
 
Copyright © 2019 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits unrestricted 

use, distribution, and reproduction in any medium, provided the original work is properly cited. 
 

 

International Journal of Engineering & Technology, 8 (1.10) (2019) 5-9 
 

International Journal of Engineering & Technology 
 

Website: www.sciencepubco.com/index.php/IJET  
 

Research paper 
 

 

 

 

Role of Sustainability in Marketing Strategies: In the Context of 

Digital and Direct Marketing 
 

1Assoc. Prof. Dr. Valliappan Raju, 2Prof Dr. Md Rom Bin Tamjis 

 
1Adjunct Professor, Linton University College, Malaysia 

2Dean, FOET, Linton University College, Malaysia 
 

 

Abstract  

Time has seen the diverse periods of promoting procedure. Out of which, supportability is the key issue which has risen in advertising proce-

dure over the time. In prior period of 1970s, biological issues have developed as another worldview in promoting technique. At that point in 

one decade from now, social issues grabbed the lime light and rose alongside biology. Reassessment of the issues brought about development 

of green or ecological issues in advertising procedure and now the manageability in showcasing technique has turned into the focal point of 

consideration of the scientists. Thusly, the destinations of this paper are, first, to survey and comprehend ideas of advertising system and 

manageability, also, to talk about development of maintainability in showcasing methodology and ultimately, to examine the eventual fate of 

supportability promoting technique. 
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1. Introduction 

 
The principal showcasing course, i.e., 'The advertising of Products', was set up in 'College of Pennsylvania' in 1905 (Peattie and Belz, 2010). 

The idea experienced numerous progressions with time after that and the field of showcasing has encountered diverse changes. Speaking 

explicitly about showcasing techniques, these have likewise experienced numerous progressions and focal point of advertising has additional-

ly moved toward becoming buyer arranged as the clients' necessities and desires have additionally changed. Diverse issues are brought up in 

promoting system with the entry of the time and organizations constantly endeavored to receive distinctive showcasing procedures to in-

crease upper hand in the market. Today, maintainability is that territory which is being investigated by organizations for development and 

improvement. Supportability chips away at 'Triple Bottom Line' approach i.e., individuals, planet and benefit (Charter et al., 2006). Brund-

tland Report, 1987, named "Our Common Future", begat the term supportability. In this report, manageable advancement is characterized as 

"improvement that addresses the issues of current ages without trading off the capacity of future ages to address their own issues", restored 

the talk on the job of business in the public arena (WCED, 1987; p.24). Manageability, then again is characterized as per Veiderman, "Main-

tainability is a dream of things to come that gives us a guide and causes us to concentrate on a lot of esteems and moral and good standards 

by which to direct our activities" (refered to in Munier, 2005).  

 

It is obvious from both the definitions that a few stages must be taken today to spare eventual fate of coming ages. It likewise uncovered that 

supportability is a long haul vision that bargains with improvement of technique dependent on moral and good standards. In any case, more 

often than not, the significance of maintainability is comprehended as ecological manageability, yet it is constrained not exclusively to natu-

ral issues, yet additionally incorporate the social and financial issues (Obermiller et al., 2008). Manageability says that business practices 

ought to be surveyed as far as supportability through monetary, natural and social measurements. Consequently motivation behind this paper 

is, first, to audit and comprehend ideas of promoting procedure and manageability, also, to examine advancement of maintainability in adver-

tising technique and in conclusion, to talk about the eventual fate of supportability showcasing system.  

 

2. Literature Review 

 
Food is a vital section in tourism and has an enormous attraction wherever individuals travel (Bessiere, 1998). Neighbourhood food is a fun-

damental segment of a destination's traits, in addition to the scope of attractions (Symons, 1999). Going after food has taken a completely new 

turn from what it used to be when voyages were bid for zest exchange, yet voyagers still consumed dry food, as the neighbourhood cuisines 
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were regarded with distrust. Food is furthermore depicted as any substance that gives the enhancements that helps in survival and develop-

ment when ingested. Food deprived of the apparatus of gastronomy is a kind of cooking in specific regions. 

 

Hall and Sharples (2003) in their investigation have categorized food tourism in based on the "significance of an extraordinary enthusiasm for 

food as a movement inspiration" The category identification depends on the accompanying criteria: 1) Gourmet tourism or Cooking tourism, 

where the fundamental zest for heading out is to visit an eatery for food related exercises, 2) Culinary Tourism, where the traveller takes in-

terest in food related exercises beyond the immediate neighbourhood to explore great food, 3) Urban tourism describing multiple tourist activ-

ities in which city is main destination and place of interest. This form of tourism is relatively old and very complex. The potential and pro-

spects of food tourism in India and Punjab will be explored here. 

 

 Long (2004) considered culinary tourism as a way for encountering different beliefs through food. Molz (2007) later considered culinary 

tourism as a feeling of knowing or encountering another tradition, and performing enterprise, flexibility, and receptiveness to some other cul-

ture. The neighbourhood food of a nation relates to the nation's culture, and in addition, tourists can pick up a genuine cultural experience. 

 

Kivela and Crotts (2006) intend that shoppers stimulated by food, are typically keen on multidisciplinary viewpoints recognized with cuisine 

and gastronomy, focusing on the cultural interest of the culinary tourist. Hence, the culinary or gastronomic tourism should be viewed as the 

discharge of another cultural pattern. The foodie tourists are keen on nearby items and run of the mill dishes with the point of getting in con-

tact with the social and recorded foundation. The present effort accepts the gastronomic tourism as a cultural practice and commonplace cui-

sine as a tangible and experiential legacy. 

 

Shenoy (2010) mentioned in his investigation about the five parameters that features the synthesis of food tourism. These parameters incorpo-

rate eating at eateries known for close cooking styles, buying neighbourhood food cuisines, devouring neighbourhood refreshment snacks, 

feasting at amazing eateries, and eating at natural chain eateries and establishments. His investigation uncovered the suppers with assortment 

chasing and social bonding irrespective of age, sexual orientation, training, and wages. Division of tourists revealed the nearness of three 

groups: the culinary traveller, the experiential vacationer, and the general visitor.  

Updhyay and Sharma (2014) mentioned that food tourism, one of the subcategories of social tourism, is explicitly rising as a specialty that 

supplements different intends to take in the way of life of a goal. Categorization of food tourism incorporates gastronomy tourism, culinary 

tourism, cooking tourism and gourmet tourism. The creators proposed that 'cooking' and 'gastronomy' are things that signifies 'styles of food 

readiness' and 'the craftsmanship or exploration of good eating', individually. The figure 1 illustrates the conceptual framework for the prob-

lems and prospects of food tourism in Punjab, with special reference to Amritsar, Jalandhar and Patiala. 

The present study is an attempt at discovering the problems and challenges associated with food tourism and to establish the perception of 

tourists regarding food as tourist attraction in Punjab with specific reference to Amritsar, Jalandhar and Patiala. The paper is concerned with 

the description of the views of the tourists concerning the extent to which food acts as an attraction to visit Punjab. Since this study is expres-

sive and aims at the description of the state of food tourism in Punjab and the perceptions of tourists towards it, the chosen research design is 

the descriptive research design. Maintainability in the field of promoting is considered through alternate points of view. A few creators took 

ecological or green issues and other took social issues. However, maintainability has got three measurements as talked about before i.e., natu-

ral, social and financial. The past investigations assessed and broke down the green or natural showcasing techniques (Polonsky, 1995; Ara-

gon-Correa, 1998; Buysse and Verbeke, 2003; Camino 2007; Fraj-Andrés, 2008). Further, the promoting system has likewise been dissected 

from the social viewpoint (Maignan et al., 2004, 2005; Soriano et al., 2010). In any case, not very many investigations exists which built up 

the connection among manageability and promoting methodology. Consequently, there is have to configuration advertising technique which 

can manage issues identified with accomplish natural, social and monetary objectives and destinations in incorporated way. In any case, it is 

extremely mind boggling to structure viable showcasing system in light of the fact that every business objective requires distinctive advertis-

ing technique including special arrangement of choices (Slater and Olson, 2001). In this manner, examination and assessment of showcasing 

procedure as far as manageability is additionally a one of a kind target and requires uncommon consideration. Hence, this paper right off the 

bat, centers around idea showcasing methodology.  

 

Furthermore, it talks about the development of maintainability in showcasing alongside the ideas of manageability advertising and supporta-

bility promoting procedure. At last, it shares the issues and changes identified with maintainability advertising methodology. 

 

3. Marketing strategy 

 
To the extent the field of showcasing system is concerned, it is less investigated by scientists. The prime job of advertising system is to ac-

complish upper hand (Slater and Olson, 2001; Ansary, 2006). Along these lines advertising methodology is essential part of procedure which 

can't be disregarded. The diverse creators characterize showcasing methodology in various ways: "As indicated by various organizations, 

advertising methodology is a long haul movement and manages accomplishment of explicit destinations through expansive arrangement of 

activities" (Greenley, 1989). As indicated by Walker et al. (1992), "Showcasing system is characterized as the compelling assignment and 

coordination of promoting assets to achieve the association's targets inside an explicit item advertise. All things considered, advertising sys-

tem choices include indicating the objective market segment(s) to be sought after and the product offering to be advertised. Further, firms 

look for upper hand and cooperative energy, arranging a very much incorporated program of showcasing components (the 4P's) customized to 

the requirements and needs of clients in the objective sections" (refered to in Zinkhan and Pereira, 1994).  

 

As per Slater and Olson (2001), "Showcasing procedure manages choices identified with market division and focusing on, and the structuring 

of situating technique dependent on advertising blend." According to Ansary (2006), promoting methodology is characterized regarding plan 
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as, "Showcasing system is characterized for our motivation as the aggregate total of the reconciliation of division, focusing on, separation and 

situating methodologies intended to make, convey and convey an offer to an objective market"  

Varadarajan (2010) gave meaning of advertising procedure regarding item offering, as indicated by him, "Promoting methodology alludes to 

an association's incorporated example of choices that determine its significant decisions concerning items, markets, showcasing exercises and 

showcasing assets in the creation, correspondence or potentially conveyance of items that offer an incentive to clients in trades with the asso-

ciation and in this way empowers the association to accomplish explicit goals."  

 

With the progression of time, the meanings of showcasing procedure have changed. Greenlay (1989) portrayed it as an expansive arrange-

ment of activity which manages accomplishment of goals. Walker et al. (1992) attempted to streamline the definition and took it to next di-

mension. In any case, Slater and Olson (2001) utilized few yet profitable words to depict it. Ansary (2006) in his investigation on advertising 

procedure uncovered that the idea rotates around 3Cs i.e., client, organization and contenders. He further incorporates the division, focusing 

on, separation, situating alongside marking, which joins all components with showcasing blend for plan and usage of promoting technique. 

Marking was incorporated in light of the fact that it was something which was left theoretically frame showcasing methodology. Finally, 

Varadarajan (2010) additionally characterized showcasing procedure in his very own words. Be that as it may, every one of the meanings of 

promoting technique connected with the division, focusing on, and situating, marking and advertising blend of the organization. 

 

4. Results and Discussion 

 
Field of promoting has additionally advanced after some time. Advancement of showcasing has been talked about through five ideas, which 

are: generation idea, item idea, moving idea, advertising idea and societal promoting idea. All the showcasing exercises spun around these 

ideas. Generation idea depended on taking care of unsatisfied requests by delivering more at lesser expense. Though the item idea holds that 

the purchasers incline toward quality items with sound execution and inventive highlights. Moving idea depends on forceful moving and ad-

vancement. Be that as it may, in the mid of twentieth century, showcasing idea accompanied an attention on shopper driven methodology. It 

holds that the showcasing exercises ought to be founded on making imparting, and conveying better an incentive than focused clients. At last, 

the societal showcasing idea came, which depends on bringing social and moral thought into advertising exercises (Kotler, 2008). Be that as it 

may, now, the time has come to incorporate supportability criteria into advertising, which is the need of great importance. The organizations 

should remember that supportability has turned into a prerequisite; it doesn't stay as a choice (Charter et al., 2006). The time has gone when it 

was a choice, now it is getting to be commitment for the organizations in order to accomplish upper hand. It is basically a necessity in the 

business in light of the fact that, the idea of showcasing isn't stayed restricted to intra-individual and between close to home needs; it is getting 

stretched out towards requirements of who and what is to come (Dam also, Apeldoorn, 1996). The idea of showcasing is stretching out to-

wards satisfying the necessities of who and what is to come, which further implies that making, correspondence and conveying maintainabil-

ity based an incentive to client. It very well may be said that organization needs to adjust its promoting procedure so that client needs can 

tisfied subsequent to looking after benefit, open interests and environment (Vagasi, 2004).  

 

The primary meaning of social showcasing was given by Kotler and Zaltman (1971), as indicated by which, "Social advertising is the struc-

ture, usage, and control of projects determined to impact the adequacy of social thoughts and including contemplations of item arranging, 

evaluating, correspondence, appropriation, and promoting research." With the progression of time, the field of societal promoting and related 

issues is investigated and characterized into various fields. Philip Kotler and Nancy Lee (2005) studied 23 organizations and checked on 36 

corporate social activities in six classifications i.e., corporate social promoting, cause advertising, causet related showcasing, corporate altru-

ism, network volunteering, and socially dependable business rehearses. As indicated by them, these practices can be clarified as pursues: (I) 

Corporate Social Marketing: It manages "conduct change battles."  

(ii) Cause Marketing: It manages "supporting social causes through paid sponsorships of limited time endeavors."  

(iii) Cause Related showcasing: It manages "giving a level of incomes to an explicit reason dependent on item deals amid a declared 

timeframe."  

(iv) Corporate Philanthropy: It manages "making direct commitments to a philanthropy or cause, more often than not as awards or gifts."  

(v) Community Volunteering: It manages "giving volunteer administrations in the network."  

(vi) Responsible Business rehearses: It manages "receiving optional business practices and speculations that help social causes" (Kotler and 

Lee, 2005).  

These issues changed the essence of showcasing and perfectly characterized the general public based business rehearses. Additionally, these 

issues put advertisers under strain to incorporate them in their technique. The organizations, with the progression of time, included them in 

their showcasing technique to increase upper hand.  

 

6. Biological marketing  

 
The idea of biological promoting was first presented by Fisk (1974) and afterward Henion and Kinnear (1976) expounded it in the wake of 

giving the idea of 'Naturally Concerned Consumer'. As per Fisk (1974), "Biological showcasing centers around the affirmation of a looming 

environmental emergency and the eagerness and capacity of advertisers to accept accountability for staying away from this fate." The meth-

odology was simply founded on societal promoting. Henion and Kinnear (1976) characterized the idea of natural showcasing as, "Biological 

advertising is worried about all promoting exercises (a) that have served to help cause ecological issues and (b) that may serve to give a solu-

tion for ecological issues" (Peattie, 2001). The definitions tell that biological showcasing manages factors influencing environment and con-

tamination. Biological issues chiefly focused on maker's will to end up ecological agreeable and these were not considering buyer request by 

any means (Dam and Apeldoorn, 1996).  
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7. Green Marketing  

 
Less need was given to ecological issues regarding advertising methodology from 1970 to 1985, however after that these issues truly picked 

the pace (Menon and Menon, 1997). The organizations were having slender methodology in thinking about administrative issues in connec-

tion to condition to incorporate into advertising system, which offered ascend to green promoting issues. Additionally, green showcasing 

supplanted the societal and good thought processes of natural promoting by market weights (Dam and Apeldoorn, 1996). This was initial step 

at that point organizations took forward past natural laws and creators who characterized the green advertising are:  

▪ Mintu and Lozada (1993) characterized green showcasing as "The utilization of advertising apparatuses to encourage trades that ful-

fill authoritative and singular objectives so that the safeguarding, security, and protection of the physical condition are maintained."  

▪ As indicated by Dam and Apeldoorn (1996), "Green promoting centers around market pull and authoritative push towards en-

hanced, ecologically cordial corporate execution."  

The green showcasing approach depended on administrative and additionally partner's impact. Likewise, the idea was additionally created by 

Charter (1992). He instituted the term 'Greener showcasing', which is characterized as, "A comprehensive and capable administration process 

that recognizes, foresees, fulfills and satisfies partner necessities, for a sensible reward, that does not unfavorably influence human or regular 

natural prosperity" (refered to in Charter et al., 2006). 

 

 
Fig. 1: McCarthy’s 4P Approach Vs Sustainability Marketing Mix 

 

10. Future of sustainability marketing strategy- issues and challenges 

 
The objective of managearially promoting technique has changed to achieve upper hand through a position that is alluring, extraordinary, and 

faultless (Obermiller et al., 2008). In any case, for all intents and purposes, it is difficult to structure these sorts of promoting systems on ac-

count of the related issues and difficulties. Moreover, as indicated by maintainability standards there is have to ration the assets and to devour 

less, while then again, the rule of showcasing says to move more, which implies more creation, consequently more utilization of assets (Jones 

et al., 2008). In this manner, the need is to strike a harmony between the two, which implies that the procedure ought to be figured in such a 

way, with the goal that benefits can at present be earned even after lessened effect on condition and society. Almost certainly that issues and 

arrangement go connected at the hip in such a case that somebody discovers answer for one issue then other issue emerges. Same is the situa-

tion with maintainability promoting systems i.e., on the off chance that somebody discovers answers for one natural or social issue which is 

financially gainful, at that point another arrangement of issues likewise can emerge out of that and this cycle continues endlessly (Charter et 

al., 2006). Manageability in promoting methodology helps in upper hand as well as opens entryway for cost investment funds and advance-

ment (Whiting, 2008). It is appropriately said that organizations can't remain for longer in the market in the event that they won't turn out to 

be really supportable (Whiting, 2008). Be that as it may, there are restricted organizations which are attempting to receive maintainability in 

their advertising technique. In addition they are likewise having unsustainable items in the market. Subsequently, above all else, the purchaser 

fragments which are early adopters and prepared to purchase reasonable items ought to be focused on and situated. What's more, the future 

objective of supportability advertising methodology ought to be centered around division, focusing on and situating client based on maintain-

ability criteria alongside planning manageability showcasing blend for better items and administrations, better costs, better dissemination and 

better advancement.  

5. Conclusions 

Most likely that idea of supportability showcasing methodology has developed over the time. Beginning its adventure from natural issues it 

has achieved now on maintainability issues. This adventure of supportability issues in advertising procedure has been examined through vari-

ous perspectives of a few creators in this paper. The examination uncovered that the manageability can be actualized in showcasing system 

when the organizations will receive it in their business rehearses. The organizations are moderate in embracing this idea in showcasing sys-

tem. Regardless of the development of manageability idea in 1987, organizations are as yet wanting to make best utilization of it in their 

showcasing procedure. The organizations need to offer significance to supportability issues as its significance has effectively figured it out. It 

is a win-win approach both from the side of organization and clients. In this way, organizations need to determine related issues and difficul-

ties to receive the supportability criteria in advertising. As of now organizations are impacted by different partners to receive supportability in 

promoting system (Camino, 2007). Additionally, it will end up being an ethical commitment in future. Before that organizations should expert 

effectively embrace maintainability in advertising system. Organizations need to gain from current advertising that generation idea won't hold 

great if there should be an occurrence of maintainability showcasing and they need to ensure and regard this as another idea (Whiting, 2008). 

Along these lines, advertisers need to break their customary casing of reference to coordinate manageability in showcasing system. They need 
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to approach not exclusively to acquire maintainability items and administrations, yet in addition in advertising blend. Besides they need to 

rethink their promoting techniques with the goal that they can cover more extensive condition and diminish the social and natural effect 

(Charter et al., 2006). It can just happen when organizations and their separate partners will understand the significance of incorporating 

maintainability in business rehearses. Consequently, the new period of advertising methodology has just started with combination supporta-

bility issues. It is the ideal opportunity for organizations to coordinate manageability in their showcasing procedure in order to beat the ex-

treme rivalry in the market. 
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