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Abstract

The present research focuses on marketing issues linked to sustainability, specifically concerning
environmental preservation and social and economic advancement. The present paper critically views
the previous literature and accordingly monitors the marketing. Marketing 3.0 strategy for Profit-
driven rather than value-driven is increasingly being criticized and also suggested that rebranding is
required to meet sustainability problems.

To embrace and progress modern marketing, attitudes need to be changed, which requires careful
strategic analysis. The consumption model should be changed as the starting point for this analysis,
and it should aim to generate business concepts that will improve future marketplace transactions and
social interactions. The literature also views that marketers conceive an image of proactive and mother
of business management while conversing candidly and honestly with customers.
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Sustainable Marketing - a new trend or necessity

Understanding customer wants and translating them into a certain demographic's needs to optimize
sales and profit is the fundamental idea of marketing. Therefore, any incentives for sustainability could
emerge if the bottom line rose in line with that. Companies have been held accountable for many social,
environmental, and economic issues in recent years.

As an outcome of decades of business belief that operation of the market through deep insight, focusing
largely on financial outcome and managing business and commerce at the cost generating revenue
rather than for the societal benefits. Additionally, public reliability in the company and its executives
has been corroded by continuous not-to-follow promises that derived from earlier accepted corporate
social responsibility principles. An essence largely relies on growing financial outcomes and is under
further pressure due to worries about the depletion of the global existing resources, the side effects of
consumer behavior within the territory, and the imbalance of world financial health.

Marketing
1.0

Marketing Marketing
2.0 3.0

=Product driven approach eCustomer centric focus - = A value driven era — people
focused on growing sales at implicitly assumes the view are no longer perceived as a
the lowest possible costs. that customers are passive market target but rather
targets of marketing thoughtful and intelligent
activities. partners with emotions,

hearts and spirits .

The current state of affairs amply demonstrates the need for trade and commerce, and especially their
leaders, to reestablish trust and connections with all parties involved in the economy by putting out a
novel way of conducting business. As a result, it is now necessary to redefine profit by adding revenue
from the environment and society as well as incorporating the new definition of "profit™" as a basis into
the marketing mix. The fundamental principles of responsible marketing, or A value-driven Era-
people are no longer perceived as a target market but rather as thoughtful partners with emotion and
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intelligence, hearts and spirits. It can satisfy customers' needs, increase the effectiveness of societal
development, produce new employment, and improve both the lifestyle and the living standard for
future generations.

First & foremost, marketers must advance sustainable consumption, which was identified during the
Rio de Janeiro Earth Summit in 1992 as a major worldwide concern. Based on the socioeconomic and
environmental pillars, the consumption model proposes a fair supply chain of resources between
categories between rich and low-income group countries by encouraging the more efficient and
responsible use of commodities. The task for scientists and educators is to disrupt the current paradigm
that views responsibility and marketing, or sustainability in a broader sense, as opposites.
Unfortunately, the association of marketing with "aggressive sales” has led to a debate on the subject
of marketing and the development of strong Prototypes, particularly about the potential market. This
has resulted in inaccurate judgments of the process. This interpretation can arise from the uneven
application of term marketing in the Potential version of Philip Kotler's book. It might refer to the ideal
model of collaboration and market exchange in some circumstances, or it can refer to sales and
promotion efforts in others. Kotler intended to use this phrase to describe this ideal model rather than
other instances of using social influence or advertising tactics that lacked the reciprocity, trade, and
need-awareness that are essential components of marketing.

Figure 1.1 Integrated marketing communication: Kotler’s concept of Marketing 3.0

The view expressed by Gasparski, on the Sociology Committee of the Polish Academy of Science
(PAN) overview of various aspects of the economic downturn of various aspects of life from an ethical
perspective, provides an exciting example of how the prototype functions in India. Gasparski discusses
the impact of aggressive, irresponsible, and unethical marketing on people's materialistic personalities.
Marketing's impact on the development of the human mercantile personality is discussed by this
synthesis's author, Aniela Dylus: "A general reflection about the risks associated with marketing, as
an essential element of the market, is indirectly related to our situation.” Furthermore, the writer's
analysis makes the following clear, citing E. Fromm and R. Funk's typology of characters:

Features like "opportunism, flexibility, mobility, separateness by individualization, coldness due to
loss of emotions, and selfishness by commercialization” are examples of the "mercantile character.”
Because they make it possible for you to succeed in life by helping you to sell successfully on the
"personality market". These disparities in brightening marketing perceptions provide a platform for
redefining and educating about the more recent marketing concept and demonstrate how marketing
and sustainability are becoming more and more intertwined.

Explanation of sustainability comprises the marketing notion, which is understood as a widely defined
philosophy of action, a style of thinking and conducting trade, and a commerce process that enables
people and governments to obtain what their need and want and desire to attain through producing,
providing, and exchange of Products and services of value. Area of development and environmental
protection (sustainable development, sustainable environmental economics, etc.), the term
"sustainability” is regularly used in India as the sustainability of economic growth"

This comprehension severely restricts the idea. Sustainability, conversely, must to be understood so
far more widely, with the meaning that being refers to all facets of accountability for the environment
where we live our life. The problem lies with the socioeconomic and ecology. It all comes down to
efficient and innovative consumption. It also involves preservation of the environment worldwide
without endangering the needs of upcoming cohorts and sharing between the rich and deprived one.
Thus, marketing that is a component of sustainable economic development—more specifically, a
supporting component—should be understood as sustainable marketing. Marketing has evolved in
three steps within the context of sustainable development.

The initial stage, known as ecological marketing, began in the 1970s and concentrated on ecological
issues including air.

The second phase, which began in the 1980s, was environmental marketing, with an emphasis on
creating cutting-edge, biodegradable "clean” skills. The "green customer segment,” which views in
control conduct as a competitive lead, was the focus of marketing initiatives.
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The Stage 3™, which emphases on responsible socioeconomic development, is the modern period of
sustainable marketing.

Fourth, a crucial strategy for raising long-term purchase expectations is client retention.

Fifth, for consumers to make sustained purchases, their expectations must rise. The most remarkable
aspect of it is how effectively it balances customer loyalty with the company's brand perception. Lastly,
CSR strengthens the link between a business's objectives for sustainable purchasing and its reputation.
This investigation offers a theoretical framework and practical suggestions for the Indian electric
vehicle market, highlighting the necessity of sustainable marketing campaigns as a means of achieving
hierarchical results.

While satisfying the demands of current consumers is the main goal of sustainable marketing, future
generations of consumers and the prospect of satisfying their wants are also taken into consideration.
Additionally, sustainable marketing is viewed as an idea that unites market Stakeholder, socialist, and
company whose goals have not affiliated to date to falsify a shared understanding of the world through
preservation of environment, social accountability, and prudent management.

Literature Review :

Sustainable marketing strategies are crucial for businesses operating in the twenty-first century. Large
sums of money have begun to be budgeted by organizations for these initiatives. While consumers
certainly expect businesses to use sustainable practices, their requirements are always the primary
driver of consumer behavior. This leads to a mismatch between purchasers' assumptions and business
maintainability standards. To adjacent this slit, the paper offers a tenable outline for maintainability
strategic business can implement. The review's findings showed that, first and foremost, sustainable
marketing is crucial for expanding the brand image's development. Second, brand awareness plays a
critical role in fostering customer loyalty in the Indian electric car market. The 3rd, demand of
sustainable buying purposes is heightened by images of brands.

Sustainable
Marketing

Environmental
Marketing

Ecological
Marketing

Figure 1.2 Sustainable Marketing Development

Source: self-study

The 2017 World Bank Report states that financial progress has helped millions of individuals escape
poverty and earn higher salaries in recent times. Along with the growth of the new economic sectors,
there has also been an increase in the extent and spread of the Premium class inside these industries.
Nevertheless, poor networks and the environment suffer as a result of the improvement. The growing
nations' monetary, social, and environmental frameworks are ill-equipped to deal with these issues
because they have recently developed, contemporary economies.

We may therefore draw the conclusion that progress is not possessed up with the demands of a growing
populace and rising benefit. The leaders of today, nevertheless, are in charge of remarkable, complex
commercial, Societal, and creative developments. Heads still see benefits at a cost offset, which makes
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them reluctant to spend much on maintainability strategies. This conflicting attitude runs counter to
scholarly findings on sustainable marketing strategies as well as the advantages of first-mover
advantage. Without a doubt, supportability-promoting practices enhance business execution.
Furthermore, customers are growing increasingly aware of the unavoidable tension that their careless
use generates. They are therefore picky about the products and services they use. Industries are feeling
the impact of internet acting consumers and informal groups (NGOs) committed to environmental
success in addition to customers. In this approach, experts and scientists have started to think about
the idea of manageability. The current scenario of Industry 4.0 and the sustainable economy, industries
that function in an environmentally conscious and morally standing way are in from top to toe demand.
As a result of several functional and financial limitations, medium, small, micro sized firms (MSMEs)
treasure it tough to adopt Industry 4.0 innovation.

For non-industrialized countries, like India in particular, the problem is more thoughtful. The necessity
to attach many uneven information bases, influence advanced Al techniques for various objective
improvements, and concept adaptive advanced look-alikes that can adjust to changing current
arrangements hard to hit to support such innovation-focused frameworks. To maintain a competitive
edge and adjust to the rapid advancements in technology, firms must regularly upgrade their systems
and scrutinize marketing comparisons. To succeed and surpass the competition, organizations should
enhance the way they execute their marketing strategy.

Customer isolation, Customer maintenance, Customer profiling, and Customer conduct analysis are
the cornerstones of improving an association's efficiency. Digitalization is being implemented at the
societal levels via sociotechnical techniques. Here, we go over a few different study approaches that
demonstrate the significance of digitization for maintainability. The technologies of Industry 4.0 are
propelling digitization across all domains. Digitalization helps achieve social, economic, and natural
manageableness, according to earlier research. The existing evaluation states that these advancements
can meet the necessities for supportability in an association's market strategies, including design
systems, techniques, and authoritative creation.

Patel and Sakhuja (2020) looked into modern marketing strategies that methodically support long-term
company growth. They found that sustainable marketing strategies like cause-related, green, and moral
marketing all greatly impact brand awareness, consumer allegiance, and fiscal success. The research
highlights how important it is to integrate supportability into marketing initiatives to attain long lasting
business growth.

Sharma and Mandal (2021) looked at how sustainable marketing strategies contribute to an edge. After
reviewing several research, the authors determined that certain strategies—Ilike partner commitment,
ecological marking, and product development—help companies differentiate themselves and take the
lead in the market. The survey highlights how vital it is to amend sustainable practices to suit cultural
norms and consumer preferences to get a competitive edge in the market today. Simms, Bohnsack, and
Faber (2021) carried out a meta-analysis to look into the connection between modern marketing
strategies and company execution.

Modern marketing strategies including digitalized marketing, 10T marketing, customers in relation
with the board, and fixed execution pointers like deals, pieces of the pie, and perks were found to be
strongly linked by the researchers. The valuation highlights how important it is to use modern
marketing strategies to attain unmatched business execution. In the year 2020, Bernhardt VVaradarajan
looked at the apparent difficulties in tapping sustainable marketing concepts into practice.

The highlighted report that for associations to effectively integrate supportable marketing methods into
their routine jobs, they must discourse these issues. Mishra, Roy and Bhowal (2020) studied the
literature to treasure out how sustainable marketing strategies impact the operations of small and
medium-sized enterprises (SMEs). The authors wanted to understand the relationship between MSMEs
and green marketing tactics, customer loyalty, and financial performance. A quantitative exploration
approach was utilized in the evaluation to gather data from SMEs who operate in different enterprises.
The specialists employed structured surveys to collect data on customer loyalty, financial execution
advice, and approval of sustainable marketing methods.
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Over the course of time, a major development has been occurring in the collaboration between
consumers and brands. Businesses with strong brands can change the norms of conduct and values in
society, even start a completely new way of life. This strength derives from the vast number of ardent
customers who follow their favoured brands consistently and feel a strong sense of identity with them.
Such a power of brands is vital since the effective application of the concept of sustainability requires
changes that incentive mass rather than individual changes.

Marketing managers have the most accountability in this regard due to the marketing persuasion take
places the customer at the cornerstone of its philosophy and views the bazaar as its main park. It has
also frequently been respondent of reassuring unrestricted source of supply and demand consumption
(Christensen et al., 2007). As a result, as marketing has developed, so too have all the components of
the marketing mix. In particular, branding has appeared as the most significant component of
sustainable marketing tactics since it allows businesses to communicate with customers at the highest
possible level and assists as the foundation of a supplier's offer (McKinsey, 2013).

Since main differentiator is brand loyalty, it may also catalyse the growth of a base of green consumers
who are prepared to embrace and endorse the values of the companies they love. As a result, powerful
sustainable brands can bring about more thoughtful changes in people's lives and assurance a balance
between the various interests of three generally at-risk parties: customers, company, and society.

Purpose of Paper :

* Give an outline of bearable branding;

* Underline the consequence of reasonable branding from the perceptions of society, customers, and
commerce,

* Lure attention to how it helps to build brand value; and

* Deliver tactics for integrating sustainable philosophies into the brand concept.

The primary approach to achieving the goal is a thorough review of the findings from studies and
analyses carried out in the last few years by different academics in the relevant subject. Perspective on
sustainable branding. Lynch et al. (2004), the brand that contains combination of functional and
emotional or expressive qualities that customers view as an additional value, a one-to-one experience,
and a satisfied promise. It can signify benefits outside the brand itself and has a figurative value distinct
from all existing in truth (McEnnaly et al., 1999).

The behaviour of consumers is designed and directed by brands, which in turn outlines and effects
brand development and accomplishment. This highlights the close relationship between the two. The
Process of brand building known as "the story of belonging and pervasion" because it empowers
consumers to communicate their opinions, benefits, preferences, likeability and complete personalities
through the brands they use (Olins, 2003, p. 14). In current years, there has been a distinguished rush
in customers demand for eco-friendly products (Mostafa, 2007) and customer expectations from
company. Sustainable structures are fetching more significant in brand valuation, even though the
attitude-behaviour gap analysis— that defined as the change between customers' attitudes and actual
purchase behavior—has been the subject of various research (Armstrong et al., 2011; Gordon, 2002).
The relationships between "sustainable™ and "green™ are unevenly used synonymously in literary
works. Consequently, the following traits define green brands (Ryals, 2012, p. 42): "Equitable” refers
to preventing the marketing communication of unmanageable societal activities; "Economic™ refers to
supporting long lasting economic development done through the brand; and "Ecological” refers to
lessening the undesirable impact on the environment. conviction (Pflanz, 2014). There's another
classification, according to Penn Schoen Berlan, Newsweek, and Landor Associates (Pflanz, 2014).
As part of their alternative taxonomy, Penn Schoen Berland, Landor Associates, and Newsweek
classified green brands into four categories (Danciu, 2015).

* "Unsung Heroes" are businesses that respect environmental regulations but don't get much attention
from the public

"Losers™" are businesses that usage a limited number of practicing green and make those limitations
known to the public.
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"Winners" are well-known brands that adhere to ethical and sustainable business practices.

"Free Passers™ are businesses that involve in trifling green activities that goes discrete brand echo that
enhances their character for being green.

The notion of green branding presents numerous innate advantages that correspond with its growing
significance and importance (Sarkar, 2012). Sustainability and brand equity Organizational
sustainability, brand equity, and customer views and decisions around sustainability are all intimately
related. Sustainability, in the opinion of Kurowska (2003) and Green (2008), can add depth to an image
of brand and enhances communicative resonance and uniqueness. Furthermore, by reducing a range
of potential risks, it improves people’s acknowledgment (Kotler et al., 2005), competitive advantage
(Porter et al., 2006), and future fiscal health (Osland, 2003).
According to Benoit-Moreau et al., 2011 “Green branding is a substantial driver of brand equity given
that ""green corporate perception, eco-label, and green product value™ suggestively influence buying
decisions (Kong et al., 2014) and that willingness of consumers to pay more prices for green brands
(Litvine et al., 2011). Numerous research works converse the connection between brand equity and
sustainability.

Gidwani (2013) observed over 1000 organizations transversely 54 countries and demonstrated a strong
connotation between a company's sustainable practices and its brand asset. The significance of study
emphasized the significance of environmental policies and employee behaviour as the primary drivers
of this correlation.
A developed perceptions among key consumers through reliable communication of the vigorous
returns of sustainable practices. Performance must be established by organizations providing a strong
clarification of how they source, the supply, and demand of goods and services sustainably and
responsibly. It's critical to understand the whole context of socially conscious consumer behavior.
Accordingly, 3-links influence consumers' decisions on sustainable products (Kim et al., 2015,

* sustainability for the environment and consumers,

* consumer and brand;

* brand and environmental sustainability.

Strong and persuasive communication is crucial to the process; customers can only be motivated and
moved to action when they are aware of the company's vision and have a concrete action plan in place
(Russo, 2011). According to Hartmann (2005), consumers can get three distinct types of values from
the deep with enrich emotional connection formed by green positioning.

* "A sense of well-being" - discovering fulfillment in serving the "common good,"

« "Auto-expression benefits": obtaining an environmentally conscientious image and discovering
personal fulfillment in socially visible purchases,

» "Nature-related benefits": Nature’s love is the main source of happiness. Additionally, Lippincott
observed the leanings of various industrial segments toward sustainable behavior (2007).

Six environmentally conscious customer categories were identified. These include:

1) Advocates (accepting the issue, wanting to subsidize, but not positive to change),

2) The Optimists (accepting the issue, wanting to donate, and believe in change),

3) Adherents (willingness to adapt, but unable to completely admit the problem),

4) The Confused (open-minded yet confused and neutral),

5) unwillingness (not ready to change but accepting the problems), and

6) The Rejecters (acknowledge the facts but not ready to change).

In advance "insight into consumer practice” is a foundation for "developing sustainable brand
propositions and delivering and communicating green values™ is needed to win over customers' "heads,
wallets, and hearts" (Rayals, 2012).

About environmental crises in society. Following their favorite brands encourages consumers to
embrace the themes and lifestyles that the brand adopts and to find with the brand's values. Gordon
(2002) explore that consumers are fascinated to brands that they have conviction, stand out from the
competition, are ingenious, suggest strong perception in the user, and have a parental firm that practices
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ethical business practices. Any of organization with a long-lasting viewpoint on business, considerate
their customers, green going, and inspiring a huge target customer to hug sustainable behaviour build

their mission.

Fig-1: Challenges and Opportunities in Sustainable Marketing

Category

‘ Description

Greenwashing Concerns

Risk of false or exaggerated sustainability
claims

Consumer Scepticism

Doubt and suspicion regarding the
authenticity of sustainability efforts

Opportunities

Genuine Sustainability Integration

Building authenticity and trust through
transparent and sincere sustainable practices

Competitive Edge

Gaining a market advantage by embracing
sustainability as a core value

Research Methodology:

The study is descriptive in nature where data is gathered from the 185 respondents to observe the
features determining sustainable marketing. A lean technique was being used to discover and illustrate
the data. Respondents designate “Yes” or “No” in a checklist technique for all the questions.

1.1.Research Hypotheses
H1:Brand perception is improved via sustainable marketing.
H2:Brand perception has an impact on customer involvement.

H3: Consumer willingness to purchase sustainably is impacted by a positive brand perception.
H4: There is a favorable correlation between customer involvement and the intention to make

sustainable Purchase
HS5: There are occurs favourable correlation between corporate social responsibility and aspirations
to make sustainable purchases.
H6: The association between consumer connection and intention to make sustainable purchases is
positively moderated by CSR.

Data Analysis and Interpretations:

Table 1.1 Reasons Shaping Sustainable Marketing in India

S No.

Reasons Shaping the Sustainable
Marketing in India

Yes

% Yes

No

%
No

Total

consumer awareness is Increasing and eco-
friendly demand and socially accountable
products and services

181

97.84

4

2.16

185

Increasing concern for eco-friendly
preservation and social reasonableness has
obliged businesses in order to sustainable
practices

172

92.97

13

7.03

185

Govt guidelines and rules have played a
serious role in formative SMPs by applying
environmental standards

168

90.81

17

9.19

185

The convenience and user-friendliness of
sustainable alternatives, such as organic and
ethically obtained products, have also
predisposed consumer choices

178

96.24

10

5.96

185

18
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5. Associations between trades and commerce | 177 95.68 8 432 | 185
NGOs, and management bodies have
empowered the development and execution
of SMPs

6. Shifting approach and discriminating | 180 97.86 7 434 | 185
awareness of Indian customers
7. By growing revelation to worldwide | 175 99.29 21 11.91 | 185
ecological and social issues, consumers are
demanding goods and services that align
with their values

8. Environmental product expansion, in | 163 88.11 22 11.89 | 185
authority sourcing, waste lessening, energy
efficacy, and social responsibility initiatives
have been focused on

Conclusion: -

An organization's effectiveness can be greatly increased by implementing a marketing methodology.
In the current environment, mechanical mediation in marketing strategies is expected to delight
customers and market benefits though retaining practicability. In light of these reasons and the
shortcomings of the previous research, this study examines how Industry 4.0 integrates to enable
innovations in market strategies for customer loyalty, client maintenance, client profiling, and reward
systems through client faithfulness centers. Promoters have embraced eco-friendly techniques to stay
away from partner analysis, but they are still unclear about what customers are buying and how much
value the company has gained. To gain a client's long-term commitment, firms need to build trust and
make a strong argument. Businesses are still considering how to use sustainable marketing techniques
to attract partners, clients, and the general public. The promoter's job is to communicate the
establishment's lawfully mandated duty to employ skillful and sustainable marketing strategies in this
way. Advertisers need to be "partners” both inside and outside of associations to confirm that the
promises of sustainable marketing are taken into account.
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