaughnessy and O’Shaughnessy (2002) staretd by presenting a strongly focussed sentiment about the role of marketing in creation of materials. To that end, it is understood that due to strong marketing that has been personalised in the post modernism marketing, there is destruction of the environment. Ideally, this seems to make sense because when there is a high level of marketing, companies tend to sell more and the repercussions to this is that there will be increased wastes in the immediate environment. Moreover, there is increased pollution due to manufacturers producing more goods to meet the required demand in the market. However, understanding the relationship between marketing and sustainability requires a clear understanding of the post modernism theory of marketing (Hsu, Tan and Zailani, 2016, p. 118). In this case, there is a shift from the traditional methods of marketing to the most modern methods that will ultimately help the companies meet the required competitive aggression (Jones, Hillier and Comfort, 2016, p. 119). By conceptual reconstruction, it can be noted that marketing is a progressive process and that means it has been able to inculcate other demands associated with the need requirements of the market. This is an evolution that shifts the focus of the advertising companies from the product-customer to the source-environment. For instance, Tadajewski and Brownlie (2008) focussed on a company taking care of a locally sourced raw material as well as promoting the health-related aspects of the product that is under review. On the other hand, Šūmane et al (2018) focussed on the issue of the company treating the employees in a better way as well as the suppliers and all the other clients associated with its products. Still on the same, Brown (2015) focussed on creation of consumption projects that are cooperating between the customers and the source suppliers. In this case, the customers are also able to understand the value of the sources of the products they are consuming. A clear example to that effect, according to Hazlett (2010) is given of a vehicle repairs company considering recycling waste oil as opposed to discharging it in available water bodies.  It is therefore notable that sustainability is a very important factor in marketing in the modern marketing systems. 

Amui et al. (2017) focussed on the issue of the sustainability agenda in terms of the level of interaction between a company and its customers. Through content marketing, the company educates the buyers in such a way that the latter make a choice on whether to do business with the company or not. To that level, the main aspect is based on the changing trends where many customers are now focussing on healthier foods than the junk foods they used to consume before. For instance, Skordoulis (2004) tells of content marketing practices carried out by Coca Cola Company in Asia where the company marketing strategy tells the consumers local stories through tapping into the needs and wants relatable to the audience. This is a strategy that has made the company expand its market in the region otherwise dominated by close rival Pepsi Company. 

Hazen et al (2016) viewed the issue of sustainability marketing from the basis of green marketing. In this case, the main concern is the eco-friendly activities that helps take care of the environment. In this case, the companies produce, promote and reclaim the products that emanate from a given environment and this also goes along with promotion of recycling activities with reference to the products under review. Green marketing operates on the basis of ecological, sustainable and environmental green marketing. For instance, MacDonald’s Company has a green marketing campaign that encourages recycling of the waste through their slogan “Global Best of Green” (Pedersen, Gwozdz and Hvass, 2018, p. 86). This is just one of the methods the company has been able to win over the market base in many parts of the world where it is operating. 

Tadajewski (2016) deviated from the two and viewed the issue of sustainability marketing from the basis of service marketing. This is usually applicable to the service industry. Service marketing therefore focus on activities that are provided through an interaction between the service provider and the customers in view of being a solution to the problems of the customers. These are supplementary activities that are provided by the companies engaged in production of the services to the customers and these are demonstrated through processes such as competitive marketing and demonstration of empathy to the customers in which case the empathy will be a solution to a given problem. For instance, a law firm may stand up and represent a given community to defend it against harassment by the government. The same can also happen in view of protection of a given form of heritage that represents a certain group of people (Terlau and Hirsch, 2015, p. 73). 

Quite distinctively, Skordoulis (2004) presented the issue of rural retailing that focuses on specific aspects of the environment especially in the rural areas and determines the level to which the people in the said areas have adapted to the issue of pollution. This is an issue that strongly focuses on foreign direct investment in a certain country in a certain area. According to Hazlett (2010), there is reference to Walmart stores in the US that has a direct association with poverty levels in most of the areas it is sourcing its materials for production of its commodities. Companies have the role of desisting from the act of degrading community capitals through their trade. This is a direct aspect of rural retailing and has a direct representation of sustainability in marketing (Brown, 2015, p. 99). 

From this literature review, it can be stated that companies are moving away from the focus on products only but now responds to the needs of the customers from an overall perspective, depending on what they have the capacity to offer, while at the same time promoting their products (Hsu, Tan and Zailani, 2016, p. 117). 
 Impact of your findings on marketing for professionals and consumers
Having determined the findings as it is in the literature, there is found to be a direct relationship between the companies and their customers. Research by Hazlett (2010) was able to show that customers would prefer environmental conservation to economic growth. The impact of this research is that companies must now focus on leveraging their budgets through inclusion of the issue of sustainability. 

The other impact is that the supply chain system is likely to be changed in favour of local products in areas where the companies are operating. Many consumers have greater interests in supporting local communities, which means the companies have to start buy hiring local people as opposed to bringing in expatriates from other places (Tadajewski, 2016, p. 210).

The other issue is that many of the companies will need to focus more on recycling as opposed to direct disposal. It is ebbed on the fact that there is a strong and factored relationship between the need to consume from the local and the need to conserve the same locale. Clearly, the impacts mean that the companies will have to spend more and the customers are totally aware of their rights as the owners of the power to purchase (Terlau and Hirsch, 2015, p. 76). 
Conclusions
Sustainability marketing is the post-modernist definition of the relationship between the customer and the companies at any level of operation. In this report, it has been noted that there is totally no point of separation between the customer needs and the operations of companies. The issue of sustainability has been able to link companies to sustainable practices such environmental conservation, improvement of material and resources in a society, CSR, as well as dietary counsels associated with the products and the customer needs. It is clear therefore that the companies doing business will soon start dealing with a collection of new roles if they have not yet started. To that end, it is determinate that sufficiency is obtained from having to deal with the customers as people that have a right to good; life and also as the buyers of the company products.  
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