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Abstract. In the current environment it is increasingly emphasizing the need for involvement in sustainable 

development. This is a nationally, but also internationally requirement. To succeed in business, the company 

needs to acquire a commitment to sustainability and to include it in the company's vision. This commitment 

is an integral part of the company's values and leads to goals attainment. A strong sustainability strategy 

includes understanding how society, technology and environment influence company processes and 

conscious modalities to implement sustainable practices throughout every aspect of its business. The paper 

presents the strategies used for four P's of Marketing and presents the sustainability’s barriers encountered in 

the production of sustainable articles / items. The research is based on public information and observation 

visits conducted in various companies. In the end the paper, the results, limitations and future research 

directions are presented. 
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1. Introduction 

At international level there is a significant interest in increasing consumer demand and for the companies 

to move towards a sustainable direction. Sustainable development, as the action can be defined as … 

“sustainable development is development that meets the needs of the present without compromising the 

ability of future generations to meet their own needs" [1]. The market covers various products that meet 

increasingly more the terms of sustainability, i.e. balanced consumption of resources by design. The focus is 

increasingly on natural products without dyes, protecting the environment and society, so this directive 

defines consumer behaviour [2]. So can we talk about market sustainability? In some studies it is shown that 

one cannot speak of sustainable market because the market is based on principles of maximization 

(production, consumption and prices). This desirable framework is also used to describe the other possible 

types of traditional markets. In addition to the above, it is shown through a simple model that only the perfect 

sustainable market is durable because it is driven by optimal forces (production, consumption and market 

prices) [3], [4], [5]. Certainly one cannot speak of a sustainable market, but we can talk about the sustainable 

direction that the consumer market is heading. Companies that adopt the principles of sustainable 

development due to [6], [7]: 

• Improving the image in rural development; 

• Improving the environmental footprint of emissions of pollutants; 

• Increased commitment to consumers; 

• Loyalty and respect of the consumers that find on the market suitable products for healthy living; 

• Durability of the conduct of business and the impact on competition. 
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Unlike traditional operating companies based on triple fundamental line: Consumer, Profits, Production, 

and the sustainable companies are operating on the basis of the triple baseline of sustainability: Social, 

Economic, and Environment. 

Triple fundamental line includes: 

 Consumer: companies research the needs and wants of customers and develop products in 

accordance with demand from the market for recording a maximum profit. 

 Profits: most managers assume maximizing profits as the direction of development [8]. Profit 

maximization is consistent with maximizing the value of the market (i.e. stock price) of the company. 

 Production: companies produce what is required in line with the strategy defined. No account is 

taken of the European global development directions. 

Triple sustainability baseline includes the following [7]: 

 Environment: the impact of the campaign activities on the environment broadly – natural resources 

usage, rejecting the entire nature, territory occupation; from the perspective of marketing, from 

product conception they should be designed in accordance with the imperatives and environmental 

conditions of the industry. 

 Economic: collecting financial performances, their impact on the economic growth in their field of 

activity and obeying the ethical principles in business; this coordinated marketing activities are 

conducted in compliance with environmental and social imperatives, but with a balance of economic 

outlook. 

 Social: the social consequences of the company as a whole its representatives: employees, solicitors, 

clients, local community; the society and its needs must be integrated in product design [9]. 

The companies which operate under the fundamental triple line lead to a market based on principles of 

maximization and companies which are included under the umbrella of triple sustainability baselines lead to 

sustainable market [10]. Further there are considered sustainable market strategies related to marketing mix, 

but also the barriers encountered in this direction. Finally conclusions and future research directions are 

presented. 

2. Sustainable Strategies Applied in Marketing 

Green marketing implies developing and promoting products and services that meet the needs of 

consumers and business users through the balanced use of natural, cultural / societal resources, and economic 

resources. This entire endeavor is responsible for ensuring a good quality of life now and in the future. 

Sustainable marketing is not only about actions by the company to highlight its care for the environment or 

consumers, but adds new methods and requirements to traditional marketing: 

 Understand fully the values and behaviors of the purchasers directed towards sustainable 

development, 

 Knowledge of market developments from sustainable perspective, 

 Organizational commitment to sustainability and positive relationships with their customers, 

communities and the planet, 

 National and international requirements on sustainable development 

Sustainable marketing plan focuses on the marketing mix in order to achieve maximum profit potential 

while respecting the principles of sustainability. For an effective approach to sustainable marketing, i.e. basic 

four Ps (product, price, placement and promotion) the sustainability principles should be applied and should 

be aligned with the overall marketing strategy. Based on these ideas, green marketing plan requires the 

following [10]: 

 The four Ps base should integrate sustainability requirements from the design stage, 

 Customer segmentation of the target market must be carried out in accordance with the consumers 

which identify best with potential customers or buyers of the product or service, 
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 Physical products may be sustainable if we take into account ways of reducing the materials used, 

minimize the negative impacts of the production process, and maximize the efficiency of distribution, 

 Changes implemented in the process of packaging, for example to encourage reusable or 

biodegradable bags; the existence of an inverse correlation with environmental impact in order to 

reduce the environmental impact of a product while profitability may increase, 

 Sustainable goods that can be more costly from the price perspective than traditional products 

because production processes have to be optimized by reducing the amount of resources used by 

implementing new techniques and technologies (renewable sources, energy production on its own, 

waste reuse and others). This should be taken into consideration in developing branding, marketing 

mix development, and identifying target segment. 

 Using different environments to promote through the integration of IT technologies and online media 

promotion is adequate support to effectively and efficiently reach the target market with a consistent 

brand message and call to action. 

The directions from above contribute to the development of a sustainable marketing plan designed to 

achieve the company’s objectives. Companies’ goals are established in the current economic context in 

which it emphasizes the need to develop a green marketing mix directed toward the environment, technology 

and society.  

Figure 1 presents a conceptual framework of development green strategies applied in marketing based on 

sustainable development. With the support elements presented and discussed, this model incorporates 

concepts and important directions. This model is based on the proposals of authors [7], [11], [12]. 

3. Barriers of Sustainable Product Development 

All Even if the direction of the development of green products remains viable and a priority, the question 

arises why  some consumers do not buy natural / green products? It discusses the three key barriers facing 

companies: price, performance, technology and behavior change. 

When it comes to natural products there is a clear direction to price and performance level. Often 

customers do not want to pay more for a better product. Buyer behavior changes according to the dynamic o 

the environment, so using new technologies these desires can be satisfied. Product performance is ultimately 

proof of higher financial implications [13]. These barriers can be seen as problems to be solved by each 

company through different strategies of marketing mix.  

4. The New Rules of Green Marketing and Conclusions 

Green marketing rules contribute to the goals of the company and generate new opportunities. Benefits 

[14], [15] obtained by applying this green marketing are: 

 Profitability: "green products" (bio, natural products) have fewer raw materials, less energy and 

results in fewer waste. 

 Competitive advantage: companies that focus on innovation enjoy an increased competitive 

advantage. 

 Increasing market share: the production of beneficial consumer items and protecting the environment, 

the company attract new buyers. Also the quality offered contributes to increased market share. 

 Best products: products are safer, healthier and not least better. 

More and more companies are adopting new rules and procedures for the development of competitive 

products because it "causes" market dynamics. 

Developing sustainable products is a challenge for every company. Finally this challenge involves a 

number of risks. Therefore, sustainable marketing risks can be divided into four categories: market risks, 

operational risks, the risks of image and communication risk. In future research we will analyze these classes 

of risks and how they contribute to the development of new opportunities. 
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Fig. 1: Conceptual framework of green marketing strategies and sustainable development. 
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