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Introduction
In the modern business world, it is considered important that a business makes efforts to become as sustainable as they can in terms of their resources, production and distribution. A business must weigh up the financial costs of being sustainable to the potential impact on reputation if they choose not to act accordingly. Sustainability on a wider scale can relate to issues such as human needs, environmentalism and equity. Specifically, in relation to environmentalism, it is a key topic currently with movements such as Extinction Rebellion. ‘Extinction Rebellion is an international movement that uses non-violent civil disobedience in an attempt to halt mass extinction and minimise the risk of social collapse’ (Extinction Rebellion, 2019). The movement has gained significant traction recently with a lot of publicity, showing that businesses need to be mindful to ensure they adhere to their corporate responsibility in order to retain their reputation. ‘To engage in CSR means that, in the ordinary course of business, a company is operating in ways that enhance society and the environment, instead of contributing negatively to them’ (Investopedia, 2019). 
Main Body
A definition of Sustainability is as follows; ‘Meeting the needs of the present without compromising the ability of future generations to meet their needs’ (World Commission on Environment and Development, 1987). Businesses must look at key areas that are affected by the growing necessity to become sustainable. The idea of sustainability has changed the way marketers within business have to operate, with a number of challenges now having to be faced. As discussed by Belz and Peattie, some key factors include rising population levels, Poverty, health issues, Ecosystem damage, climate change, finite resources such as coal and many others (Belz and Peattie, 2009). ‘Conventional marketing thinking is increasingly unable to cope with the ecological, social and commercial realities that confront mankind’ (Belz and Peattie, 2009). Linking back to the key question, I will now look to find literature that shows the key issues facing marketers regarding sustainability and how they can overcome that to help their organisation. A definition of marketing is as follows; ‘The management process responsible for identifying, anticipating and satisfying customer requirements profitably’ (CIM, 2019). For marketers, it has been an ongoing issue of how they can market most effectively to their potential customers in an everchanging environment. This issue is discussed in Alvin and Heidi Toffler’s book on Revolutionary Wealth, in which they discuss the impact of key issues such as technological, economical and social advancements (Toffler, A and Toffler H, 2007). The work dates back to the 1960’s and shows that for a long time, marketers have been asked to adapt in order to market effectively. This links in to sustainability, as developments in technology for example could potentially make it easier for a business to be sustainable. 
One issue that is currently overwhelming in our society is global warming and climate change. There are many examples of companies trying to implement changes in the way they market and produce their goods and services, in order to reduce their contribution to global warming. This is known as Green Marketing. A definition of Green Marketing is as follows; ‘the activity of trying to sell a product or the products of a particular company to consumers by emphasizing how they protect the environment’ (Cambridge Dictionary, 2019). There are many industry examples that come to mind when discussing green marketing, one of which is McDonald’s recently introducing paper straws and ditching the old plastic straws. In 2018, McDonald’s phased out the 1.8 million single-use plastic straws its 1,361 U.K. and Ireland stores go through every day (Zhang, 2019). McDonald’s instead switched to “eco-friendly” paper straws in an attempt to reduce their waste and increase the amount of recycling they do as a company. However, McDonalds has recently come under a lot of criticism as it has been discovered that the new paper straws are not actually able to be recycled effectively and are instead recommending that users dispose of them in general waste. This has caused a lot of backlash, as McDonalds have switched from the old plastic straws which were recyclable, to paper straws which now cannot be recycled (BBC News, 2019), arguably making the problem worse. This has led to claims that McDonalds are not as concerned about helping the environment as they claim, and instead have tasked their marketers with ‘green washing’ in their promotion in order to make themselves look responsible and enhance their reputation. A definition of greenwashing is ‘when a company or organization spends more time and money claiming to be "green" through advertising and marketing than actually implementing business practices that minimize environmental impact’ (Edwards, 2018).
A piece of literature which shows the effect of green marketing on a business is in a research paper surrounding The Body Shop Gorontalo. Within the paper, a study was conducted of 76 people, in which the results showed that green marketing had significant influence on purchasing decisions, and based off the survey, 46.2% of consumer purchasing decisions could be explained by green marketing factors on Body Shop products (Wolok, 2019). The paper also explains how when used correctly, the use of green marketing can almost act as a form of differentiation. When related specifically to the cosmetics industry, due to the similarity of most products, having a company that can green market effectively can entice consumers to purchase from your business instead of a competitor (Wolok, 2019). This study can be applied to almost any industry where there is a high level of competition, as it shows the benefits of green marketing, and so marketers for these companies should pay attention to these statistics and use green marketing to set themselves ahead of the competition. The statistics given show how much of a key issue green marketing can be to a company and how important it is to be mindful of it.   
Another controversial green marketing campaign was from BP. British Petroleum started a campaign titled “a little better” with the aim of raising sustainability issues and being environmentally conscious (Kenney, 2007). This campaign however led to BP receiving a large amount of backlash with people again labelling the marketing as greenwashing. BP came under scrutiny as they are a company that produces oil and yet have tried to label themselves as a ‘green’ company. Despite that claim, BP invested 93% of investments in to oil and gas, compared to 2.79% and 1.39% on biofuel and solar power respectively (Walker, 2010). The argument from Greenpeace UK is that if BP were that focused on being “green” they would be investing more in alternatives like biofuel but instead continue to invest in oil and gas as it is the most profitable. 
Another issue involving sustainability that marketers have to acknowledge is the changes in society and people’s attitudes to issues such as global warming and how we must stay sustainable in order to protect the planet we live on. It is important that marketers weigh this up against the potential backlash that could be received from some customers if the way in which their product is manufactured, designed or sold is completely changed, as many people do not like change. In a research report in to behavioural change, it is noted that there is an acceptance within the commercial industry that ‘in order to secure a more sustainable future, current patterns of behaviour have to be modified’ (Rogerson, 2010). As mentioned, it is even more important that companies take this seriously due to the uprising of groups such as Extinction Rebellion. It is now a bigger issue than ever before for companies that want to continue to sell their products as successfully as usual, as due to the shifting in consumer attitudes, consumers are now more likely to purchase from businesses who are sustainable and responsible with marketing and production. Customers are also now far more concerned with the ethical factors surrounding their product, so if the product is not produced with that in mind, it may lead to the product being boycotted by many previously loyal customers. ‘The UK ethical consumption market is now worth £81.3 billion and growing five times faster than other sectors’ (Harding-Rolls, 2018). The statistic above shows that not only does operating in this way enhance reputation, it can now be financially beneficial to operate in this way. An example of this would be that in the fashion industry, customers will want to know that the item was produced without causing damage to the environment, whilst also providing workers with a good wage in order to sustain the economy. ‘A 2017 Edelman report found that 57% of consumers would boycott a brand that doesn’t share their values, and, as that list of values increasingly includes sustainability, brands are facing unprecedented scrutiny’ (Harding-Rolls, 2018). These statistics show why it is important that a company focuses on its Triple Bottom Line rather than solely looking at the profitability factor. The triple bottom line was first coined in 1994 by John Elkington and he proposed that a responsible business should be looking at 3 different bottom lines. The three bottom lines should consist of profit, people and planet. The first P of profit is simply to do with the financial accounts of a business and making sure it remains profitable in operations. The second P is to do with people and is ‘a measure in some shape or form of how socially responsible an organisation has been throughout its operations’ (The Economist, 2009). This relates to ethics regarding how items are made, for example, refusing to use child labour from third world countries despite it being a cheaper alternative. The final P is planet and is a measure of how environmentally responsible a company has been (The Economist, 2009). It is widely considered that only a business that uses the theory of the triple bottom line is truly considering all the aspects of business, and that by applying these three factors a business can be as sustainable and efficient as possible. With consideration to the points above, it is important that marketers do everything they can to firstly encourage the business they work for to be as sustainable as they can whilst taking in to account their triple bottom line. They must also use their own expertise in marketing to portray their business as a sustainable company without seeming like it is greenwashing, because as mentioned above, good use of green marketing can act as a form of differentiation, which is key to any business that wants success and to be a market leader.
Conclusion
To conclude, it is clear that in this new world of business, companies and the marketers that work for them must find ways to be sustainable in order to retain their current customers and attract new ones who’s purchasing decisions are now more centred around purchasing goods that are environmentally responsible and sustainable. In terms of recommendations, I would strongly suggest that the marketing strategy is done with sustainability in mind, as ‘in one recent survey 65% said they want to buy purpose-driven brands that advocate sustainability’ (White, Hardisty and Habib 2019). The article does go on to suggest that only 26% of consumers actually end up purchasing from the company due to sustainability alone, but either way it will lead to an increase in sales and a reputation as a “green” company. This is increasingly important due to the money involved in sustainable and ethical consumption and the growth of the industry. Finally, for multi-national companies, it is important that they take responsibility in their production and marketing if there is ever going to be real change within an industry;  ‘often the key to spreading sustainable consumer behaviours is to first break bad habits and then encourage good ones’ (White, Hardisty and Habib 2019).
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