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Abstract: Current changes in the business environment mean that the pursuit of economic
development—without accounting for social welfare and environmental constraints—is replaced
by the concept of sustainable development. Enterprises, in order to meet market requirements,
adopt sustainable marketing as part of their strategy to provide long-term benefits in the social,
economic, and environmental dimensions. The article aims to assess the differences in the use
of marketing mix tools (5P) according to the concept of sustainable development in countries
with different socioeconomic conditions. The empirical study was based on 262 questionnaires
conducted among small and medium-sized enterprises (SMEs) operating in two different countries,
i.e., 150 companies operating in Poland (as an example of a developed country) and 112 in Sri
Lanka (as an example of a developing country). The obtained results show that there are statistically
significant differences between the analyzed markets in terms of implementing sustainable marketing
tools. The results allow us to conclude that the sustainable marketing mix activities are significantly
more important for SEM managers in Sri Lanka than in Poland.

Keywords: sustainable marketing; sustainable marketing mix; sustainable development; Sri Lanka;
Poland

1. Theoretical Background

The changing business environment, which is not only related to the increase in competition,
the development of new technologies, or growing customer demands but also to the increase
in pollution and the degradation the natural environment, strongly influences the functioning of
enterprises [1]. In response to the changing business ecosystem in which they operate, enterprises should
provide new business models to meet market requirements and adapt to environmental changes [2,3].
Corporate strategies oriented only at increasing sales and consumption have ceased to bring the
expected results. The success of today’s business should result from long-term sustainable development
that takes into account environmental, economic, and social dimensions [4–6]. Sustainable development
has become one of the most popular development concepts that have received global acceptance [7].
The growing popularity of the sustainable development strategy indicates that enterprises have realized
that being more sustainable can create a new source of competitive advantage [8–10], increase the
value of the company [5,11], or positively affect consumer loyalty to the brands [12–15]. Due to the
changes taking place, enterprises are faced with the need to redefine their strategies, particularly
marketing strategies.

The emergence of the concept of sustainable development has influenced a new perspective in
creating, communicating, and delivering value not only to customers but also to other entities of the
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business environment. The literature emphasizes the significant role of marketing in implementing
the concept of sustainable development as the most prominent component of relationships between a
company and its environment and an important factor to value creation [16,17]. Building marketing
strategies taking into account development assumptions changed the implementation of individual
marketing functions and redefined marketing tools, which in the conventional sense focused
strongly on the interests of the seller rather than the sustainable buyer, which was criticized by
researchers [18,19]. Until then, marketing was often perceived as sales, including activities stimulating
consumerism, shortening product life cycles, manipulating consumer behavior, or creating needs [20,21].
Defining marketing as activities to satisfy the needs and desires of buyers through the exchange
process has increased negative perceptions of marketing. For an increasingly affluent and consuming
world, meeting such needs without considering their impact on the ecosystem may deprive future
generations and a part of the present generation of the opportunity to satisfy their own needs and
desires [22]. For these reasons, marketing was considered contradictory to the concept of sustainable
development [23]. A milestone for marketing was the Commission Brundtland Report, published in
1987. The main conclusion of the report was that meeting the needs of the current generation must not
jeopardize the ability of future generations to meet their own needs and this was an impulse to change
the concept of marketing towards sustainable development [24].

Researchers [25,26] emphasize the importance of research conducted in the last decade and the
growing interest in corporate social responsibility (CSR) and sustainable marketing. Both concepts,
although related to the responsibility for the company’s actions, differ significantly. The main difference
lies in their main assumptions, as CRS includes activities related to the way of using the generated
funds to meet the needs of contemporary society, whilst sustainable marketing focuses on how funds
are earned and how they work in an intergenerational horizon [27]. Sustainable marketing should
therefore be seen as marketing that is not only a part, but above all a supporting element of sustainable
economic development. Within the framework of sustainable development, marketing has undergone
a three-step evolution [28] including (1) ecological marketing—focusing on environmental problems
such as air pollution, depletion of natural resources, and the impact of fertilizers and agricultural
pesticides; (2) environmental marketing—focusing on developing modern, environmentally friendly
“clean” technologies targeted at the “green customer segment”; (3) sustainable marketing—focusing
activities on responsible economic and social development.

The literature provides many definitions of sustainable marketing. Belz [29] defines sustainable
marketing as an act of building and maintaining sustainable relationships with customers, the social
environment, and the natural environment. Kirchgeorg and Winn [30] show a managerial point of view,
defining sustainable marketing as planning, coordination, implementation, and controlling of all market
transactions in such a way to ensure that the needs of the current and potential customers are met on a
sustainable basis toward corporate objectives, whilst contributing to reducing environmental and social
impacts and restoring social and environmental health. It is common to define sustainable marketing as
a process of creating, communicating, and delivering value to customers, concerning environmental and
social aspects [31,32], emphasizing the importance of building long-term relationships with customers,
which are not only beneficial for business but also for society and the environment [33]. In this approach,
it can be noticed that the most important becomes human and the narrative environment.

The concept of the marketing mix, along with the concept of sustainable development, plays an
important role in the responsible strategy of business activities. Traditional marketing mix tools do not
take into consideration and help activities for sustainable development, hence Kotler [34] emphasizes
that marketing should be “reinvented” to achieve environmental sustainability. The answer to this call
is to redefine the tools of the marketing mix, called sustainable marketing mix, including sustainable
product, balanced price, sustainable distribution, sustainable promotion, and sustainable people
(employees). The use of sustainable marketing tools in the business provides a new place for marketing
in the modern market. A review of the literature shows that sustainable marketing is increasingly
attracting the interest of theoretical research, but there is still little empirical research on the subject.
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The literature emphasizes the existing research gap in this area [1,35] because the research conducted
is fragmented and covers only selected areas of marketing activities. An analysis of literature in
the field of marketing and management indicates that there is research into the implementation of
sustainable development in individual marketing mix tools, regarding product development [13,36–39],
the price [32,40–42], distribution [14,40,43–45], or promotional activities [46–49]. However, these studies
are often selective, limited to one or few tools that are often studied from a perspective of clients’
attitudes and preferences in the context of sustainable development [49,50]. The reasons for the lack of
comprehensive research on sustainable marketing, including sustainable marketing mix, should be
seen as the relatively new nature of this research area, which requires further supplements and
improvement, both through theoretical and empirical research. The book edited by Rudawska [51] has
a significant impact on this area. The authors of this publication presented the research result on the
development of marketing mix tools from the perspective of enterprises implementing a new business
model considering sustainable development. The book presents an original concept of defining each of
the sustainable marketing mix tools, which was adopted by the author in this study. A company that
implements sustainable marketing is one in which the principles of transparency cover all tools for
influencing the market, including product, price, distribution, and promotion. The article proposes
the research within the extended area of 5P, taking into account the company staff as a tool of a
significant impact on the functioning of the company in the market. In the concept of sustainable
marketing, company managers build long-term relationships not only with the environment but also
with employees, because they are one of the company’s most valuable assets [52].

Activities in the field of sustainable development should not only be included in the strategies
of large companies, but should also be implemented by small and medium-sized enterprises (SMEs).
The literature discusses the implementation of sustainable marketing in large enterprises, however,
a gap is noticed in the research on micro- and SMEs [53,54]. At the same time, the necessity to adopt
different actions than those tailored for large enterprises is emphasized when implementing sustainable
development in the structures of these entities [55]. Several researchers emphasize that ways of
implementing sustainable development for SMEs have not yet been widely explored, which may
have an impact on the slow pace of implementation of the sustainable development strategies [56].
Paying less attention to the implementation of sustainable solutions in smaller enterprises may result
from overlooking the fact that these entities can also be a threat to the natural environment [57].
However, due to the large number of these entities in the market, their influence is significant,
and abandonment of proecological and prosocial activities may have huge negative consequences.
Additionally, the slowness of SMEs in implementing the sustainable development strategy may refer to
the lack of often smaller financial resources that can be invested in the development of new technologies
or activities for the environment or community [56], which exacerbates the uncertain return on
investment, which is delayed in time [48]. The arguments cited show that the factors influencing
the acceptance of sustainable development by entities of various sizes are different, therefore the
actions that should be taken also require appropriate adjustments. This is confirmed by the research
conducted by Wang et al. [58] that shows that different sizes of enterprises need different actions related
to sustainable marketing, including the selection of sustainable marketing mix tools. The identified
gap as the lack of complete activities of SMEs to implement sustainable marketing mix tools seems
important to the author to include in the research area.

The phenomena of overexploitation of natural resources, the production of an increasing quantity
of waste and harmful substances, and the increase in the number of people and the scale of consumerism
observed today on the global market are causing irreversible degradation of the natural environment
and a deterioration in the quality of social life [59]. In particular, it is of great importance to the food
and beverage market, as the production processes of this assortment have a significant impact on
environmental degradation and the resulting social problems. Reisch, Eberle, and Lorek [60] see these
negative effects in the industrialization and globalization of agriculture and food processing; the change
of consumer preferences to more dietary and animal protein; the modern food styles that demand
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heavily processed products; the increasing global gap between the rich and poor; the recurring absence
of food security during the production of big quantities of food. On the other hand, the food and drink
sector has a unique role in expanding economic opportunity as it is universal to human life and health.
The study presented in this article was conducted among SMEs operating in the food and beverage
industry in the region of Pacific Asia (Sri Lanka) and Europe (Poland) to show economically diverse
regions. The legitimacy of narrowing down the research on sustainable marketing to a specific sector
is emphasized in the research by Lee [61]. The choice of this sector results from the fact that it is one of
the largest production sectors of the world economy, which is an integral part of the world’s economic,
social, and cultural mix. The Pacific Asia is the largest region in the global food and beverages market,
accounting for 42% of the market in 2019 [62]. In Europe, the food and beverage industry is the EU’s
biggest manufacturing sector in terms of jobs and added value. It is the largest manufacturing sector
in the EU, representing 15.6% of share turnover, and employing 4.25 million employees. It should be
emphasized that 99% of enterprises operating in the sector belong to SMEs [63]. When considering
sustainable development in the global dimension, one should notice serious problems that may arise,
especially in the application dimension or a different perception of its political, social, and economic
effects in various parts of the globe. In the developed countries, it is seen as a holistic concept of
understanding the relationship between the environment, economy, and society, whilst from the
perspective of the developing countries of Asia, it can be seen as an attempt to impose the dominance
of Western thinking to modernize the region. Many Asian economies are still under more or less strict
state control, the practice of internal reforms often deviates from Western expectations, and the widening
gap between the rich and lower earners can be a serious obstacle to future growth for all of them [64].

Increased consumption contributes to overproduction, and thus significantly exploits the natural
environment. It is clear that more responsible consumption, to an extent necessary to mitigate
anthropogenic climate change, cannot be achieved solely by relying on consumers to change their
purchasing preferences and behavior [65] or on rules imposed by public authorities. To deal with
these existing problems, special attention should be paid to the concept of sustainable development,
which influences the philosophy of business behavior, shaping their activities in the area of management
and marketing. Responsible marketing activities play a significant role both in reducing negative effects
and promoting proecological and prosocial consumer behavior. The growing awareness and educating
customers in the field of sustainable development make it necessary to incorporate sustainability into
the marketing strategies of companies operating in the food and drink industry to remain competitive
on the market. The purpose of implementing a sustainable marketing mix is to introduce food products
to the market that will meet the needs and desires of buyers with a minimal impact on the natural
environment. The research conducted so far in the field of sustainable development in the food market
focuses mainly on the sources of inequality in food and beverage production [62], the creation of
a sustainable supply chain in the food and beverage industry [66], the willingness of customers to
pay higher prices for sustainable offers [67,68], or sustainability in terms of the product innovation
strategy [69]. However, there is a lack of research on the implemented marketing mix tools in this
sector, hence the decision to fill this gap.

The economic development of the country and its culture have a significant impact on the
decisions made by consumers, and thus on the functioning of enterprises. Researchers emphasize
that the low level of income influences the choices of less healthy and more processed foods [70].
The development and the policy of the country determine its environmental awareness, including the
tax requirements and restrictions imposed on enterprises, including those resulting from the necessity
of certain behaviors influencing care for the environment and society. Yet another factor determining
activities in the food market is culture. The influence of culture on operations in international markets
is the contextual model proposed by Hall in 1960 [71], concerning the division into communication:

• with a low role of context in the reception of the message—in which the society is characterized
by individualism; “I” dominates over “we”. These cultures are based on spoken and written
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language and emphasize the exchange of facts and information. Countries belonging to this group
are Sweden, countries of Western and Central Europe, countries of North America;

• with the high role of context in the reception of the message, characterized by collectivism—“we”
dominates over “I”. These cultures are based on body language, social position, knowledge of a
person, and mutual relations. Countries belonging to this group are Arab states, Latin American
states, and most Asian states.

The analysis of the literature shows a low research output identifying the impact of the
socioeconomic development of the country on implementing the concept of sustainable marketing.

The above considerations indicate that the topic discussed in the article is current, interesting
and has yet to be insufficiently researched. This article provides an opportunity to expand knowledge
in the field of research and responds to the identified research gap. Firstly, it broadens theoretical
knowledge on the implementation of sustainable marketing tools that are adapted to the realities of
SMEs operating in the food and beverage industry. Secondly, it broadens knowledge on how the
tools are used in practice by small and medium-sized enterprises in the liquor and drinking industry.
Thirdly, it is the first article that compares the implementation of sustainable marketing tools in a
diverse socioeconomic environment, thus showing the differences and similarities in the activities of
companies in the field of implementing sustainable marketing in various markets. Lastly, it enables the
identification of activities that are insufficiently implemented in enterprises, which may be a good
indication for improvement for the future. Considering the above, the main goal of the article is to
evaluate the marketing mix tools (5P) used by SMEs based on the concept of sustainable development
and to identify the differences in their use by SMEs operating in socioeconomically diverse markets of
Poland (as an example of a developed country) and Sri Lanka (as an example of a developing country).

2. Materials and Methods

2.1. Research Context

The article mainly aims to assess the differences in the use of marketing mix tools (5P), taking into
account the concept of sustainable development, by enterprises operating in diverse socioeconomic
countries. To achieve the goal, the study focuses on a country with a developed economy in Europe
and a developing country in Asia. The countries included in the study were selected based on the
analysis of data from the International Monetary Fund [72]. Two countries were included in the study:
Poland (as an example of a highly developed country in Europe) and Sri Lanka (as an example of
a developing country in Asia). The diversity of the location of countries on different continents is
dictated by a different culture present in the identified countries. Poland and Sri Lanka differ from
each other as indicated by the analysis of the country’s culture conducted with the use of variables
proposed in the Hofstede model [73].

The Polish culture houses a “contradiction”; although it is highly individualist, the Polish need a
hierarchy, in which everybody has their place. This combination of a high score on the Power Distance
Index (68) and a high score on the Individualism Index (60) creates a specific “tension” in this culture.
Poland scores 64 on the Masculinity dimension, and according to Hofstede, it may be regarded as a
Masculine society. In such countries people “live to work”, and the emphasis is on equity, competition,
and performance. Poland has a high Uncertainty Avoidance Index (93), which means that this country
maintains rigid codes of beliefs and behaviors and is intolerant of unorthodox behaviors and ideas.
Poland’s low Long-Term Orientation score of 38 means that Polish society is more normative than
pragmatic. People show respect for traditions, and simultaneously a relatively small propensity to save
for the future as well as a focus on achieving quick results. In the context of sustainable development,
this may indicate a lack of respect for long-term environmental goals. Polish societies tend towards
cynicism and pessimism, as indicated by the low score of 29 on the Indulgence Index.

Considering the first cultural dimension, the Power Distance Index, one can conclude that Sri
Lanka (80) is a more hierarchical society than Poland (68). This means that people accept a hierarchy
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both in society and at work. A low score of 35 on the Individualism Index means that Sri Lanka
is considered a collectivistic society. This can be seen in the close, long-term commitment to the
member ‘group’. In this approach, the concern for the environment and natural resources for the next
generations may also be demonstrated at a higher level. Sri Lanka has a very low score (10) on the
Masculine dimension and thus it is considered a Feminine society. In this type of culture, the focus
is on “working to live”, people value equality, solidarity, and quality in their working lives. Hence,
the concern for the environment as a human-friendly place is also of great importance, which should
be respected for long-term benefits. Focus is on well-being and status is not shown or emphasized.
Sri Lanka is a culture with a moderately low Uncertainty Avoidance Index (45), low-stress levels,
and low nervousness because Sri Lankans are more tolerant of uncertainty and ambiguity.

The study assumes that enterprises operating in the developed countries have greater experience
in and awareness of the sustainable development strategy in their business activities. In this approach,
companies operating on this market more often implement the concepts of sustainable marketing based
on newly defined marketing mix tools based on the environmental and social aspects. In contrast,
enterprises operating in the developing markets, characterized by a lower level of socioeconomic
development, having less experience, and thus lower awareness of the need to implement the concept
of sustainable marketing, undertake activities that use the sustainable marketing mix to a lesser extent.
The analysis of the literature shows that there is a research gap regarding the use of sustainable
marketing mix (5P), taking into account the socioeconomic development of the country. To fill this gap,
the authors of the study asked the following research questions:

RQ 1. To what extent do companies implement marketing tools in consideration of sustainable development?

RQ 2. What are the differences in the use of sustainable marketing mix tools by companies in the developed
countries of Europe and the developing countries of Asia?

Literature analysis leads to the conclusion that the majority of research is carried out on large
enterprises, with little research conducted on SMEs. Wang et al. [58] emphasizes that entrepreneurial
size determines other sustainable marketing activities. Given that SMEs are one of the most important
drivers of economic development in countries with a market economy—they are responsible for
stimulating development, innovation, and entrepreneurship, and are more flexible than large companies
in accepting changes [74]—the conducted study focuses on this market segment. In response to the
identified research gap, the article aims to provide information to SMEs on implementing the concept
of sustainable marketing.

The study proposed in this article was conducted among SMEs operating in the food and beverage
industry. This sector was chosen since it is one of the world’s leading manufacturing sectors, and the
analysis of the results obtained from managers of enterprises operating in a given sector will provide
the basis for a more detailed insight.

2.2. Sample and Data Collection

The research results presented in this article are part of a wider project on the implementation
of sustainable marketing in enterprises in Poland and Sri Lanka [75]. The respondents were
presidents/directors of companies or heads of marketing departments; if such departments were
part of the company structure. The study was quantitative and was based on a questionnaire survey
conducted between 2016 and 2017.

Each country surveyed was stratified according to the size of companies, measured by the number
of employees. Thus, the following strata were included in the sampling process:

• micro-enterprises, employing up to 10 people;
• small enterprises, employing between 11 and 50 people;
• medium-sized enterprises, employing between 51 and 250 people.
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The sizing of the strata was adjusted in proportion to the value-added created by the SEMs sector.
The research was based on 150 interviews conducted in each country. Typical samples in international
marketing research oscillate between 200 and 500 organizations, with the sample size from one country
being between 50 and 150 [76]. Therefore, a sample of 150 organizations from each surveyed country
ensures that the survey is representative. Taking into account the indicated criteria, the structure of
entities was established as:

• 55 micro-enterprises,
• 47 small enterprises,
• 48 medium-sized enterprises.

As a result, after the elimination of defective forms, 262 enterprises were considered in the
statistical analysis. The sample included 150 Polish respondents (57% of the sample size) and 112 Sri
Lankan respondents (43% of the sample size). Some questionnaires were rejected due to their incorrect
completion. The respondents to the study were selected based on the lists of companies published
by the Chambers of Commerce in each country and a database of companies was purchased for the
purposes of field research. When selecting respondents from the lists, random stratified sampling was
used, taking into account the criterion of the company’s size. The computer-assisted Web interviewing
method was used to obtain the data, as well as computer-assisted telephone interviewing to reach
respondents. The average interview time was 33 min.

2.3. Research Methodology

It was possible to find answers to the above research questions by analyzing five fundamental
elements of the marketing mix, i.e., product, price, place (distribution), promotion (communication),
and people (employees) mix from the perspective of their performance concerning sustainable
development in each from the countries surveyed. The measurement scale of the marketing mix
constructs was based on the research conducted under the supervision of Rudawska within the research
project grant financed by the National Science Center in Cracow titled ‘Sustainable Marketing Concept
and Its Implementation in Selected European Markets: Identification of International Differences’,
registration no. 2014/14/M/HS4/00891 [51]. This scale included 39 actions that companies could
undertake by implementing sustainable marketing tools (Table 1). The number of measuring scales
used to assess the individual marketing tools was as follows: sustainable product—12; sustainable
price—6; sustainable distribution—7; sustainable promotion—7; sustainable people (employees)—7.

Table 1. Measurement of variables.

Sustainable Product—PRO

PRO-1 We focus on products and services, which are of high quality and have a low impact on the environment.

PRO-2 We focus on environmentally friendly packaging.

PRO-3 We reduce the amount of packaging used; i.e., we do not use additional boxes, bags, foil.

PRO-4 We design/choose the packaging with a focus on minimizing transportation costs.

PRO-5 We focus on clear marketing and advertising communication—we never use incomprehensible, incomplete,
or misleading descriptions suggesting being “eco”.

PRO-6 We provide full information on the origin of the product’s components on the packaging.

PRO-7 We provide full information on the environmental impact of our products on the packaging.

PRO-8 We eliminate pesticides, inorganic fertilizers, chemical additives, etc. in our products.

PRO-9 We minimize the negative impact of our business on the environment, e.g., by saving energy,
raw materials, etc.

PRO-10 We create a brand image that focuses on social and/or environmental prosperity.

PRO-11 We demonstrate our commitment through social and environmental certifications, e.g., Fair Trade, not tested
on animals, Eco-mark, etc.

PRO-12 We use environmental management standards (e.g., ISO 14001, Clean Production program, etc.).
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Table 1. Cont.

Sustainable Price—(PRI)

PRI-1 We focus on good value for money.

PRI-2 We do not lower our prices below the recommended retail price to increase sales.

PRI-3 Our products/services are more expensive than our competitors because they are sustainable.

PRI-4 All activities relating to price differentiation are carried out ethically and honestly; e.g., discounts,
geographic diversity, promotional prices.

PRI-5 We include the costs of prosocial and proecological actions in the price of our products/services.

PRI-6 We lower the price of our offer through investments in environmentally friendly equipment.

Sustainable Distribution—(DIS)

DIS-1 Our cooperation with suppliers is based on ethical and fair trade principles

DIS-2 In choosing suppliers of raw materials/services/half-products we pay special attention to their prosocial
and/or environmental involvement in their daily activities.

DIS-3 Our company has a written code of cooperation with business partners (suppliers, intermediaries).

DIS-4 We prioritize the sourcing of raw material from local suppliers.

DIS-5 We pay special attention to the environmental impact of our logistic processes (e.g., carbon footprint).

DIS-6 In choosing suppliers/contractors we always make sure that they are aligned with our principles.

DIS-7 In selecting suppliers/contractors we primarily consider price when agreeing on terms of cooperation.

Sustainable Promotion (Communication)—(COM)

COM-1 In our company, we engage in charitable and/or sponsorship activities.

COM-2 In the process of communication with customers, we try to promote sustainable consumption.

COM-3 We make sure that our communication with customers is honest and transparent.

COM-4 We have two-way communication with our customers, asking questions about our products/services,
and guaranteeing our assistance.

COM-5 We regularly inform all stakeholders of our commitment to socioecological activities to build their trust in the
company and our credibility.

COM-6 We regularly train our employees in the social and environmental activities that we undertake so they can
communicate the benefits of sustainable products to customers.

COM-7 We try to replace traditional forms of communication, e.g., leaflets, brochures, and other printed promotional
materials with email, telephone, and social networking.

Sustainable People (Employees)—(EMP)

EMP-1 In our company, we strive to provide employees with a healthy and safe working environment.

EMP-2 In our company we care about cooperative transparency and openness, implementing codes of ethics as an
expression of concern for respecting employee values and norms.

EMP-3 We try to strengthen the attitudes of our staff towards environmental responsibility.

EMP-4 We encourage employees to participate in company developed volunteer programs.

EMP-5 In the first instance, we offer jobs to people from the region when we need to recruit new employees.

EMP-6 We consult with and involve our employees in our strategic planning process.

EMP-7 We have created a work-life balance program.

A five-point Likert measurement scale (1 = total disagreement; 5 = total agreement) was used
to analyze the degree of acceptance of individual activities constituting the construct measurement
scales. The study verified the reliability of the measuring scale, which was estimated using Cronbach’s
alpha (α). The research showed that for each of the five sustainable marketing mix tools, measurement
scales were adopted, which can be considered reliable, as the obtained Cronbach’s Alpha index was
higher than 0.6 (Table 2). It is widely recognized that the critical value of the indicator, above which
the measurement scale can be considered reliable and internally coherent, is α ≤ 0.6 [77].
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Table 2. Reliability coefficients for the analyzed constructs.

Construct Reliability Coefficient—Cronbach’s α

Sustainable Product—PRO 0.89
Sustainable Price—PRI 0.64

Sustainable Distribution—DIS 0.77
Sustainable Promotion (Communication—COM) 0.82

Sustainable People (Employees)—EMP 0.78

In the process of statistical analysis, basic statistical measures characterizing individual data sets
were used, such as measures of central tendency: median (M) and arithmetic mean (X and X (SL +

PL)—both countries) and measures of dispersion: standard deviation (S) and coefficient of variation
(VS). To examine the differences and similarities between the two groups (countries) of the analyzed
enterprises, the nonparametric Mann-Whitney U-test (Z) was used. When making a comparison
between two countries, first the calculations were made using the Mann-Whitney U test, then the
associated ranks were corrected, hence the formula used for the Mann-Whitney U test, using the Z test
was calculated from the Formula:

Z =
U −

n1n2

2√
n1n2(n1 + n2 + 1)

12
−

n1n2
∑

i=1

(
t3
i − ti

)
12(n1 + n2)(n1 + n2 − 1)

(1)

Z—Z-test result (for the Mann-Whitney U test); U—U Mann-Whitney test result; n1—the size of the
first group; n2—the size of the second group; t—the number of observations with the same rank.

The use of the Mann-Whitney U-test in the study was dictated by the fact that its use is justified
when two independent groups are compared, and all observations for both groups are statistically
independent. Such conditions are met by the conducted study. Moreover, the Mann-Whitney U-test
is not a para-continuous test. This means that the test takes no properties on the distribution of the
underlying variables in the analysis. This means that the Mann-Whitney U-test is an analysis used
to test variables with an ordinal scale, hence for any pair of variables one can determine their order,
confirm their equality, or indicate the greater of them. All these assumptions are in line with the research
being carried out, hence the decision was made to use the Mann-Whitney U-test for a comparative
analysis of activities related to the implementation of the sustainable marketing mix tools in the two
markets: Poland and Sri Lankan. A great diversity of the selected countries in terms of economic
development and cultural conditions determines the rationality of carrying out comparative analysis.

Tables 3–7 present final results obtained from the Z test (U Mann-Whitney) together with the
significance factor (p), which is necessary to determine the existence or not of statistical differentiation
of the examined items. The significance level for the study was p < 0.05. The data collected was
processed using Statistica software.
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Table 3. The assessment and differences in the use of product-related sustainability marketing for Sri Lanka (SL) and Poland (PL).

No. Country
Strongly

Agree Agree No
Opinion Disagree Strongly

Disagree M S Vs X X (SL + PL) Z (U Mann-Whitney
Test)

Significance—p

Percentage (%)

PRO-1
SL 57.9 23.0 12.7 3.2 3.2 5 1.53 35.54 4.3

4.0 5.3509 0.00PL 19.3 50.7 24.0 0.7 5.3 4 0.95 25.06 3.8

PRO-2
SL 49.2 32.8 10.2 3.1 4.7 4 1.46 34.81 4.2

4.0 3.8630 0.00PL 25.3 44.0 21.3 3.3 6.0 4 1.05 27.71 3.8

PRO-3
SL 34.4 28.1 23.4 6.3 7.8 4 1.50 40.02 3.8

3.7 1.5445 0.12PL 22.0 37.3 23.3 9.3 8.0 4 1.17 32.78 3.6

PRO-4
SL 39.1 40.6 13.3 4.7 2.3 4 1.38 33.63 4.1

3.9 3.0955 0.00PL 22.7 46.0 20.0 2.0 9.3 4 1.13 30.39 3.7

PRO-5
SL 36.2 37.0 17.3 6.3 3.1 4 1.44 36.28 4.0

3.9 1.2989 0.19PL 28.0 41.3 20.7 3.3 6.7 4 1.09 28.66 3.8

PRO-6
SL 39.4 37.8 14.2 6.3 2.4 4 1.43 35.32 4.1

3.9 2.4798 0.01PL 26.0 42.0 19.3 4.7 8.0 4 1.14 30.51 3.7

PRO-7
SL 34.4 37.5 17.2 4.7 6.3 4 1.45 37.39 3.9

3.7 3.1794 0.00PL 18.0 39.3 26.7 6.7 9.3 4 1.15 32.73 3.5

PRO-8
SL 38.6 35.4 14.2 5.5 6.3 4 1.51 38.33 3.9

3.8 2.7827 0.01PL 24.0 37.3 20.7 9.3 8.7 4 1.20 33.44 3.6

PRO-9
SL 52.8 27.6 13.4 3.9 2.4 4 1.46 34.43 4.2

4.1 3.7180 0.00PL 25.3 50.7 15.3 4.7 4.0 4 0.97 25.04 3.9

PRO-10
SL 34.6 40.9 16.5 4.7 3.1 4 1.42 35.47 4.0

3.8 3.4394 0.00PL 17.3 44.0 25.3 6.7 6.7 4 1.06 29.64 3.6

PRO-11
SL 45.7 35.4 11.8 4.7 2.4 4 1.44 34.48 4.2

3.7 6.0502 0.00PL 16.0 38.0 22.7 8.7 14.7 4 1.27 38.12 3.3

PRO-12
SL 60.9 25.0 11.7 1.6 0.8 5 1.36 30.62 4.4

3.8 8.5870 0.00PL 14.0 35.3 24.0 13.3 13.3 3 1.24 38.33 3.2

Source: Own research; (p < 0.05).
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Table 4. The assessment and differences in the use of price-related sustainability marketing for Sri Lanka (SL) and Poland (PL).

No. Country
Strongly

Agree Agree No
Opinion Disagree Strongly

Disagree M S Vs X X (SL + PL) Z (U Mann-Whitney
Test)

Significance—p

Percentage (%)

PRI-1
SL 53.5 26.8 15.0 3.9 0.8 4 1.42 33.25 4.3

4.1 3.0392 0.00PL 32.2 43.6 15.4 5.4 3.4 4 1.00 25.23 4.0

PRI-2
SL 29.4 31.7 27.0 7.9 4.0 4 1.46 38.97 3.7

3.8 −1.0979 0.27PL 27.3 46.7 16.7 6.0 3.3 4 0.99 25.39 3.9

PRI-3
SL 25.2 46.5 21.3 3.1 3.9 4 1.37 35.52 3.9

3.6 3.7092 0.00PL 14.9 37.2 25.0 16.9 6.1 4 1.12 33.01 3.4

PRI-4
SL 41.4 35.2 14.1 5.5 3.1 4 1.44 35.55 4.0

4.0 1.1677 0.24PL 32.2 43.0 16.1 4.0 4.7 4 1.03 26.26 3.9

PRI-5
SL 32.8 45.3 13.3 5.5 3.1 4 1.37 34.43 4.0

3.7 4.1759 0.00PL 14.7 46.0 18.0 11.3 10.0 4 1.17 34.09 3.4

PRI-6
SL 45.2 23.0 19.8 5.6 6.3 4 1.58 39.99 4.0

3.7 3.8782 0.00PL 16.1 40.9 25.5 10.7 6.7 4 1.09 31.26 3.5

Source: Own research; (p < 0.05).
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Table 5. The assessment and differences in the use of distribution-related sustainability marketing for Sri Lanka (SL) and Poland (PL).

No. Country
Strongly

Agree Agree No
Opinion Disagree Strongly

Disagree M S Vs X X (SL + PL) Z (U Mann-Whitney
Test)

Significance—p

Percentage (%)

DIS-1
SL 37.3 35.7 18.3 4.8 4.0 4 1.48 37.28 4.0

4.0 −0.4968 0.62PL 35.3 44.7 15.3 0.7 4.0 4 0.95 23.26 4.1

DIS-2
SL 36.8 32.8 19.2 7.2 4.0 4 1.53 39.06 3.9

3.7 3.0221 0.00PL 14.7 48.0 22.7 8.7 6.0 4 1.04 29.13 3.6

DIS-3
SL 32.5 43.7 15.9 3.2 4.8 4 1.46 36.84 4.0

3.9 1.2644 0.21PL 24.7 48.7 16.0 5.3 5.3 4 1.04 27.14 3.8

DIS-4
SL 42.9 30.2 17.5 4.8 4.8 4 1.53 38.02 4.0

3.9 1.7910 0.07PL 26.0 48.7 16.0 5.3 5.3 4 1.04 27.06 3.8

DIS-5
SL 47.6 34.9 11.1 4.8 1.6 4 1.46 34.59 4.2

4.1 3.2024 0.00PL 26.7 48.7 17.3 3.3 4.0 4 0.96 24.70 3.9

DIS-6
SL 37.5 36.7 20.3 3.9 1.6 4 1.35 33.46 4.0

3.9 2.3526 0.02PL 21.3 48.7 21.3 2.7 6.0 4 1.01 26.89 3.8

DIS-7
SL 35.4 40.9 18.9 1.6 3.1 4 1.39 34.50 4.0

3.9 1.6194 0.11PL 22.7 54.0 14.7 3.3 5.3 4 0.99 25.58 3.9

Source: Own research; (p < 0.05).
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Table 6. The assessment and differences in the use of communication-related sustainability marketing for Sri Lanka (SL) and Poland (PL).

No. Country
Strongly

Agree Agree No
Opinion Disagree Strongly

Disagree M S Vs X X (SL + PL) Z (U Mann-Whitney
Test)

Significance—p

Percentage (%)

COM-1
SL 32.0 45.3 16.4 3.9 2.3 4 1.34 33.42 4.0

3.8 3.7756 0.00PL 18.0 41.3 21.3 12.7 6.7 4 1.13 32.10 3.5

COM-2
SL 33.3 46.0 15.9 2.4 2.4 4 1.40 34.55 4.1

3.9 3.6581 0.00PL 15.3 50.7 23.3 5.3 5.3 4 0.98 26.91 3.7

COM-3
SL 40.9 40.9 11.0 4.7 2.4 4 1.42 34.28 4.1

4.1 1.0795 0.28PL 34.0 45.3 14.7 1.3 4.7 4 0.98 24.41 4.0

COM-4
SL 43.8 37.5 12.5 3.9 2.3 4 1.39 33.29 4.2

4.0 2.6550 0.01PL 26.7 48.7 16.7 3.3 4.7 4 0.99 25.45 3.9

COM-5
SL 35.2 39.1 20.3 3.9 1.6 4 1.34 33.36 4.0

3.8 4.0750 0.00PL 14.7 46.0 20.0 12.7 6.7 4 1.10 31.42 3.5

COM-6
SL 33.6 42.2 14.8 7.0 2.3 4 1.38 34.63 4.0

3.7 3.8534 0.00PL 16.0 42.7 22.7 12.7 6.0 4 1.09 31.18 3.5

COM-7
SL 33.9 37.8 18.9 3.1 6.3 4 1.47 37.75 3.9

3.8 1.6628 0.10PL 23.3 44.7 16.7 8.0 7.3 4 1.14 30.81 3.7

Source: Own research; (p < 0.05).
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Table 7. The assessment and differences in the use of employees-related sustainability marketing for Sri Lanka (SL) and Poland (PL).

No. Country
Strongly

Agree Agree No
Opinion Disagree Strongly

Disagree M S Vs X X (SL + PL) Z (U Mann-Whitney
Test)

Significance—p

Percentage (%)

EMP-1
SL 57.0 25.8 14.1 0.8 2.3 5 1.40 32.17 4.3

4.2 2.6227 0.01PL 35.3 51.3 8.0 2.7 2.7 4 0.87 21.13 4.1

EMP-2
SL 46.1 32.8 15.6 4.7 0.8 4 1.37 32.70 4.2

4.0 3.6986 0.00PL 18.0 58.0 17.3 3.3 3.3 4 0.88 22.79 3.8

EMP-3
SL 33.1 44.9 13.4 4.7 3.9 4 1.42 35.70 4.0

3.9 1.5264 0.13PL 23.3 50.7 17.3 4.7 4.0 4 0.97 25.15 3.8

EMP-4
SL 33.6 39.8 15.6 8.6 2.3 4 1.39 35.38 3.9

3.6 4.4322 0.00PL 14.3 38.8 22.4 13.6 10.9 4 1.20 36.12 3.3

EMP-5
SL 36.7 32.8 24.2 4.7 1.6 4 1.37 34.26 4.0

4.0 0.2612 0.79PL 26.2 55.0 10.1 2.0 6.7 4 1.02 26.11 3.9

EMP-6
SL 44.9 35.4 13.4 5.5 0.8 4 1.41 33.63 4.2

3.9 4.1422 0.00PL 21.5 45.0 18.8 10.7 4.0 4 1.05 28.50 3.7

EMP-7
SL 48.4 35.9 6.3 7.0 2.3 4 1.43 33.86 4.2

3.8 6.6734 0.00PL 14.1 40.3 20.1 16.1 9.4 4 1.18 35.47 3.3

Source: Own research; (p < 0.05).
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3. Results

The conducted study made it possible to verify the implementation of sustainable marketing
activities at the operational level, which is closely related to the use of the marketing mix (5P) tools.
The research on the implementation of the first tool, which is a sustainable product, indicates that
the most popular activity among the interviewed SMEs is minimizing the negative impact of their
business on the environment; e.g., by saving energy, water, raw materials, etc. (x = 4.1, Table 2, PRO-9).
The analysis of the results obtained in both countries shows that such an activity is more important
in the developing countries, represented by Sri Lanka (x = 4.2), than in the developed countries of
Europe, in this study represented by Poland (x = 3.9). The next two activities in terms of the popularity
of sustainable product use that receive a rating of x = 4.0 are also significant. The first focuses on
products and services, which are of high quality and have a low impact on the environment (Table 2,
PRO-1). The next activity concerns focusing on environmentally friendly packaging (Table 2, PRO-2).
The results from each country show that both activities are more significant in Sri Lanka (x = 4.3,
x = 4.2, respectively) than in Poland (x = 3.8 for both items).

Despite the concern for the environmental friendliness of packaging, the surveyed companies
pay little attention to limiting the amount of packaging and minimizing additional boxes, bags, foil,
etc., and placing the necessary information on the packaging of the product’s environmental impact
(for each x = 3.7, Table 3, PRO-3, and PRO-7). It is worth noting that there is a large variation between
the surveyed countries as for the importance of activities related to the possession and acquisition
of service certificates (Table 2, no. PRO-11) and the implementation of environmental management
standards (Table 3, PRO-12). Data analysis shows that for Sri Lankan enterprises these are one of
the most important activities (x = 4.2, x = 4.4, respectively), and for Polish SMEs the elements were
considered the least important (x = 3.3, x = 3.2, respectively).

The analysis of statistically significant differences between the analyzed countries shows that
they occur in 10 out of 12 sustainability marketing activities related to the product. No statistically
significant difference was noted in the activities related to the reduction of packaging (PRO-3) and
those related to the use of incomprehensible or incomplete descriptions suggesting that the product is
“eco” that may mislead consumers (PRO-5). The findings show that in all 10 activities, SMEs from Sri
Lanka are more active than those from Poland.

The next tool analyzed in terms of implementing sustainable marketing by enterprises was
the price. Sustainable price applies to many activities, related not only to economic activities and
profit-making, but also the costs of prosocial and proecological activities. The price is a tool that
may cause lower interest in purchasing sustainable products among some market segments, as it is
often higher than nonecological products. Therefore, pricing strategies should be transparent, fair,
and understandable to present customers with the value that has been included in a sustainable price.
The analysis shows that the surveyed companies focus their activities on providing good price to the
offered value (x = 4.1, Table 4, PRI-1). This measure is used by over 80% of enterprises in Sri Lanka and
over 75% in Poland. A comparison of the results for each country indicates that it is more important
for companies in Sri Lanka (x = 4.3, Table 3, PRI-4) than in Poland (x = 4.0). The concern to maintain
the highest standards of honesty in the applied price differentiation strategies (x = 4.0) is also of great
importance for the examined SMEs. In individual terms, the results show that this action is slightly
more important for companies in Sri Lanka (x = 4.0) than for those operating in Poland (x = 3.9).

The least important place-related sustainability marketing activities for Polish SMEs include those
related to setting prices at a higher level than the competition in return for being environmentally
friendly (x = 3.4, Table 3, PRI-3) and taking into account the costs of prosocial and proecological
activities in the price of products (x = 3.4, Table 3, PRI-5). The low popularity of these activities may
result from the high sensitivity of Polish consumers to the price of products and the lack of willingness
to incur higher costs for sustainable products. Among companies in Sri Lanka, these activities are more
popular (x = 3.9; x = 4.0, respectively). However, among the managers of these companies, a lower
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commitment was identified in not lowering prices to excessively increase the sales of products (x = 3.7,
for Poland x = 3.9).

Four of the six factors analyzed were found to have statistically significant differences between
the responses of managers from Sri Lanka and Poland (Table 4) related to PRI-1, PRI-3, PRI-5, PRI-6.
The results of the study show that in all four activities, enterprises in Sri Lanka are more active than
those in Poland.

When considering another sustainable marketing tool called distribution (place), the activities
related to the selection of suppliers, means of transport, terms of cooperation with contractors, and their
prosocial and proecological activities were taken into account. The analysis of the results of the use of
distribution-related sustainability marketing shows that the most popular activity among the surveyed
SMEs is the optimization of logistics processes that are related to the selection of transport routes,
the use of relatively new and economical means of transport, and their optimal loading (x = 4.1,
Table 5, DIS-5). This measure is more popular among SMEs in Sri Lanka, where almost 83% of the
surveyed managers supported this measure, giving it a minimum rating of 4, while in Poland it is 75%.
The second most frequently supported activity of sustainable distribution is establishing cooperation
with suppliers, which is fair and based on ethical principles (x = 4.0, Table 4, DIS-1). This activity is of
slightly higher importance among Polish enterprises (x = 4.1) than those in Sri Lanka (x = 4.0). It can be
noticed that for the two measures discussed, the differentiation of responses among Polish managers
was lower (respectively Vs = 24.70, Vs = 23.26), while the opinions of respondents in Sri Lanka were
more varied (respectively Vs = 34.28, Vs = 37.28).

Among the analyzed factors, the least important in the implementation of sustainable distribution
is the selection of suppliers, taking into account their prosocial and/or proecological involvement in
everyday activities. In both analyzed countries, it was the least important, i.e., x = 3.9 for Sri Lanka,
x = 3.6 for Poland.

Statistically significant differences were observed in three of the seven variables (Table 5): DIS-2,
DIS-5, DIS-6. As for all the three indicated activities, the research shows that SMEs from Sri Lanka
show greater involvement than those from Poland.

As already indicated, the study also considers activities related to the implementation of sustainable
communication. Promotional strategies in sustainable marketing are aimed at familiarizing stakeholders
with the proecological and prosocial activities of the company. Such communication is based mainly
on honest dialogue, while companies in their activities both support charity and strive to conduct
promotional activities with care for the environment. The results of the research indicate that for the
surveyed managers, the most important thing is to ensure that the communication with clients is
honest, reliable, and transparent (x = 4.1, Table 6, COM-3). The analysis of the countries separately
shows that this measure is significant for each country (x = 4.1 for Sri Lanka, x = 4.0 for Poland).
Among the respondents in Sri Lanka, activities that facilitate two-way communication with clients,
giving them the opportunity of asking questions to which they can get answers, were considered even
more important. In this country, over 81% gave a positive answer, while in Poland this figure fluctuated
around 75% of enterprises. In both discussed activities, the coefficient of variation indicates a stronger
discrepancy in the responses of Sri Lankan managers (respectively, Vs = 34.28, Vs = 33.29) than the
responses obtained from respondents in Poland, whose results were not significantly differentiated
(respectively Vs = 24.41, Vs = 25.45).

Statistically large differentiation of activities between countries with different socioeconomic
development was noted in five out of the seven measures. They were COM-1, COM-2, COM-4, COM-5,
COM-6 (Table 6). It is worth noting that there is a large disproportion of the responses of the results
obtained between the countries for the actions COM-1, COM-5, COM-6. It shows that companies
in Sri Lanka engage in charity and/or sponsorship activities (x = 4.0), attach greater importance to
building trust among stakeholders by communicating their prosocial and proeconomic commitment
(x = 4.0), and it is also important for them to regularly train their employees to familiarize them with
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the sustainable features of the products sold (x = 4.0). While the indicated actions obtained a high
score in Sri Lanka, in Poland each of these elements were rated the lowest (each at x = 3.5).

The final sustainability marketing tool kit that was included in the study was people.
Activities aimed at the company’s employees are an important factor in the sustainable development
of the company. In this area, the key companies surveyed considered providing their employees
with healthy and safe working conditions (x = 4.2, Table 7, EMP-1). In Sri Lanka, 83% and in Poland,
87% of the managers indicated this as significant. Another element that SMEs prioritize in their
employee-focused activities is a concern for transparency, and openness to cooperation by creating
ethical codes that are followed with care (x = 4.0). The analysis of each country individually indicates
that a higher weighting is assigned to this measure in the Asian country (x = 4.2), however, the coefficient
of variation indicates a higher differentiation of the responses (Vs = 32.70). In the analyzed European
country, managers were more unanimous (Vs = 22.79), but the obtained responses indicate that less
importance is assigned to the organization’s culture and ethical codes (x = 3.8). Another activity
considered significant in both analyzed countries is giving priority to the inhabitants of the region
during the recruitment process (x = 4.0 in Sri Lanka, x = 3.9 in Poland).

The analysis of the results shows the existence of statistical differences between the countries in
five out of the seven items. They concern the activities EMP-1, EMP-2, EMP-4, EMP-6, EMP-7. It is
noteworthy that there is a large disproportion in the importance of activities related to EMP-4 and
EMP-7. They show that while Sri Lankan managers consider it important to encourage employees to
participate in the company’s volunteering programs (x = 3.9) and to create Work-Life Balance programs
for employees to maintain harmony between private and professional life (x = 4.2), for Polish SMEs,
these items are assessed as one of the least important of all sustainable marketing activities (for each
x = 3.3).

4. Discussion

Marketing in modern companies plays a much more central role [33]. As emphasized by
Rudawska [1], the situation when environmental and social aspects are gaining more and more
importance, companies face the need to respond to changing customer needs, new regulations,
and new social orders, which is the result of anxiety about the consequences of business in the
social and environmental aspect. The increase in the importance of sustainable development requires
significant changes in the company’s activities in the area of management and marketing. According to
Duić et al. [78], there is an urgent need to develop new concepts, approaches, and methods for
sustainable development, including tools that are applicable in business. Proper use of marketing
tools that take into account sustainability seems to be crucial in the process of transformation of
enterprises. Appropriate management of the redefined marketing mix by company managers aims
to consider values in the three areas and it concerns the building of financial, natural, and social
capital based on the concept of sustainable development [79]. The conducted research shows that the
implementation of sustainable marketing activities requires initiatives in many areas of the company’s
activity. Sustainability in the surveyed countries is not only a well-promoted ecological offer, but also
it is seen in activities that are sometimes not directly visible to customers, e.g., investment in fair
relationships with suppliers, the use of eco-raw materials during production, or the concern for good
and safe working conditions for employees. The research in the food and beverage sector also indicates
that different tools are used with different levels of commitment.

The main tool of a sustainable marketing strategy is the product. According to Fuller [38],
a sustainable product has ecological features that are created based on decisions about the method of
production, the use of materials from which the product was made, the method of operation, duration of
use, distribution, use, and the possibility of recalling the product to the last life cycle. The research
carried out in the article confirms the great importance attached by company managers to activities
related to the product. They attach particular importance to minimizing the negative impact of products
on the environment, including the saving of raw materials such as water, energy. The research shows
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that these activities are much more significant in the Sri Lankan market than in Poland. In addition to
the environmental aspect, the social issues that may be related to production, such as decent working
conditions and the policy of purchasing raw materials, are also significant for buyers. Therefore,
it is important to provide consumers with consistent information, both in the environmental and
social areas. As emphasized in their research by Becot et al. [39], buyers expect ethical behavior from
enterprises, high-quality, healthy, and safe products, ecological packaging, reliable information, and
fair advertising. The research conducted by the author of the article shows that the SME study places
great importance on creating high-quality products with a low negative impact on the environment.
The use of ecological packaging is also an important factor in their strategies.

A significant aspect of the implementation of sustainable marketing by enterprises is the use of
sustainable prices. As Martin and Schouten [32] emphasize, sustainable prices take full account of
production and marketing costs, not only in economic terms but also in environmental and social terms,
while providing consumers with benefits and profits for the producer. On the one hand, higher prices
of sustainable products may limit the implementation of sustainable marketing activities. On the
other hand, however, the growing awareness and heightened expectations of customers and business
partners make the implementation of sustainable development activities almost obligatory for the
competitive functioning of enterprises. Research conducted by Willer and Kilcher [68] indicate that
customers are willing to pay more for products that are produced by a farming method supporting
a healthy agroecosystem and do not use environmentally harmful agrochemicals. The conducted
research shows that the most important factor for the surveyed companies is providing customers with
good value for money. Nevertheless, the results of the study show that the activities related to higher
prices than the competition in return for offering environmentally friendly products are used by Polish
managers quite rarely, which may suggest the reluctance of Polish consumers to incur higher costs.

Distribution is another important tool in sustainable marketing activities. In the food and beverage
industry, it is concerned with the provision of environmental and social aspects of infrastructure,
including transport and storage [45]. Sustainable distribution includes not only the choice of
environmentally friendly means of transport but also thoughtful planning of routes to shorten
the distance necessary to deliver products, by creating local supply chains [80]. The research carried
out by the author shows that among all activities related to sustainable distribution, SME managers
consider paying special attention to the creation of ecological distribution processes as the most
important. Leonidou et al. [44] emphasize that companies implementing marketing should also ensure
that their suppliers and distributors operate ethically and ecologically, that their products are local,
and the prices are fair. This is confirmed by the research conducted by the author, in which one of the
key factors indicated by managers is the cooperation based on honesty and ethical actions, which is
more important for Polish managers than for those of the Sri Lankan market.

Another tool of sustainable marketing is sustainable promotion, the main task of which is
to support the activities carried out by the company. As Peattie [49] emphasizes that sustainable
communication is not only about conveying positive information about the offer, but also about
conducting a dialogue in which the company is involved. The communication activities used in the
food and beverage industry inform of the company’s sustainable activities and create its image, but also
enable entrepreneurs to educate consumers and encourage them to make proecological and prosocial
consumer choices and actions. The analysis of the collected data in the study conducted by the author
shows the actual involvement of companies in communication, for which the most important aspect
was the transparency of messages and honesty of information. Managers in the food and beverage sector
pay special attention to a two-way communication with the customer. There is a much stronger emphasis
on sustainable communication among enterprises on the Sri Lankan market than among the Polish ones.

The last analyzed tool for sustainable marketing is employees. Charter et al. [81] emphasize that
an integral part of business sustainability is the fact that ‘people are the business’ and they have to
implement change. As emphasized by Certo and Creto [52], activities related to the implementation
of sustainable marketing concern creating lasting and long-term communication with employees.
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Activities connected with this tool of sustainability marketing were divided into three principal groups:
compliance with labor rights; ensuring organizational order, manifested through transparency and
openness, ethical behavior towards employees, priority in offering work to residents, etc.; ensuring
proper relations with employees by integrating them around sustainability initiatives, consulting
employees about sustainability marketing strategies [82]. Of great importance in the activities of the
surveyed companies is the focus on employment conditions that are healthy and safe, as well as on
creating conditions conducive to the development of employees. The results of the study show that
managers attach great importance to the transparency and ethicality of cooperation with employees,
which may have an impact on building real and long-term relationships with them.

The conducted research shows that between the two analyzed markets (Polish and Sri Lankan
ones) there are statistically significant differences in the perception of the essence of the implementation
of various marketing activities consistent with the concept of sustainable development. The aim of the
article has been achieved in this area. The analysis of the obtained results shows, however, that the
implementation of activities in the context of sustainable marketing is much more important among
SME managers in Sri Lanka than in Poland. In the light of these results, it has not been confirmed
that in the developed countries—where the concept of sustainable development has been present for
a longer time—sustainable marketing contributes to the intensification of activities in the field of its
implementation to a greater extent than in the developing countries. The obtained results indicate
that in the Sri Lankan market, activities in the field of marketing tools are important elements of the
strategies of the companies. Among 39 sustainable items characteristic for five marketing mix tools
(product—12; price—6; distribution—7; communication—7; employees—7), 27 of them obtained the result
of x = 4.0 and more. For comparison, in the Polish market, such a result was obtained by four actions.

In the Sri Lankan market, two of the four considered the most important activities concerned
a sustainable product (PRO-12, PRO-1). The surveyed managers considered the implementation
of environmental management standards to be the most important. It is worth emphasizing that
among Polish managers, this action obtained the lowest result among 39 analyzed items. The second,
slightly less important activity in the product area in the Sri Lankan market was the concentration of
activities on creating the highest quality products with their minimal negative impact on the natural
environment. The analysis of the hierarchy of importance indicates that an important element in the
SMEs in the Sri Lankan market is sustainable employee-focused activities. Priority is given to activities
that are targeted at employees and aim to provide them with healthy and safe working conditions.
Significant importance is also attached to the price level of the offer, which should take into account its
actual value. The obtained results can be seen in the characteristics of the culture of a given country,
which is oriented towards the example of a collectivist society. Strong social bonds and concerns for
the welfare of the future generations also take into account stronger care for the natural environment.
Actions resulting from this approach have been identified in the activity of SME managers in Sri Lanka.

On the Polish market, there was less acceptance of and involvement in activities related to
the implementation of sustainable marketing. However, the factors that were indicated as the most
important out of all 39 are worth noting. The analysis shows that Polish managers attach great
importance to building relationships with various stakeholders. This can be seen in the case of
employees, as special attention is paid to activities aimed at ensuring good working conditions for
employees. As for building relationships with suppliers, honest cooperation based on ethical principles
is of great importance to the Polish market. The third place in terms of importance was placed on
customer relationships, which according to the respondents, should be based on transparent, honest,
and reliable communication. The importance of honesty towards customers is also reflected in the
price level, which according to the respondents, should take into account the real value of the products.

In conclusion, it should be stated that apart from contributing to the economic development of
the nations, manufacturers have a key strategic role to play in ensuring fair trade between the nations
and the future food security against the combined effects of climate change, higher global demand,
and increasing pressure on finite resources [83].
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5. Conclusions

The results described in this article may have an impact on existing research in the area of marketing
and sustainability research in several ways. Firstly, they provide a new definition of sustainable market
tools that are adapted by SMEs. The research results can have a significant practical application, as it
indicates 39 sustainable marketing activities, which constitute a specific hint of solutions that can
be incorporated into the company’s development strategy. The literature strongly emphasized the
lack of research for entities of this size, as the research conducted so far has focused on research
on large entities [35]. The list of specific measures to implement may be a solution for SMEs, and it
may be an impulse for more active implementation of sustainable marketing in the structures of
enterprises. Secondly, the research conducted in the food and beverage industry shows the specificity
of this industry and the opportunity of adapting the activities important to this sector. Many authors
emphasize the need to research individual sectors, examining sustainable marketing [61]. Thirdly,
the conducted research facilitates the identification of key activities undertaken by SMEs to implement
the concept of sustainable marketing in each of the five marketing mix tools operating on the Polish
and Sri Lankan markets. Finally, the conducted research makes it possible to identify differences in
activities that are significantly and still insufficiently implemented in two socioeconomically diverse
markets. It can be valuable information regarding which of the particular areas should be strengthened
by the SMEs operating in a given area.

The conducted research also has its limitations, which also set the directions for future research.
Firstly, the study was conducted in one economic sector (the food and beverage sector). The delimitation
of the study allowed, however, to indicate the specificity of SMEs operating in a given industry but,
on the other hand, dependencies in other industries may differ from the obtained results of the study.
Hence, in the future, it is worth conducting a similar study on other sectors of the economy. The second
limitation results from the study of one representative of a developed country and one of a developing
country. As a result, the obtained results may be characteristic for these specific countries, not for
all countries with given socioeconomic factors. Therefore, an interesting area for further research
would be the verification of individual activities on a larger number of markets to show the existing
dependencies. Thirdly, these studies were declaratory and therefore carry the risk of human error.
In the future, more in-depth case studies are advised to be carried out. Moreover, the study was
conducted on cross-sectional data, which hinders real observation of the results and changes taking
place in companies, as well as changes in activities in a given market. An interesting direction of
the future research would be to conduct a longitudinal study that would indicate changes in the
implementation of the concept of sustainable marketing among SMEs in particular markets.
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