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ABSTRACT

Environmental sustainability should be embraced by companies. The objective of 
the study is to analyze the connections between sustainable marketing and business 
strategies and actions towards promotion of sustainable marketing. The method-
ology adopted is a conceptual analysis of the aspects related to environmental 
sustainability, sustainable marketing, and business strategies and actions towards 
promotion of sustainable marketing. Sustainable marketing principles relate to 
consumer-​oriented marketing, customer value marketing, innovative marketing, 
sense-​of-​mission marketing, and societal marketing. The responsibilities of compa-
nies towards promotion of sustainable marketing and initiatives by companies are 
discussed. The discussions will sensitize both academicians and practicing managers 
about their responsibilities towards environmental sustainability, customers, and 
towards the society. Such understanding will allow businesses to maintain environ-
mental sustainability while generating returns for themselves and while achieving 
business excellence in the long run.
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INTRODUCTION

Sustainable marketing aims to meet the needs of consumers, businesses, and 
society – now and in the future – through socially and environmentally responsible 
marketing actions (Mandal, 2022). It tries to preserve and enhance the ability of 
future generations to meet their needs and requirements (Peterson, Minton, Liu, & 
Bartholomew, 2021). The marketing concept recognizes that companies and busi-
nesses achieve growth and business excellence by determining the current needs and 
wants of target customers and fulfilling them more effectively and efficiently than 
competitors do (Bešić, 2019). It focuses on providing and satisfying the immediate 
requirements of customers and on meeting the company’s sales in the short term, 
growth, and profits. This is done by delighting and engaging customers. However, 
satisfying the immediate needs and desires of customers may not always serve 
the best interests of either customers or the business in future (Hernández-​Zelaya, 
Reyes-​Reina, & Benito, 2021). The interests of the environment and of the society 
at large may not also be served in the long run (Ayandibu & Akbar, 2021).

Sustainable marketing requires that a smooth marketing system is in place in 
an organization (Sheth & Parvatiyar, 2021). Consumers, companies, public policy 
makers, and others work together to ensure socially and environmentally responsi-
ble marketing actions (Vollero, Siano, & Bertolini, 2022). However, the marketing 
system does not always work smoothly. Marketing systems should address several 
sustainability issues. Social criticisms of marketing should be addressed. Steps 
should be taken to curb marketing ills. Legislators and government agencies should 
take steps to promote sustainable marketing. Enlightened companies should carry 
out socially responsible and ethical marketing that creates sustainable value for both 
individual customers and for the society at large.

Companies and businesses should aim to promote sustainable marketing in all 
their business actions and initiatives. They should adopt strategies and initiatives 
which help them to promote sustainable marketing. Consumers and the society at 
large tend to favor those companies and businesses which they feel focus on sus-
tainability (Hojnik, Ruzzier, & Konečnik Ruzzier, 2019).

The discussions done above underline the importance of creating and maintain-
ing a sustainable environment. Companies and businesses should encourage and 
practice sustainable marketing. They should promote sustainable marketing in their 
business actions. Although the issue is important, few studies exist on the aspect of 
sustainable marketing and its promotion. The study aims to address this research gap.

The objective of the study is to analyze the various aspects of environmental 
sustainability, sustainable marketing, and the promotion of sustainable marketing. 
The aim is also to understand the responsibilities of companies and businesses 
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