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Preface

Sustainability is regarded as the key to a better future. It ameliorates the quality
of our lives, safeguards our ecosystem, and preserves natural resources for cur-
rent and future generations. We depend on natural resources for our business
activities and day-to-day survival. Thus, overlooking sustainability can lead to
the depletion of these resources from our planet. The emergence of global fac-
tors such as economic growth, technological advancement, and overconsumption
have resulted in negative consequences on the environment in terms of radical
changes in climate, damage of flora and fauna, deforestation, ozone layer deple-
tion, acid rain, and air and water pollution. This critical situation made people
more conscious about the sustainability of the planet earth in recent years. As
a result, individuals started to be more environmentally friendly and embracing
values and concepts like “less is more,” “3R principle,” “go green,” “ethical con-
sumption,” “green consumerism,” etc.

Sustainability cannot be attained without paying attention to the social
aspects. In this regard, social marketers as well as entrepreneurs seek to encour-
age changes in behavior that benefit individuals, community, and society at large.
This can be achieved by encouraging desirable activities like corporate social
responsibility (CSR). CSR has become a global phenomenon that helps solve
social, environmental, and economic problems to increase benefits for individu-
als, organizations, and society. However, the required change is not moving in the
expected direction in many parts of the world, which calls for more exploration
of the issue. In addition, many organizations worldwide have not yet undertaken
initiatives related to CSR due to the lack of knowledge and reluctant attitude. For
many cultures, discussion on bringing issues such as sustainability, social market-
ing and CSR are relatively new and requires more discussions in the academic
platforms based on different contexts and cultures.

The global environment is always subject to change and development, which
is a fundamental part of growth and progress. Therefore, individuals, groups,
organizations, marketers, and the whole society need to change their behavior
to respond to these global changes, challenges, and issues. Like other emerg-
ing economies, research on sustainability, social marketing, and SCR issues in
Asian culture is still at an early stage. While developed nations are more advanced
in adopting sustainability metrics, less examples can be found in the develop-
ing country perspectives. This edited book “Sustainability and Social Market-
ing Issues in Asia” is an attempt to fill this gap in the existing literature. This
book showcases 13 cases that portray different aspects of sustainability, CSR,
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and social marketing of 10 Asian countries — Malaysia, Sri Lanka, Iran, China,
India, Brunei, Pakistan, Syria, Philippine, and Indonesia. In addition, this edited
book seeks to widen the understanding of the latest trend on “sustainability” and
“social marketing” issues such as “sustainable energy,” “sustainable agriculture,”
“sustainable ecosystems,” “social development,” “green marketing,” “traditional
Chinese medicine,” “CSR initiative,” “waste management problem,” “refugee cri-
sis,” “care for animals,” and the like. To provide a systematic understanding on the
issues, this book is divided into three sections as follows:

e Green and Sustainability
e Corporate Social Responsibility
e Social Marketing

This book is unique in two main aspects: (i) it focuses on sustainability, social
marketing and CSR and (ii) it provides understanding and insights from the
Asian cultural perspective. This book is relevant to different disciplines such as
marketing, organization behavior, waste management, sustainability, and corpo-
rate social responsibilities which can serve as a guide for students, academicians,
marketers, managers, and policymakers.

In addition, the topics that are covered in the “Sustainability and Social Mar-
keting Issues in Asia” highlight the latest and relevant issues such as care for the
environment, care for animals, refugee crisis, and CSR. The readers of this book
will advance their understanding by gaining new knowledge from different Asian
contexts.
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