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Abstract: The purpose of this article is to draw attention to the challenges faced by business
organizations implementing sustainable solutions in the United Arab Emirates (UAE) and the wider
Gulf Coast Countries (GCC) region. To this end, our study examines an academic theory supporting
the implementation of responsible solutions to the market. Ultimately, the authors hope to inspire
the reader to consider what he or she can do to ameliorate the existing challenges encountered by
sustainable businesses. The analysis presented in this article implies that in recent markets, the
implementation of the sustainability theory is essential for further development. The research
project contributes to the increase of knowledge about corporate and organizational challenges
related to running a responsible business, as well as challenges related to the application of
environmental, social and economic aspects of sustainable business practices. The research is
currently limited to conceptual analysis, literature review and a survey conducted during the
Sustainability Week 2019 in Abu Dhabi, United Arab Emirates. Nevertheless, this is the first stage
of the research project conducted by the research team in cooperation with enterprises that
implement responsible solutions in many global markets, and in UAE market. The scope of the first
stage of the study was limited to the analysis of data clarifying the concept of the model specified
in the research. To prove the validity of the model it will be implemented and tested in cooperation
with organizations participating in the research.
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1. Introduction

The inhabitants of every continent, region, and country cannot avoid the unpleasant truth: Earth
seems to have become insufficient to meet the standards of living societies expect [1]. Proponents
offer sustainable development - usually defined as delivering a high quality of life for current and
future generations - as the primary solution. The list of governments, international organizations and
NGOs championing sustainable development expands annually. Still, companies striving to offer
sustainable solutions, with a sincere commitment to responsibility towards society, the natural
environment and the economy (people, planet, profit - the Triple Bottom Line of Sustainability) face
numerous challenges.

Scholars and business practitioners seeking to offer solutions to the impediments faced by
sustainable businesses have failed to reach a consensus on both the underlying factors and optimal
solutions. Such a development is not surprising given the complexity of the issues. While the precise
list of factors challenging sustainable business may not be settled, experts categorize the obstacles as
either internal or external to the organization. They also generally categorize the factors as economic,
marketing, socio/psychological, legal, or environmental. In terms of solutions, academics and
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businesspersons advocate three primary strategies: sustainable mindsets, sustainable business
models, and sustainable marketing.

This paper presents a study on the challenges faced by companies offering sustainable solutions
in the United Arab Emirates (UAE). In stark contrast to many jurisdictions, the government of the
UAE strongly advocates sustainable development and incorporates the concept into its strategic
initiatives. Theoretically, the UAE ought to be a fertile territory for sustainable businesses. Even so,
companies offering sustainable solutions in the UAE experience challenges. We postulated on the key
challenges faced by sustainable businesses after informally interviewing managers of over 60
companies in the UAE and tested our hypotheses against survey results.

2. Sustainability in the UAE

From an academic point of view, studying sustainable development in the UAE presents a
unique opportunity. According to the KPMG Lower Gulf Limited [2], “the UAE is focused to establish
its presence as a global sustainability leader”. Despite this aspiration, the UAE has substantial room
for improvement on its sustainability measurements. The country scored a 77 on the 2018
Environmental Performance Index (EPI), which ranks 180 countries on 24 performance indicators
across ten issue categories covering environmental health and ecosystem vitality [3]. Thus, the
business conditions in the UAE include a government actively promoting sustainable development
and significant market opportunities for sustainable solutions.

UAE government policies emphasizes the importance of sustainability in the development of
the country. The "Green Economy for Sustainable Development" initiative has been launched since
2012. Government policies emphasizes that sustainability is the basis for the success of the country's
economy, it also provides the basis for effective competition of the UAE's economy in the
international arena. The assumptions of the Green Economy are built on six pillars: 1) Green energy
- production and use of renewable energy; 2) Government policies that encourage investments in
green economy and to facilitate the production, import, export and re-export of green products and
technologies; 3) Environment preservation in relation to urban planning and efficiency in
environmentally friendly housing and building; 4) Dealing with the effects of climate change by
promotion of organic agriculture, maintain biodiversity and protect the ecological balance; 5)
Rationalization in the use of water resources, electricity and natural resources and recycle waste; and
6) Development and promotion of green technology.

The unique situation in the UAE raised several questions. As researchers, we wondered to what
extent government objectives translated into fostering companies offering sustainable development in
the private sector. Are organizations (operating in the local market and those attempting to enter it)
aware of the directions of UAE sustainable development? Are sustainable companies able to compare
the legal conditions for sustainable development between their home market and the UAE market?
What is the awareness of sustainable development at the operational level, at the level of the market for
small and medium-sized enterprises? Are there any external psychological barriers inhibiting the
implementation of sustainable solutions? Is the traditional marketing approach able to fully support
the implementation of sustainable market solutions? In short, what challenges do sustainable
businesses still face in a business environment purportedly favorable for sustainable development.

3. Literature review

During the first stage of the project - unstructured interviews with business representatives
during the Abu Dhabi Sustainability Week - we learned the most important problems participants
faced were related to the concepts of responsible business, the legal environment, and how to foster
a change of thinking both clients and managers. In addition, the need to introduce a change in
marketing practices was of significant importance in conversations with business. During the
interviews respondents also indicated elements of the business environment that matter when
implementing responsible products and services. They highlighted the importance of the internal
factors related to their businesses and those related to the external environment embedding them in
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the UAE market reality related to sustainable development. In the following literature review we
concentrate on the issues participants highlighted in their interviews.

3.1. Sustainable Business concept

Re-examined business models should address economic, social and environmental elements to
provide an empirically grounded basis for relevant business practice. Hogevold [4], argue that the
existing business practice do not adequately take into account the fact that the Earth is the ultimate
stakeholder and source, where everything begins and ends. This unfortunate business approach leads
to the development of management theory and practice, which may be irrelevant and unimportant in
the near future. To the best of our knowledge, we agree that this assumption is unfortunately
widespread in existing management theory and underpins previous research conducted in the business
context.

As stated by the Network for Business Sustainability, sustainable business is a necessary condition
for further development. Such perspectives provide the company greater innovation and continuous
development, which will bring more benefits to the whole society. [5, 6] highlight the importance for
the company to create value which combines the development of society with the economic
development [7, 8, 9]. To create this value, management should understand and implement new
strategies. [10, 11] They also should articulate values and undertake ethical decisions and responsible
behaviors no matter the outcome.

On the other hand, employees also have a crucial role in the company’s development of sustainable
business. Managers must inform their employees about all the environmental and pro-social activities
conducted by the company, with an aim to ensure the success of these activities. [5] Integrating the
corporate level with the lower level has a significant impact on enforcing appropriate knowledge and
acceptable behaviors. The role of managers is to create an environment for the company’s sustainable
development.

Schneider and Clauss [12] discussed from their view of five characteristics of sustainable business
models: organic development, collective effort, value-based actions, interaction of sustainability
dimensions and distinct group of target customers. The authors emphasized the social, economic and
ecological dimensions to provide one value potential in the sustainability community. Svejvig [13]
mentioned that based on acceleration of time is possible to find serious and important challenge for
today’s organization in order to achieve project values differences. According to the authors, there are
some main reasons for the differences: valuing speed, project ownership, timing of the project
methodology introduction, the nature of the project, and the institutional context and governance
structures.

Continuing thoughts of the quoted scholars, we want to emphasize that sustainability becomes a
strategic management imperative. Economic development that does not take into account the
philosophy of sustainability leads humanity to nowhere. Researchers, businesspeople and
policymakers need to work together to make sustainability a permanent element in the development
of science, social and economic life.

3.2. Sustainable mindset

The implementation of the sustainability concept, both on the market and in business operations,
requires a change in the way of thinking. As Einstein [14] emphasized “We can’t solve problems by
using the same kind of thinking we used when we created them." Many of the problems that humanity
is currently struggling with are due to the set of values that humankind is guided by, one of them is
consumption. It can be argued that consumption is the most important value of the twenty-first century
- indisputably, it is the driver of today's economy. Regardless of the level of socio-economic
development, entire nations and individual citizens strive to increase consumption - unfortunately it
leads in a straight line to overconsumption. Overconsumption which is a symbol, hallmark of today's
world.

Scientific studies provide ample evidence that, human consumption has already exceeded the
regenerative capacity of the planet due to the large scale of economic activity dedicated to continuously
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degrading the natural environment [15]. These are not problems related to the issue of technical
structure, which requires engineering, physics and chemistry to provide solutions. But problems
mainly are erupting from unsustainable human behavior and can be reversed by changing the human
behavior [16].

As, innovative technologies can solve the problem of efficient use of resources only partly; to
achieve a sustainable society basic change in everybody’s behavior and particularly change in values,
attitudes, beliefs are required [7, 17]. According to Kassel, [18] “a sustainability mindset is intended to
help individuals analyze complex management challenges and generate truly innovative solutions”.

The definition given by Brundtland [19]: ‘meeting the needs of present generations without
compromising the needs of future generations to meet theirs’, emphasis the impact of mindset of people
to think for future generations. The sustainable issue could be economical, environmental, social but is
emerging out of the gap of human knowledge and discrepancy in behavior which refers to the
misunderstood human perspective [20]. The capacity to analyze and evaluate the demand of
environment and to bring the changes in behavior seems limited.

The opposition to change toward sustainability is the mindset of an individual which frames the
society. The resistance to change postpones the action until the environmental damage becomes
irreversible, the support belief in technology alone to save the environment creates the sense of
ignorance towards self-action [21].

As human beings, intellectual domain does not remain in shackles of the mindset and has the
power to break the barriers and overcome the difficulties. The new trends of positive psychology
analyzed human strengths [22]. However, psychological research proved that only awareness is not
sufficient to motivate people to perform action in favor of sustainable development [20].

The emotional connectedness of people towards the social and environmental factors is a positive
mindset to bring the sustainable development. Conscious awareness and attended efforts for the
welfare of life around is enhancing the wellbeing and contributing to positive changes for the
enrichment of the entire planet [20].

The sustainability mindset cut the continues tendencies and breaks away from conventional
organization or traditional management disciplinary silos promoting the integration of management of
“ethics, entrepreneurship, environmental studies, systems thinking, self- awareness and spirituality
within the dimensional contexts of being (values), thinking (knowledge) and doing (competency)”, [18].

3.3. Sustainable marketing

Marketing plays a key role in the management activities of a modern business. Economic
development takes place with the active participation of marketing. The world is going through the
dynamic changes. The traditional marketing approach is not adequate anymore to address all
changes taking place on the contemporary market, and in addition marketing conducted traditionally
is increasingly criticized [23]. Many groups of customers rightly criticize marketing — for generating
a widespread over-consumption resulting with all the negative consequences for humanity, created
by deceptive marketing practices, planned obsolescence. Traditional marketing is criticized for its
negative impact on society — such as civilization health disorders, false wants and materialism,
decreasing of the social goods and cultural pollution. Taking this into account, it is clearly observable
that the field of marketing needs to reexamine its own conceptual models [24].

Gordon [9] note marketing has prospered to serve the consumers and societies’ needs in an
environment where governments, societies and businesses have created. [25, 26] goes further and
claims that marketing is transforming in response to the new dynamics in the market environment.
Companies expanding their focus from products through the customers up to humankind issues.
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For more than three decades, researchers have investigated and theorized the responsible efforts of
the companies. The stages of sustainability marketing and the authors who significantly contributed
to the literature are summarized in Figure 1.

Ecological (Henion, 1976)

Social (Kotler, 1989)

Societal{Prothero, 1990)

Green(Polonksy, 1994) Greener(Charter, 1992)

Sustainable{(van Dam, 2011)

Sustainability Marketing

(Belz, 2012;Villarino, 2015; Font, 2017;Athwal,2018; Rudawska, 2018)

Figure 1. Evolution of Sustainability Marketing

Communicating sustainability efforts can be achieved via branding. Brands that pass along their
green initiatives through appropriate channels earn the trust and confidence of their customers. The
aim of any brand is to develop a long-lasting relationship in alignment with their marketing efforts.
New spender groups like millennials and Gen Z do care about consuming products and services that
are sustainable. A recent survey done by Nielsen to millennials indicated that 66% of consumers
would spend more on a product if it came from a sustainable brand. This notion becomes crucial
while developing overall marketing communication strategy. It is inevitable to recognize that
consumers are looking out for sustainable brands [27].

3.4 Legal environment

Generally, businesses offering sustainable solutions face a large and complex array of legal
environments. Like every business, each company must comply with its own local, regional, and
national laws and regulations. If expanding into a foreign market, the company must comply with the
local, regional, and national laws of the foreign jurisdiction. For companies offering sustainable
solutions, the legal environment potentially includes hundreds of conventions, multinational treaties,
declarations of states, resolutions of international organizations, programs of action, and codes of
conduct. Determining the legal effect of such instruments and the implementations of international
treaty regimes on domestic regulations and practices are particular challenges.

Legally, the definition of sustainable development is well-defined and the product of a vast UN-
led promotion operation over the last three decades [28]. The UN articulated the current legal definition
in 1997, when the UN General Assembly held a special session (Rio +5) to appraise the status of Agenda
21, the sustainable development agenda established at the UN Conference on Environment and
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Development (Earth Summit) held in Rio de Janeiro on June 13, 1992. Accordingly, the well-quoted
definition of sustainable development set out in the Brundtland Report (1987), “development that meets
the needs of the present without compromising the ability of future generations to meet their own
needs” was imbued with two axiomatic core concepts: intergenerational and intragenerational equity.
[28]. When integrated, the concept of sustainable development encompasses environmental protection,
economic development, and social development.

While the legal definition of sustainable development is fixed, standards related to the concept are
necessarily dynamic, as they are inherently tied to social, environmental, and scientific evolutions.
Thus, what is determined to be sustainable development will change over time. The malleability of
the concept has generated considerable criticism. Some critics have charged the concept to be void of
substance or incapable of proper legal classification. Regardless, UAE government policies emphasize
the importance of sustainability in the development of the country and adopt the UN’s definition of
sustainability.

UAE’s Green Economy policy, mentioned above, initiated further sustainable agendas, of which
the most important is the UAE Vision 2021. The Vision includes a set of long-term indicators reflecting
the UN Global Sustainable Development Goals (see Figure 2). UAE National Agenda 2021 shows that
the country is committed to sustainable development by setting the following national priorities:
Cohesive Society and Preserved Identity; Safe Public and Fair Judiciary; Competitive Knowledge
Economy Driven by Innovation, First-Rate Education System, World-Class Healthcare, Sustainable
Environment and Infrastructure. National Agenda 2021 aims to drive sustainable development while
preserving the environment and achieving a perfect balance between economic and social development
[2].

The policies establish significant sustainable goals. For example, UAE government set a 50% target
for clean energy in the country and to cut carbon dioxide emissions by 70% by 2050 in its UAE Energy
Strategy 2050. The strategy also contemplates the improvement of energy efficiency by 40% in this given
time [29].

Another government inspired driver of sustainable development is the National Innovation
Strategy, launched in 2014, positioning the UAE as one of the world's most innovative nations. The
framework for the strategy is structured around the following priority sectors: renewable energy,
transport, education, health, technology, water and space.

There are also governmental developments on the individual Emirates level, including but not
limited to Expo 2020 in Dubai, Abu Dhabi Economic Vision 2030, Dubai Plan 2021, Dubai Integrated
Energy Strategy 2030, Dubai 10X Goals, Dubai Green Building Regulations, Estidama building rating
systems, Environment Protection and Development Authority (Ras Al Khaimah) Strategic Plan, and
Sharjah Environment and Protected Areas Authority Strategy.
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Figure 2. Mapping of SDG's to UAE's National Agenda 2021

The high level of government activity indicates a clear vision within the UAE to create a truly
sustainable future [2]. Based on the emirate and federal governmental strategies, visions and
proclamations, along with business incentives and academic initiatives, the researchers assumed
opening and operating a sustainable business should not be an exceptionally difficult challenge in the
UAE, beyond the normal challenges faced by any business.

4. Research Methodology

The explorative research design was adopted to understand the perceived challenges
responsible firms (organizations delivering sustainable solutions) face in the UAE market. The
research sample was built on the basis of contacts with companies participating in the "Sustainability
Week" event organized in January 2019 in Abu Dhabi UAE. Abu Dhabi Sustainability Week 2019
(ADSW) is a global platform that addresses the interconnected challenges that effect the widespread
implementation of sustainable development. Participants represented a broad spectrum of
industries, from waste management, through proposals for clean water, energy to ecological farming
and sustainable construction.

4.1. Framework of the research

The scientific considerations and research results presented in this article are aimed at drawing
attention to the complexity of the challenges related to the implementation of the sustainable market
solutions in the Middle East — specifically considering UAE business environment. The present
research was conducted with the involvement of enterprises participating in Sustainability Week
2019 in Abu Dhabi.

The theoretical framework explains the various components underlying the constructs that lead
to the viability of businesses dealing in responsible solutions implementation. The framework focuses
on internal, business-related factors, which can explain the performance of responsible businesses
operating in the UAE market. These include corporate governance, marketing and economic factors.
There are also factors which explain the external environment, which include legal, psychological,
geographic/natural environment and social factors. The perceived effects of these factors were
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examined on the degree of sustainability of businesses dealing with the implementation the
responsible solutions on the UAE market.
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Figure 1. Theoretical Research Framework

The research has been limited to the question of what challenges do enterprises face when
implementing responsible market and business solutions in the UAE? The following hypotheses were
developed to obtain the research objectives:

H1: Companies endeavoring to compete in the sustainable market sector believe the UAE legal
environment is favorable.

H2: Companies consider economic, socio-cultural and environmental factors to be highly
significant in sustainable development of UAE market.

H3: Psychological barriers inhibit the implementation of sustainable solutions in the UAE.

H4: The conventional marketing approach hinders the ability to implement successful
sustainable solutions in the UAE.

A two-stage survey was conducted to collect data. The first stage was based on direct
unstructured interviews with a “Sustainability Week” participants in Abu Dhabi. The second stage
was conducted based on a questionnaire, which was designed to gather evidence that can help in the
development of marketing strategic solutions for achieving sustainability goals of the businesses
dealing in sustainable goods and services.

In the first stage, researchers conducted unstructured interviews with 68 different organizations.
Participants presented their eco-innovations, clean production proposals and sustainability-oriented
innovations which integrate ecological and social aspects into their products, processes and
organizational systems. Unstructured interviews outline the situation and context, intending to make
the interviewee feel relaxed by creating an informal atmosphere [30]. In unstructured interviews, the
respondents and interviewer engage in a conversation with open-ended questions allowing the
respondent to open-up and communicate in their own way. Unstructured interviews, sometimes
referred to as discovery interviews, are adaptable in their nature, thus they do not require a set of
predetermined questions [31]. They are used to generate qualitative data and they have increased
validity because the method allows the interviewer to have a deeper understanding of the situation.

There are limitations of using unstructured interviews. The amount of time is such a limitation.
Conducting the interview and analyzing the data can be very time consuming compared to
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structured interviews. Unstructured interviews were appropriate to use in this research since it
served as an important preliminary stage to develop the actual survey.

In the second stage, responses from 39 companies were analyzed and presented in the following
section. Section-1 collected demographic information, the statements in section-2 gathered the
participant’s perception about the UAE and their home country markets where applicable (measured
on a five-point Likert scale), and in the section-3, a few open-ended questions were asked to gather
qualitative data about the market. The research instrument was sent to the 68 companies that
attended meetings at Sustainable Week and that were interested in participating in the study.

Thirty-nine companies completed the online questionnaire. Issue of missing values was
managed by applying mandatory fields in the Google Forms, which disallowed respondents to
submit a response with any unfilled section. Five unengaged responses were observed and deleted
from the data. The final data set had 37 cases which were included in the study. The sample size is a
significant limitation. A greater generalizability of the results may be achieved with a larger sample
size.

5. Data analysis

During the first stage of the research, direct unstructured interviews were conducted. This
unstructured interview session occurred at the time of informal meeting in sustainable week.
Companies participating in Sustainable Week bemoaned the fact that the use of sustainable resources
by them was not showing an impact in the market due to the unreadiness of the market for such
methods. In the discussion, we observed many representatives of the sustainable week were
expatriates and this gave an insight over the impact of expatriates in the country. Due to the higher
percentage of expatriates in UAE population, expatriates represent decision-making management
and consumers both in large number. This has a direct influence on the implementation and success
of any new trend. The UAE is a global business hub. Its policy makers and business owners are well
equipped with financial and energy resources, with strong backing or support by Government in the
business processes, so it is a matter of research that how much response they will give on new trends
which are causing threat to their existing establishment and the way of doing business even though
the new trends may be cheap and can be implemented for further cost reduction.

The workforce of Dubai from the lower to the middle level are generally expatriates. Thus, the
process of hiring resources with different or modern skillset is complex and lengthy and typically
includes advertisement, travel, and selection of suitable candidates who are ready to migrate abroad.
In this region, status symbols are important, and consumers keep this in mind when buying and
using  product. It seems that status symbol is also reflected in business as UAE is a tourist spot
which recorded up to 16 million in Dubai and 2 million tourists in Abu Dhabi in year 2018, which can
roughly be estimated as 17-18 million tourists per year wherein the population of the UAE is
approximately 10 million, this is a very big aspect which shows that it is difficult to implement any
new trend which seems not to be tourist friendly. Tourist industry cannot be ignored as it plays an
important role in the economy. It is also observed that business owners and policy makers are either
from UAE or are partners in the business, so this aspect is also to be considered as the region has
greater inclination towards culture and tradition. Although the region is very flexible for business
environment and friendly with technology changes but as they respect the tradition, culture and
customs but may also have resistance towards any new trend which may adversely affect the culture
and tradition.

During the first stage of the research we learned respondents often compare the market situation
in their own country with the UAE market. We also noticed that the representatives of enterprises
are not informed and to some extent do not recognize the directions of UAE’s sustainable
development goals.

The most discussed topics by business representatives were legal and business conditions both
at the home and foreign markets. However, the majority of interviews were dominated by discussion
about marketing and its impact on the success of implementing sustainable solutions on global
markets, including the UAE market. The unstructured interviewed allowed the researchers to
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compile a set of issues which became the basis of the questionnaire used in the second stage of the
research.

5.1. Demographic Information

The following section details various demographic information regarding the 37 survey
respondents. For the data analysis, we used R programming for generating graphs and calculations
[32].

5.1.1. Distribution of locations of the head office

The majority of companies in this study have an office inside the UAE. About 13% of the
companies have offices both inside and outside the UAE. This indicates companies dealing in
sustainable goods and services generally feel the need for a permanent physical presence in the local
market to sell sustainable solutions. This also indicates a direct connection with their customers is
considered important by the participating companies. It also suggests office space in the UAE market
is attractive for companies implementing new sustainable solutions.

The single largest majority group is set of those firms which have their head office in the UAE.
This shows that they operate through the local head office in UAE. This supports the evidence that
companies prefer to be in direct contact with the customers. This also provides evidence that locally
established companies find convenience to operate in this market compared to foreign companies.
This is also an indication that any foreign company operating in UAE has significant competition
with locally operated firms. Foreign companies participating in this study were from Germany, South
Korea, Italy, South Africa, and Angola.

Most of the firms were exclusively dealing in their own brands. About 30% of the companies
were selling the products of other companies alongside their own brands. Twenty four percent of the
companies are only distributing and selling other companies” products. Additional data is required
to understand the role of these firms as a distributor or retailer, which is not clear in the current data.
5.1.2. Commitment to sustainable business

There are about 11% newly established companies in this study (see Figure 4). Also, about 11%
of the companies have one to three years of experience in the sale of these products. There are about
19% companies which have more than three years of experience. The number of newly established
company may increase due to mega-event in next year Expo-2020. The UAE Government is
encouraging foreign companies to enter the country. Majority about 60% companies have more than
five years of experience.

39.5% W 18.5%

companias have companies have
more than 5 years of more than 3 years of
experience experience

10.1% 10.1%

companies have companies have
more than 1 year lass thanl year
of experience of experience

Figure 2. Distribution of experience in dealing with the sustainable solutions
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The presence of more established (5 years +) businesses indicates awareness about the
sustainable goods is increasing among the Middle East customers, and they are creating potential
market which has attracted the investors to capitalize in this area. This result also indicates that there
is an understanding regarding the UAE government policies supporting implementation of
sustainable, socially and environmentally-friendly goods and services.

Clear cut line cannot be drawn on the size of the companies. Number of employees in 32 %
companies were above 500, which brings them in the category of large size firms based on the criteria
of number of employees. Rest 68% are SMEs in this range. Therefore, it can be assumed that these
SMEs in the region are also contributors to sustainable development, which coincides with the
research carried out [33]. Authors state in their article that the last decade has begun to generate broad
knowledge on the specificities of sustainability-oriented innovations in small and medium sized
enterprises as they are increasingly recognized as central contributors to sustainable development.
On the base of our research findings we can state that the similar pattern could be present in this
region. Based on direct interviews conducted during the 2019 Sustainability Week we identified that
sustainable innovation practices include both product and services offers as well as processes and
organizational practices. We also find that the presented offers focused on eco-innovations rather
then on innovations based on covering a triple bottom line of sustainability perspective (economic,
social and environmental dimension).

In the following section, the analysis has provided the information about the degree of
agreement or disagreement on statements measuring the perception of participants on various
internal and external factors related to the delivery of sustainable products or services. Each
respondent chose one of the five options: Strongly disagree, Disagree, Neutral, Agree, Strongly
Agree. The statements measure the perception of the participants on six factors: legal, economic,
social, psychological, marketing, and geographical and environmental factors.

5.2. Legal factors

Survey Question (SQ): Specific laws and/or regulations present challenges to entering the
market for your sustainable solutions.

Company responses reveal approximately 80% of sustainable businesses believe specific laws or
regulations act as barriers to entry for sustainable solutions in the UAE market. Whereas only 40%
of the respondents felt specific laws or regulations presented challenges to market entry in their home
markets. Another 40% actually disagreed with the idea specific laws or regulations presented
challenges to sustainable market entry in their own countries. In essence, the data suggest
respondents felt their home countries offered a more favorable legal environment with respect to
entry into their sustainable market sector. Given the UAE’s goals regarding sustainability, we found
the foregoing result surprising. There are several potential explanations, but the most obvious
explanation is the existence of a communication gap between the government’s vision, legal policies
and the business community. The results from some of our other survey questions evidence this
finding.

SQ: Modifications to specific laws and/or regulations would likely lead to operational
efficiencies in my sustainable business.

The vast majority of survey respondents believe modifications to specific laws and/or
regulations would lead to operational efficiencies in their sustainable business both in the UAE (92%)
and in their home countries (80%). In fact, 35% of respondents strongly agreed with the statement
with respect to the UAE, whereas only 27% of respondents strongly agreed with the statement for
their home country. Again, the data suggest respondents perceive more extensive legal barriers in
the UAE than in their home markets.

SQ: Laws and regulations may be needed to help establish and organize the market for my
sustainable business.

Similar to the previous survey question, the vast majority of respondents believed additional
laws and regulations may be needed to help establish and organize the market for their sustainable
business, both in the UAE (92%) as well as their home countries (80%). With respect to the UAE,
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40% of the respondents strongly agreed. In comparison, 32% of the respondents strongly agree to
the statement with respect to their home country.

SQ: Incentives exist in the GCC for the establishment and/or operation of my sustainable
business.

Survey respondents clearly felt the GCC offered far fewer incentives for sustainable businesses
than their home countries. Surprisingly, 43% of respondents either strongly disagreed or disagreed
with the statement incentives for sustainable businesses existed in the GCC, whereas 76% of
respondents strongly agreed or agreed their home country provided incentives for sustainable
businesses. One confounding variable is how respondents based in the UAE responded to the home
country question. Regardless, the data indicate respondents perceive fewer incentives for sustainable
businesses in the GCC region.

5.3. Marketing Factors

We all agree with the statement that the heart of business lies in marketing, so the focus on, and
the creation of, solid marketing communication is invaluable. Flgrences [34] based on the conducted
research, clearly demonstrated the importance of marketing communication in order to achieve
international success. Although marketing communication is dependent on both the product and the
industry, the authors indicate that it is crucial for rapid growth in the global arena.

S.Q. Importance of the marketing communication for the international expansion

The evidence states that all markets have provided overwhelming support to the statement,
which shows the confidence on their strategies to communicate with their clients. On the other hand,
about 30% in each market were not clear about their degree of agreement to the statement. This group
may not have any specific strategy to communicate and reiterate their past best practices as a routine
marketing operation. Both in the home market and in the UAE the companies are following a similar
approach to communicate their marketing efforts. However, it is important to note that not a more
holistic approach to communication should be implemented.

S.Q. Our brand is well-known in the country as a sustainable brand.

The research showed that more than 20% companies have shown disagreement with the
statement. Moreover, about eleven percent companies have age less than one year, and about 10%
are in the market for less than three years. The overall trend is towards agreement, but one fourth
have opted for the ‘neutral’ indication lack of confidence on their marketing efforts. Being a
sustainable brand is one thing, known as a sustainable brand is another thing. It is very crucial to
note the difference between UAE and home market. These discrepancies can be improved with the
correct branding of the sustainable solutions.

S.Q. There is enough information for consumers in the country/market to assess the degree
of sustainability in our products/solutions.

Results reveal that the evidence from the UAE market is negative, and disagreement to the
statement is the reason of weak marketing efforts. The lack of information to the consumers is
indicating the gap in the marketing efforts and justifying the objective of the current study to support
businesses by advising appropriate data-driven marketing strategy. About 70% were found
disagreeing with the statement in the UAE market. On the other hand, the data about the markets in
other countries are showing clear agreement. Although about 30% were found disagreeing with the
statement.

S.Q. Customers of our sustainable products / services are highly sensitive to the price change.

It was found that the economic factor plays an important role and it is realized by the businesses
in all markets. High sensitivity means the elasticity of demand is high and smaller change in the price
can lead to the larger proportionate change in the demand of sustainable products. In all markets
over 70% have shown the agreement to the statement.

The price sensitivity is a very important issue. When analyzing the market for sustainable
solutions, we should understand what is the reason of customer’s positive or negative reaction to the
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price change. Falkowski [35] analyzed the relationship between price perception and the willingness
to buy a certain product.

According to the Authors this dependence is not direct, because this influence is modified by
the consumer's sensitivity to the price, which is always shaped by the experienced context of other
prices, so-called reference prices - in our case the non-sustainable product prices.

Thus, the price context can determine one of two states of affairs. It may refer to a price increase,
recalling the earlier, lower price of a given product, or to a price reduction, for example, as a price
promotion. On the basis of psychophysical research on the perception of price changes, the
consumer's sensitivity to the increase was significantly higher than on the reduction, measured by
Weber's fraction.

Such a result fits well in the psychological theory of perspective, which emphasizes the
asymmetry in the valuation of profits and losses and consists in the fact that loss (increase) of the
same absolute value causes greater dissatisfaction than satisfaction caused by profit (reduction).

The above study may suggest that the lack of understanding of the importance of sustainability
and the often-related increase in the price of a sustainable product or service causes the negative
customer's response to the usually higher price of sustainable products.

S.Q. Our company does not find any difficulty to communicate the 'sustainability’' message
in the market.

It is evident that in the UAE market the picture is not clear about the degree of agreement or
disagreement. Proportion of both respondents supporting and opposing the statement are equal. The
proportion of ‘neutral” respondents is also 40% which is very high. On the other hand, international
markets the balance goes towards the agreement with the statement. Therefore, the businesses in the
markets of other countries are enjoying the convenience of conveying their message, which is not
evident in the UAE. The respondents were neutral while answering this question therefore it is
difficult to make a certain judgement. However, it is evident that there are some difficulties conveying
the message in UAE market.

S.Q. There are bottlenecks in the market which hinder our efforts to communicate with
regulatory agencies.

Approximately 70% of the respondents agreed they find it difficult to communicate with the
authorities on the matter of sustainable products in the UAE. This indicates a certain level of obstacles
exists in the region which inhibits businesses to communicate their message to regulatory agencies.
In comparison, this ratio is only 40% in other markets. The proportion of ‘neutral’ responses is very
high in the international markets, which is above 50%, whereas in the UAE it is below 30%. Therefore,
a data-driven claim supporting the statement can be made about the UAE market.

Aizenman [36], comments that the inefficiencies brought about by the bottleneck often create
delays and higher production costs. The bureaucracy can be a strong alert for reducing the bottleneck
in the market. Once budget constraints are hardened and credit markets begin to function properly,
bottlenecks are likely to become prevalent in the state sector, where the creditworthiness of
enterprises is limited by outdated production technologies. Financial market infrastructures
(“FMIs”), which facilitate the execution of financial transactions, exhibit such strong economies of
scale that they are natural monopolies [37].

5.4. Economic/Infrastructure Factors

S.Q. The current infrastructure in the country provides support to our business model.

It was found out the disagreement about the statement for the UAE market, and supports the
statement for the other markets of the world. Less than 30% of respondents in the UAE market are
observed supporting the statement, and about 50% believe that the current infrastructure in the
country does not support their business model. In the international markets support goes to the 60%,
which indicates that such country has developed the infrastructure encouraging the use and
production of sustainable products.
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According to the respondents, is evident that the government needs to develop strategies to
become close to the industry for re-orientate the business model from the foreign countries and also,
with constant changes the businesses needs to be adaptable and flexible for surviving.

S.Q. I believe that high cost of living curbs our marketing efforts in the market.

Approximately 70% of the respondents agreed with this statement in the UAE market. The
behavior in the international markets is not clear, as 48% respondents found not clear about the
relationship between cost of living and marketing efforts. In such countries where infrastructure
support is available the relationship between high cost of living and the marketing efforts may not
appear. The introduction of a Value Added Tax (VAT) regime in the UAE impacted on purchasing
power and resulted in a sharp increase in cost of living that affect customers purchasing power.
According to the respondents, rising cost of living is pressuring their marketing effort, so they need
to work much harder to convince consumers to buy their products.

S.Q. Low fuel prices encourage customers not to think about the sustainable products.

Responses provide evidence for another economic factor — the fuel prices. The statement in this
section is showing the strong agreement about the relationship between fuel prices and the use of
sustainable products. More than 60% favor the statement in the UAE market, whereas in the context
of other markets of the world, the respondents found disagreeing on the statement. Another
important aspect is the high proportion of ‘neutral’ responses in the home market section, which also
indicates that some confounding variables in the international markets may not allowing respondents
to favor the statement. For example, the fuel prices are very low in those countries and they may have
not experienced such relationship. In the UAE the fuel prices have direct effect on the cost of living,
and it may affect the frequency of the use of sustainable products. The low fuel prices (on a global
scale) are a negative factor that affects the buyer decision process in the UAE market. Pricing is one
of the 4P’s in the marketing mix and it is the only element that brings revenue, it can be altered by
the marketers. However, as fuel prices are regulated by the government in the UAE, this factor will
remain as a negative one in the way of sustainable thinking.

S.Q. High electricity tariffs can encourage customers to think about sustainable solutions.

The case of electricity tariffs is not very different from the fuel prices. Both are an important
component of the cost of living. Therefore, the strong agreement (about 70%) is observed in all
markets about the statement. The response pattern of the foreign markets is different in the case of
electricity compared with the case of fuel prices

The cost of living in the country increased after the introduction of the VAT. According the
WorldData.info (2019), the United Arab Emirates can provide itself completely with self-produced
energy. However, innovate using new clean sources is the target of the internal policies in the
country. The total production of all electric energy producing facilities is 122 bn kWh, also 108% of
own requirements [38].

S.Q. Dollar parity (exchange rate) is a favorable factor to sell our products / solutions in this
country.

Results show the lack of clarification about the statement among respondents. More than 50%
respondents have marked ‘neutral’ option. The nature of statement is technical and may not be
understood by the respondents how to relate term parity (exchange rate) with the sale of their
products. Therefore, no conclusion can be drawn clearly in this section. However, some degree of
agreement can be observed in all markets which is larger in the UAE.

S.Q. A tax holiday for the use of sustainable products can support our business.

Responses show that about 45% of respondents are not willing to respond on the statement.
Although, about 46% have shown the agreement with the statement. Similar pattern is observed in
the foreign markets.

5.5. Social Factors

S.Q. Most customers in the market still have a traditional mindset towards sustainability,
which does not encourage them to use sustainable products/solutions.

The data has provided strong support on the statement in all markets. The agreement in the UAE
market is stronger (about 90%) than the foreign markets (about 60%). The habits or convenience in
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the use of non-sustainable products encourage the traditional mindset. This mindset is evident from
the UAE data that respondents strongly support the statement.

S.Q. The proportion of expatriates (expatriates) to the local population impacts the sale of
sustainable solutions in my target markets.

The figure 5 has explained another social factor — the demographic composition. The UAE
market data is very strongly supporting the statement, whereas in the foreign markets such
composition may not exist, and weaker support was observed. The demographic imbalance was
considered one of the reasons affecting the sale of sustainable products in UAE. What are those factors
in the demographic compositions which can influence the sale is not clear? Therefore, the evidence
of the presence of confounding variables is witnessed from the data. About 60% were found strongly
supporting the statement in UAE and about 37% in the foreign markets.

UAE Market Home Market

. ) .

Figure 3. Demographic composition

S.Q. There is a common mindset that implementing a sustainable solution will involve a
complex procedure.

The Figure 6 has provided another insight on the social and psychological factor-the common
mindset of the society. All markets were found strongly supporting the statement. The procedural
complexity in the implementation of the sustainable solutions is the outcome of such a mindset. More
than 60% in the UAE and above 40% in other markets of the world have shown strong agreement on
the statement. The data shows the perception is, that implementation of sustainable solution might
need to bring in some difficult reconstruction in the present system.
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UAE Market Home Market

Figure 4. Mindset in UAE and Home market

S.Q. There is a common perception that implementing a sustainable solution will require
additional resources.

According to the data, a clear-cut agreement in all markets is evident. In the UAE the agreement
is very strong and exceeding 70%, and in other markets it is about 60%. Respondents believe that
people feel that some additional resources are required which may change their current living style
or domestic infrastructure before implementing the sustainable solutions.

S.Q. There is a perception that environmental problems are long term, so no immediate
solution could be applied.

According to more than 50% respondents, consumers do not realize the sustainability issues as
very urgent. This mindset is supporting the individualistic approach and exhibit that collectivism
lacks in such countries towards sustainability. The pattern is similar around the world.

S.Q. An abundance of resources in the country discourages or dampens people from feeling
an urgency towards sustainable solutions.

Majority respondents are agreeing that the no urgency were found among the population about
the seriousness of the sustainability. The availability of non-sustainable products are in abundant and
very much embedded into the current social and geographical infrastructure, which do not encourage
a common person towards the use of sustainable environment friendly products. In the UAE, more
than 70% were found agreeing the statement, whereas in the other markets around the world such
agreement is about 50 %.

S.Q. The natural environment in the country restricts the use of sustainable products.

The results provided the evidence about the impact of the environmental and geographical
factors on the sale of sustainable solutions. The similar pattern was found in all markets. Majority of
respondents do not consider natural environment of the country which restrain the use of sustainable
products. About 50% respondents have shown disagreement for the statement. It is evident that
sustainability protects our natural environment, however according to both home market and UAE
market, geographical and natural environment do not curb the implementation and use or
sustainable products

S.Q. An awareness campaign can develop the sustainable mindset in the country.
Respondents in this study have no doubt about the importance of the awareness campaign to
develop the sustainable mindset among the population. Data has shown the support of more than
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90% in the UAE and about 100% in the context of foreign markets. The data indicates there is an
immediate need to develop more awareness campaigns on the emerging issues like sustainable
living, environmental friendliness and global warming. These campaigns will enable consumers to
think about their consumption preferences and ultimately their lifestyles.

S.Q. Some sustainable products/solutions are status symbols in the market.

More than 60% support is evident in the UAE and other markets. Respondents believe that there
are some sustainable products in the country which has become a status symbol for many users. Some
reasonable level of neutral response is also found in all markets.

Is notable that communication is a crucial point for informing the population and investors
regarding sustainable products and actions. The social media should be used to promote sustainable
actions and products for achieving different kinds of social stratification or level.

S.Q. There are insufficient channels in the client organizations to communicate about
sustainability issues.

The clear evidence is found for the agreement towards the statement in all markets. The similar
pattern shows about the perception about the insufficient channels in the users’ organizations. More
than 60% of respondents are agreeing the statement.

S.Q. Sustainable solutions are expensive compared to the other non-sustainable
solutions/products in the market.

Respondents believe that sustainable solutions are expensive compared to the non-sustainable
products/solutions. More than 50% are found supporting the statement. About 20% respondents were
found disagreeing with the statement, whereas about 20% were also opted for the ‘neutral” response.

5.6. Open-Ended Qualitative Data

The respondents attributed the difficulty of the businesses with the current economic situation
in the country by relating the cyclical pattern with the market of sustainable products. Some also
believed that the current economic slowdown is an opportunity to enter the market as it will increase
the future payoff. Some respondents felt favorable import tariffs rates encouraged them to earn
profits from the UAE market. Optimism was also observed among the respondents as they were
hopeful about the future of sustainable products. They also found comparing the past market
situation with the current conditions and considered that the current business environment has
improved over the years in support of the sustainable product solutions. Respondents also believed
the market can improve by introducing new laws and regulations supporting the use of sustainable
products in the region. Finally, respondents also considered the importance of the availability of
information about the market, consumer awareness campaign, and encouragement of sustainable
business practices in the region.

6. Discussion

In the following section, we discuss our research hypothesis in the light of the data we collected.

H1: Companies endeavoring to compete in the sustainable market sector believe the UAE
legal environment is favorable.

Based on the evidence collected, we rejected the H1 hypothesis. The participants in our study
felt the legal environment in the UAE was less favorable than other (their home) jurisdictions.
Moreover, a majority of the participants believed a lack of proper information about their operations
and processes was the cause of the unfavorable legal environment in the country, and that the legal
environment could be improved by providing additional information to the authorities about the
nature of the business. The evidence strongly suggests a gap in information being shared between
important market stakeholders. A survey of legal regulations related to sustainable development
enacted by the UAE federal government, along with various emirates, demonstrates the importance
government officials place on sustainability in the development of the country. The fact companies
delivering sustainable solutions still believe legal barriers pose significant challenges to their
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respective enterprises suggests a misalignment between the government’s sustainable development
agenda and existing rules and regulations. Further research is necessary to determine the specific
legal barriers faced in each sector and whether companies offering sustainable solutions are in fact
correct in their perception of the current legal regulations in their sectors.

On a positive note, the evidence suggests companies implementing sustainable solutions are
willing to work hand in hand with the authorities (on their home market as well as on the foreign
markets) to cover the gap and create implementing policies that will support more sustainable
operations. The findings show a positive attitude is prevelent among responsible firms to cooperate
with authorities in creating business-friendly market environment with respect to the sustainable
products or services.

An important role in solving this situation may also have educational marketing communication
used on both sides of market stakeholders. It seems to us that Executive Marketing Educational
Programs offered by universities can support better communication. Another appropriate platform
for cooperation between business and government administration units are the Chambers of
Commerce and Industry - non-profit organizations whose mission is to represent, support and
protect the interests of the business community.

H2: Companies are considering economic, socio-cultural and environmental factors to be
highly significant in sustainable development of UAE market.

Alignment in the mindset of business and customer / consumer

The whole idea of using less of resources is taken as cut back in the comfort level of living and
make adjustments in daily life. This is the basic mindset which is creating the difference of consumers
being at the same pace with business. The way the message is communicated with the consumer is
keeping a gap in the alignment of mindset of business and consumer, as the thought of using less
resources is either an unwelcome message or is ignored in this socio-cultural scenario. The study has
produced enough evidence to accept the hypothesis that economic factors are causing barriers in the
promotion of sustainable solutions in the country. The findings suggest that lack of economic
incentives prevails in the region which restrict business activities of sustainable products and
services. The sensitivity of the customers towards price change is high and they relate their cost of
living with the use of sustainable products. Many respondents also believe that consumers found
sustainable solutions expensive compare to the other non-sustainable substitutes.

Similarly, infrastructure in the country does not support the sale of sustainable products.

Social factors play an important role in the market of the sustainable solutions. Social factors are
driving through the local regional culture. Companies are not very clear in accepting that there is no
bottleneck in the market when communicating with authorities about their products. Large
demographic imbalance invites the attention towards the presence of confounding factors in
demographic structure. Traditional mindset also restricts the use of sustainable solutions. The
evidence provides support that the social factors are causing barriers in the selling of sustainable
products or services.

H3: Psychological barriers inhibit the implementation of sustainable solutions in the UAE.

Number of psychological factors prevails in the society of the UAE which influence the mindset
of the consumers in the region. The data in this study has provided evidence that psychological
factors are causing barriers in the sale of sustainable products in the country. Affluent class is
considered to be using more resources. This leads to products being linked to status quo and hence
cannot be not consumed. The psychological barrier to think for long term creates a denial in the mind
of society to feel the need of urgency and seriousness towards sustainable solutions. The abundance
of non-sustainable resources in the market is not allowing the society foresee the requirement for
sustainable solutions.
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H4: The conventional marketing approach is hindering the ability to implement successful
sustainable solutions in the UAE.

Marketing factors are key elements of the success of the businesses dealing in the sustainable
products. This study has provided enough evidence to accept the hypothesis that traditional
marketing factors are causing barriers in the implementation of sustainable solutions. The data has
explained that the success of business depends on the degree of awareness about sustainability
among both the business and customer population. Marketing efforts of the companies have
produced encouraging results for many participating companies in this study.

Research shows that there is a need to change the way of thinking on both sides of market
stakeholders. When implementing a new approach to marketing - Sustainable Marketing - it should
be made clear to consumers that the time has come to change consumption habits. Sustainable
Marketing also has an important role in building responsible awareness within the organization -
among those who are responsible for the development and production of new products and services.

The respondents are also realizing the importance of the awareness campaign to educate
potential users of sustainable solutions.

The marketing communication technology which lubricate the flow of information among
stakeholders of the sustainable products is playing an important role. The modern technological
solutions and business processes should be sustainable and environmentally friendly.

The research highlighted that geographical and environmental factors are playing a vital role in
the success of business activities dealing in the sustainable products as well - which means that these
factors should be taken into account in the preparation of marketing strategy for responsible market
solutions.

Majority of respondents do not consider environmental factors are causing any hindrance in the
sale of sustainable products. Therefore, in our opinion, there is also the role of Sustainable Marketing
to implement marketing communication projects that educate both the producer and the consumer
about the importance of the environment in the implementation of new responsible, sustainable
market solutions.

7. Conclusion

Above analysis has provided enough insight into the matter and provide support to emphasize
the role of effective marketing strategy that can encompass the underlying factors of the success of
businesses dealing in the sustainable solutions. The key factors are legal, economic, psychological
and social which share larger consensus among the participating companies. Revision of legal
framework is recommended along with the awareness campaign to educate the citizens in the region
for the use of sustainable solutions. To achieve a responsible and sustainable society, basic changes
in everyone's behavior as well as basic values should be promoted. Environmental psychologists are
in the debate of searching the most important variables to bring about this change, which could be
changes in values, attitudes, beliefs and norms. This is also important that users will not feel the
urgency unless they would not be able to relate it with the quality of life. Hence, a suggestion to
business is to align the products and market strategy to the mindset of the population and match
with the status symbol. Sustainable solutions should also be developed in such a manner that they
can be offered on the competitive prices. Technology can play a vital role and by applying modern
techniques of artificial intelligence the cost-effective solutions can be produced.

An important role in the implementation of sustainable mindset, in our opinion, is the
cooperation between business and education. Such cooperation opens up new space in shaping the
future and implementing solutions that are to provide prosperity for coming generations. Research
in this area attempts to build up a psychological mindset of the society towards the use of sustainable
resources by eliminating the reactance to the changes which they find undesirable or
counterproductive. Also, to suggest the business to prepare positive motivating strategies for the
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consumers which removes the resistance from the society to postpone the actions till an irreversible
damage is caused to the environment.

1. Awareness/Education about government policies and initiatives.

2. Changing the conventional marketing approach into responsible marketing practices by
implementing educational programs on all levels from KG to higher education.

Sustainability is a complex social and business issue — the role of academia is to discuss how
things happen and research for the solutions in the social, economic, political and psychological
mechanisms. The academia is also responsible for searching for solutions and presenting new
management and decision-making processes, new organizational structures, leadership strategies -
new visions. Sustainable marketing plays here the significant role, as a powerful theoretical and
practical institution, responsible marketing might change the entrenched values and practices that
have helped produce the present sustainability crisis.

Education in the field of sustainable marketing development is essential for future generations
to appreciate, understand and critically think about complex environmental, social and economic
problems [39]. We agree that educational programs about sustainability should include discussions
on the implications of ethics, alternative worldviews, the role of humans in ecosystems and finally
vision of the future. Curriculum in sustainability is not only about planning the study, courses and
students activities, but above all it is the reason for building a new future, creating a community
ready to implement what they have learned and contribute to the development of more sustainable
opportunity.

The responsibility of academia is the future - what the students will learn about sustainability is
how they will influence the upcoming world.

Education regarding sustainability should address its programs to all levels - starting with
education in kindergartens and ending with doctoral programs.

To be successful, decision makers should ensure that sustainability education is a priority. At
this stage we found that at the level of governmental strategies sustainability occupies a significant
place, while there is a lack of commitment at the educational implementation and operational level.

There is not much sizeable recognition of sustainability marketing issues among young
generation of marketers. Future decision makers need to be aware about this emerging issue starting
from KG. Education policy makers have a huge role to play at this stage to incorporate sustainability
at the curriculum. Sustainability should not be addressed not only at business schools but also across
all disciplines. Future marketers are responsible for creating products and services that will be
impacted from sustainable socio-cultural and economic environment preserving the world in which
they live.

3.  Implementation of sustainable mindset, in our opinion, is the cooperation between
business and education.

4. Cooperation between business and research and educational institutions.

Research & Development projects are fundamental to link universities and businesses to transfer
and manage knowledge. The cooperation between academic institutions and industries could
motivate innovations or support academic research projects and solve business issues. The
partnership between university-business should be amplified to the ‘Triple Helix Model” university-
industry-government to foster economic and social development at local, national and international
levels [40]. The potential to develop R&D towards intellectual property (IP) open in the industry
clusters to be taken broader: as creators, transmitters and interpreters of new ideas and transfer
knowledge as sources of human capital. Determined types of interactions facilitated the exchange in
triple perspective through cooperative research (Problem solving relation); exchanging knowledge
management concerning publications, prototypes, patents, technology licensing, faculty
consultation, students internship, incubation services and others; to facilitate the relation of
university staff and business community through conferences and meetings, entrepreneurship
centers, promoting personnel exchange and other research activity.
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