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Welcome, to the special issue on ‘Contemporary marketing practices for business
sustainability’ in [JEBR. This draws upon papers submitted to the Fscongress 2020
‘Economy, Business, Politics and Society in the Information Age’, held virtually on
August 2020. The scientific committee of FsCongress selected these articles, and the
evaluation process is carried out on the principle of double-blind refereeing.

It is generally accepted that the volatility of the environment affects the way the
companies operate in the market. However, changes outside the company have different
sources, different nature and strength of influence, and thus induce different responses. A
strong trend in recent years is the search for formulas of activity related to sustainable
development, and in this context, business sustainability is getting critical day by day.
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Business sustainability is a marketing strategy that will not harm the environment,
take customers’ demands, and reduce the company’s marketing costs. In the sustainable
marketing process, social and environmental conditions are taken into account, a
relationship is established with consumers in the natural environment.

Businesses plan their activities most effectively with the most affordable costs in the
sustainable marketing process without harming the ecological balance. In addition, it is
aimed to gain some social gains in the marketing process. In sustainable marketing, it
aims to bring the existing resources back to production to decrease the exhaustible
resources. Thus, both nature, consumers, society and natural resources are saved.

In this context, this special issue seeks to identify subjects such as ‘employment,
financial trade, firm’ performance, micro-macro environment, employees’ behaviour in
an organisation, their happiness and job performance, consumer’s green consumption
and, their ecological concern towards sustainable environment, etc.’

The articles in this special issue have addressed these issues from different
perspectives.



