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The ultimate purpose of business 
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• Challenges for society and for marketers in the 

twenty-first century 
 
 
 

• Basic concept and key principles of sustainable 
development.  
 
 

• Changing nature of marketing  
 
 

• New form of marketing that is fit for the future. 
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200,000 Years of Human Evolution 
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Suddenly – More People, More Wealth 

Source: Maddison 2008, www.ggdc.net/MADDISON/oriindex.htm  
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A four year effort by global experts to 
assess the health of the natural 
environment. 

 
Key Conclusion: 
 
Late 20th economic growth has 

‘resulted in a substantial and 
largely irreversible loss in the 
diversity of life on Earth… 

UN Millennium Ecosystem Assessment 
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UN Millennium Ecosystem Assessment 

…..  
These problems, unless addressed, will substantially 

diminish the benefits that future generations 
obtain from ecosystems  
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Sustainable Development 

The quest for new ways of 
producing, consuming 
and living that would lead 
us towards  
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Sustainable Development Defined* 
 
 
“… meeting the needs of the present without 

compromising the ability of future generations to 
meet their needs”  

 
The Brundtland Report -  ‘Our Common Future’ 1987. 
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Key principles:  
 
• An emphasis on needs, particularly of the global 

poor 
 

• Equity in distributing costs & benefits of growth 
 

• Intergenerationality- to consider long-term future 
needs 
 

• Global environmentalism, to understand the planet 
as a finite and vulnerable life support system. 
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Visualizing Sustainable Development 

Source: Johann Dréo  
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How could business contribute to  
SDGs on 
 
• Hunger 
• Poverty 
• Water 
• Fish 
• Forest 
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So What Is…. 

? 
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Sustainability Marketing – For EVER 
 
E cologically oriented 
 
V iable – technically and economically 

 
E thical 
 
R elationship-based 
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Towards Sustainability Marketing 

Modern 
Marketing 

Relationship 
Marketing 

Eco-Marketing 
Ethical marketing 

Sustainability 
Marketing 

Commercial 
Transactions 

Narrow  
(Markets) 

Relationships 

Broad 
 (Society/Planet) 

(1) 

(2) 
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Focus 

Scope 
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Sustainability represent a challenge as well as a new 
source of innovation to business in general and 
marketing in particular 
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Marketing Within Its World 
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Predecessors of Sustainability Marketing 
 

• Societal marketing 
 

• Social marketing 
 

• Ecological marketing 
 

• Green/environmental marketing 
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Framing Sustainability Marketing 
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Socio-ecological 
problems 

Consumer needs 



 
• Moving from product to solution 
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Corporate Social Responsibility 
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The Corporate Stakeholder Model 

Source: Freeman, R.E. 
(1984) Strategic 
Management:  A 
Stakeholder Approach, 
Boston: Pitman 
Publishing. z 
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Responsive and Strategic Approaches 
to CSR 

Source: Porter, M.E. & Kramer, M.R. (2006) 
‘Strategy and society’, Harvard Business Review, 
84(12): 89. 
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Food for thought 

• Asian models of management ? 
 

• Business as an expression of the self- Integral 
Entrepreneurship- ARAVIND Eye care, India 
 

• Gandhian Models  
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