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ABSTRACT

This book chapter examined sustainable marketing orientation in developing countries focusing on 
how companies can navigate cultural regulatory differences with sustainable products and services. 
The chapter explored the sustainable marketing concept, driving factors for sustainable marketing 
in emerging markets, sustainable marketing mix strategies in developing countries, and showed how 
companies can navigate cultural and regulatory differences. Using the PRISMA approach, research-
ers reviewed peer-reviewed articles mainly from three databases, namely Scopus, Web of Science, and 
Google Scholar. Findings indicated that both external and internal factors account for sustainability 
orientation in developing countries. Furthermore, results indicated that most developing countries have 
weak sustainability regulatory frameworks. The chapter recommends national governments to enact laws 
that promote sustainable marketing.
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1. INTRODUCTION

The concept of sustainable marketing has gained significant attention in recent years due to the growing 
concerns about environmental degradation, social inequality, and economic instability. The notion of 
sustainable marketing emphasises the role of businesses in promoting sustainable development by offering 
products and services that are socially responsible, eco-friendly, and economically viable. This notion of 
sustainable marketing owes its authority to what Carroll (1991), regards as the “Tripple ‘Bottom Line’ 
or triple ‘P’ principle (people, profitability and planet) in which corporations ought to achieve a balance 
of economic, social and environmental considerations, while simultaneously addressing the expecta-
tions of the company’s stakeholders and shareholders, thus setting itself on a positive trajectory to the 
intergenerational equity. While sustainable marketing has been widely discussed in developed countries, 
the adoption of sustainable marketing practices in emerging markets has been slow and challenging. The 
book chapter titled “Sustainable Marketing in emerging markets; how to market sustainable products and 
Services in developing countries and navigate cultural and regulatory differences” provides a compre-
hensive review of the literature on sustainable marketing in developing countries. The chapter explores 
the drivers for sustainable marketing in emerging markets and discusses the challenges that companies 
face in marketing sustainable products and services in developing countries. The authors also provide 
insights into the strategies that companies can adopt to overcome cultural and regulatory differences 
while marketing sustainable products in emerging markets. The chapter draws on the works of various 
scholars who have contributed to the understanding of sustainable marketing in emerging markets. For 
instance, Rodic and Wilson (2017), as well as Tikka et al. (2018) argue that the lack of awareness and 
interest in sustainability among consumers in developing countries is a significant challenge for sustain-
able marketing. Similarly, Haward & Sheth, 2021). note that regulatory differences across countries can 
pose significant challenges for companies seeking to market sustainable products in emerging markets.

To succeed in dealing with these challenges, the chapter suggests that companies should adopt 
sustainable marketing mix strategies that incorporate pro-sustainable behaviour. This entails product 
innovation, pricing valuation, distribution, or shipment as well as marketing communication strategies 
that are consistent with economic, environmental, and social equity. In other words, corporations are 
expected to consider the unique cultural and regulatory environments of emerging markets to successfully 
implement sustainable marketing mix strategies. Overall, the chapter proffers significant insights into 
the challenges and opportunities of sustainable marketing in emerging markets. Moreover, the chapter 
highlights the importance of understanding cultural and regulatory differences while developing sus-
tainable marketing strategies that can positively contribute to the discourse of sustainable development 
in developing countries.

1.1 Background

Perhaps before diving deep into sustainable marketing, understanding sustainability should be the 
priority, without which it will be like trying to study a tree without the knowledge of the forest. As 
given by the World Commission on Environment and Development (1987), sustainability is a prac-
tice to meet the needs of the present without compromising the ability of future generations to meet 
their own needs. Likewise, the Organisation for Economic Cooperation and Development (OECD) 
(2002), regards sustainability as the consumption of goods and services that meet basic needs and 
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