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Abstract: In today’s economy, business is
very competitive. The firms have to be part of
ecosystem. In ecosystem sustainability is
important in order to protect and save the
environmental system. In this manner, as a
human being, as a firm, as a member of
society there should be paid respect to mother
earth. To be respectful to earth and
environment the firms are responsible for
sustainability of knowledge, technology,
resources and reducing costs. This
sustainability also causes competitiveness
among firms. One has to be better than other,
because it has to be preferable between the
other same ones. That firm has to use it’s
resources in most effective way, thus the
resources are limited and also behave in
harmony with the ecosystem. To create this
system the firm has to get in touch with it’s
ecological customers, and has to use
sustainable marketing strategies.

With this article the reader is going to find out
what is sustainability and how a firm behave
in sustainable marketing as being competitive
in ecological global system through literature
and a firm case study. With first part of article
it’s tried to express what’s said on
sustainability and marketing as
competitiveness within literature. Sustainable
development is development that “meets the
needs of the present without compromising
the ability of future generations to meet their
own needs” (UNCWED-United Nations
World Commission on Environment and
Development 1987,p.8). Sustainable
marketing then, “is marketing within, and
supportive  of,  sustainable  economic
development (van Dam and Apeldoom
1996,p.46;Hunt 2011, p.7). In the second part
as a view of sustainability, the resource—

Assist.  Prof. Evrim
lldem DEVEL

PHD THESIS &
ADVISOR:

Attitude of Target
Audience in Public
Sector Advertising in
Terms of Social

Marketing, 2008
Advisor: Prof. Phd. Zafer KESEBIR

Researches and Publications:

Develi, Evrim Ildem, “The Moivation By A4
Retail Clothing Brand In Retail Sector To
Internal Customer, International Congress
Of Management Economy And Policy 2018
Spring Abstract Book, April 2018, ISBN:
978-605-81728-1-4 (Online)

Develi, E.Ildem, Begiim Sahin, Yeliz Sevimli,
“Entrepreneurship And Importance of
Personality on Entrepreneurship: A
Research on Trainees of Entrepreneurship
Education Program”, ICBM - The Social
Sciences Reaserch Society, International
Conference on Business and Management,
April 2011, Izmir

Alnmacik, Umit, E.Ildem Develi, Caner Giray
ve Esra Almacik, 14th National Marketing
Congress, “How Do Local-Level Social
Responsibility Activities of Global Firms
Affect Brand Equity and Brand
Preferences”, Marmara University,
Journal of Oneri, Vol.9, Year:17, No:35,
pp.83-91, January 2011

Develi, E.lldem. “Perception of Turkish
Consumers About Country of Origin Effect
in German and Chinese Products”,
Marmara University, Journal of Oneri,
Vol.9, Year:16, No0:33, pp.173-184,
January 2010

8 ISTANBUL KULTUR UNIVERSITY, YOLBASI STREET NO:1 BAKIRKOY-ISTANBUL/TURKEY




Fourth international scientific conference ERAZ 2018

advantage theory of competition and its relation with sustainable marketing is explained. The
resource—advantage theory (R-4) is a general theory of competition. In Hunt's article which is
on sustainable marketing, equity and economic growth: a resource-advantage, economic
freedom approach, Hodgson’s (1993) taxonomy is used to explain R-A theory. This theory is
an evolutionary, disequilibrium-provoking, process theory of competition, in which innovation
and organizational learning are endogenous, firms and consumers have imperfect information
and entrepreneurship, institutions, and public policy affect economic performance (Hunt 2011,
p.9). To Hunt, whose studies on sustainability and marketing is the basic ones in literature,
many owners, executives, managers, and employees of firms, as well as many consumers, often
act in accordance with the prescriptions of sustainable marketing theory. So there are intersects
with R-A theory in several ways in sustainable marketing. The 7 ways of it will be explained in
the full text article. As a last part of the article there is the survey about one of the big sized
companies of Turkey on glass industry becomes the main case of this study on sustainable
marketing. To point out the strategy and policy of the firm on sustainability, a depth-interview
has been done with the coordination office of sustainability. The firm has the wisdom of being
a part of the international ecosystem. Within it’s strategy and policy on management,
production and supply chain it seeks financial continuity integrating with natural resources,
raw materials, consumption, customers, employees and values. The findings gathered from the
dept-interview are going to be explained in full text article in detailed.
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