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1.Introduction
Since the 21st century, the social economy has developed rapidly and the standard of living has improved, but the environmental problems resulting from them have become a major problem (Deloitte,2019). It is apparent that monumental environmental damage has been caused by ever increasing production and consumption. Bandura (2007) believes that a sustainable future is delusional, and if we continue to ignore rapid population growth and a high consumption-oriented lifestyle, which are the two main reasons for ecological imbalances. Therefore, research on sustainability has gradually entered people’s attention, this requires a balance between current and future social, economic and environmental goals (Lídia & Ana, 2017).Fisk (2010) argues that marketing plays an important role in people's daily consumption life. If utilized responsibly can encourage people to reduce waste, eat healthily and achieve sustainable development. Marketing concept is produced by human beings in production and life practice, and its emergence has objective necessity. While the sustainable development of the environment, the sustainability of the enterprise and marketing can’t be ignored. The following essay will address the definition of sustainability and point out the key issues in marketing and sustainability, describes the impact of green marketing and relationship marketing on sustainability, and gives practical examples.
2.Main body
2.1 Sustainability
[bookmark: _GoBack]With the development of the economy, living conditions have been improved. The mortality rate has dropped and the birth rate has risen. In 2011, the global population exceeded 7 billion. It is accompanied by a series of problems, such as environmental pollution, water shortages, global warming and shortage of resources and so on. These problems seem to warn people that their current lifestyle and consumption levels have exceeded the ability of the earth to bear and have to change their lifestyles. Therefore, the sustainable development has gradually attracted the attention of people.
OECD defines sustainability as” the consumption of goods and services that meet basic needs and quality of life without jeopardizing the needs of future generations” (OECD, 2002). Fisk (2010) notes that marketing plays an important role in promoting global economic growth and social development, improving the living standards in many countries. Marketing can play an important role in facing challenges because it has the ability to influence and shape human behaviours.
The sustainable development of enterprises refers to pursuing their own development goals, considering the actual management situation, and taking various measures to maintain the leading position and promote the long-term development of enterprises (Biedenbach & Manzhynski, 2016). At present, in many enterprises, because of insufficient awareness of sustainability in guiding marketing campaigns and the lack of marketing learning and innovation, many enterprises rapidly fall into a series of dilemmas, such as falling sales, shrinking market, deteriorating brand awareness, and so on. In this way many enterprises can’t maintain the sustainability of marketing and enterprise development. In the complex and changeable market environment, enterprise sustainable marketing is a necessary condition to maintain the sustainable competitive advantage of enterprises, which requires that all business activities of enterprises should be coordinated with the complex dynamic market environment. The increasing emphasis on sustainability in society has contributed to the need for managers to advocate for sustainable policies and activities in the company.
A survey of executives and managers in multiple industries around the world shows that 70 per cent of respondents have increased sustainability in their day-to-day management (Kiron et al., 2012, P. 72).
2.2 Key issues
2.2.1 Green marketing
Peattie (1995) defines green marketing as” the holistic management process responsible for identifying, anticipating and satisfying the requirements of customers and society, in a profitable and sustainable way”. In simpler words, marketers use a variety of marketing techniques and tools to encourage and guide consumers to achieve sustainability. Susan (2019) describes “green” as the process of selling products and/or services based on their environmental benefits.
Taking Toyota as an example, a brand which has made recognized efforts in terms of sustainability. In 2015, it announced its "Environmental Challenge 2050", which included six challenges: new products, new technologies, recycling, general resources, water and energy optimization, and the role of the brand in promoting good relations with the environment (Toyota, 2015).It means a positive attitude towards sustainable development and a close relationship with the market and the community. Since then, the sale of hybrid car has been on the rise. In terms of sustainability, it has gained visibility as an environmentally responsible brand and stands out in the list of the best green brands in the world jointly released by Fortune in conjunction with the consulting firm Deloitte and Interbrand (Millward, 2016) . More specifically, one of the products, Toyota Prius, is considered one of the nine green giants. It fully reflects how enterprises can transform sustainability into profitable business (Williams, 2015). In addition, its sustainable mobility campaign, entitled "Target: zero emissions", has been portrayed as one of the best practices by CSR Europe (CSR Europe, 2008).
Nature is a stable ecosystem, in the process of development, enterprises can survive and develop in the market environment only if they survive in the natural environment. we should actively update the management concept of enterprise leaders, so that they can realize the importance of green marketing, thus promoting the sustainable development of enterprises.
2.2.2 Relationship marketing
Relationship marketing is a part of customer relationship management (CRM). It focuses on customer loyalty and is committed to establishing and maintaining long-term relationships with customers, rather than pursuing short-term sales goals (Steinhoff, Arli, Weaven, & Kozlenkova, 2019). The goal of relationship marketing is to carry out long-term business based on the strong feelings of customers and brands, and to obtain potential customers through free word-of-mouth publicity. Relationship marketing emphasizes how to maintain friendly relations with customers and obtain loyal customers. Its marketing task is not only completed by marketing departments, many departments are actively involved in establishing good relations with all parties, marketing departments are the coordination centre of relationship marketing(Boateng,2019,p 231).
Jain (2018) notes that company should convey longer-term and sustainable value to consumers, developing towards the process of establishing and maintaining long-term relations with consumers. Belz&Peattie (2009, P.31) infers that the adjective sustainable can be interpreted as marketing which builds long-lasting customer relationships effectively without any particular reference to sustainable.
Taking Tesco as an example, is a British multinational groceries and general merchandise retailer. Tesco maintains contact with customers by mail or email, analysing the customer's needs through a history of purchases on the customer's Clubcard. Consumers receive emails from Tesco almost every week, which may be discount coupons or product promotions. On some special holidays, such as Christmas, Tesco will provide consumers with links to the product information in advance through email. This relationship marketing approach will help Tesco expand its market share, win customer loyalty, and contribute to corporate sustainability (Mdas, 2014).
3.Conclusion/Recommendation
3.1 Establish a dynamic and sustainable marketing concept
The competition of marketing concept is the deepest and highest level of competition in modern enterprise marketing activities, which determines the success or failure of the enterprise in a certain sense. Sustainability is a business philosophy that interacts with dynamic and complex environments. In a volatile market environment, it is difficult for companies to maintain lasting competitiveness. Enterprises should play a more effective role in subjective initiative, increase the speed of response to the market, and pursue long-term interests. Strengthen the construction of sustainable marketing concepts within the company, emphasize long-term profits, and convey the concept of sustainable development to employees and encourage them to be put into daily work.
3.2 Innovative green service
Enterprises also need to constantly innovate the awareness of green service, integrate the process of green service, regard customer satisfaction as the ultimate goal to effectively carry out green service and improve people’s desire to shopping. At the same time, marketers need to establish friendly relations with consumers to facilitate the provision of long-term service to customers. In the process of innovation, a green service channel can be established. This method brings convenience to customers to a certain extent, enhances communication between marketers and customers, and solves customer problems in a timely and effective manner, thus realizing the value of green products, bringing happiness and satisfaction to customers through humanized service.
3.3 Attach importance to relationship marketing
Relationship marketing is based on emotional ties, building strong, long-term relationships with customers and having high customer loyalty. Enterprises must continuously create profits in order to exist in the competition. In today's diversified marketing methods, customer satisfaction is the guarantee for the company to create profits(Wali&Andy,2018,p114). At the same time, establishing and maintaining the relationship with the customer is the long-term effort of the business leaders. In the process of practice, it is necessary to know how to respect the customers and truly believe. Only if you are willing to listen to the needs of customers, keep close contact with customers, and constantly strengthen the relationship, then they will take a high degree of loyalty and continuous consumption as a habit, and enterprises will be rewarded continuously.
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