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Introduction
In the past few years, sustainability is becoming the focus point among both the public and private sectors. It has “become a strategic imperative for all business in the 21st century” (Preston, 2001, p.26). Sustainability is the essential market force influencing long-term financial success. Customers are asking for sustainable business practices. Stakeholders are holding conferences and meetings to increase awareness and encourage sustainable business behaviors (Preston, 2001). An increasing number of companies are integrating sustainability into their corporate strategies and daily operations. What is more, corporations are beginning to make reports on social and environmental issues to show their responsibility and loyalty to sustainable business (Maitland, 2002). This essay is aiming to address the question of “is it up to governments, corporate leaders or the PR department to make business sustainable?” Sustainability consists of manifold aspects; it not only includes financial sustainability, environment protection, conservation of limited natural resources or biodiversity maintenance, but also has connections with poverty reduction, job creation and population stabilization (Sillanpaa, 1998). Due to its universality, the essay will concentrate on the environmental sustainability in the business sector to demonstrate a deeper understanding of the question. An appropriate definition of environmental sustainability is “ensuring that natural resources are used at a

rate which allows them to be replenished while also minimizing pollution and waste so that it can be assimilated by the environment” (Saha and Darnton, 2005, p.126). The essay is made up of several parts. Firstly, the article describes an image of the current situation of business sustainability. Then, reasons and motivations to achieve sustainability are stated. Afterwards, key stakeholders are analyzed due to their importance to companies’ development and sustainability fulfillment. Next, roles of government, corporate leaders, and the PR department are presented. Finally, the discussion part offers the answer to who (government, corporate leader, or the PR department) is responsible for making business environmentally sustainable. 

Current situation of business sustainability
Currently, the concept of sustainability is widely accepted by companies. A research from KPMG (a global network of professional firms offering audit, tax and advisory services) indicated that 45% of the world’s largest 250 enterprises produced reports on environmental and social issues in 2002, increasing from 35% in 1999. In 2011, almost 55% of US company leaders claimed that their firms had a formal sustainability strategy, with another 12% working on the strategy and another 19% expecting to have one formal plan (PR Newswire, 2011). In addition, the Global Reporting Initiative (GRI) has been formed to solve the problem of lack of standards and methods while producing such reports. It provides comprehensive formats and guidelines that are suitable for any organizations that will make the comparison both within and between sectors available. Economic, 

environmental and social performance guidelines are taken into consideration, covering green gas emission, and waste management. The European Commission selects guidelines to encourage companies to behave responsibly; the French government gets advice from the GRI to make legislations, demanding listed enterprises to make social and environmental reports. Other governments like the UK, Australia, Japan and the US have also started making standards for their own reports. However, as producing such a report is a voluntary behaviour, some companies regard it as a tool for public relation spin rather than measuring their own performances (Maitland, 2002). According to the interview among 3000 global company leaders conducted by the MIT Sloan Management Review and Boston Consulting Group, sustainability is gaining ground (WARC, 2011). 59% of companies increased their sustainability commitments and spending in 2009, while 3% cut back. In 2011, it is expected that 68% of these firms will heighten sustainability expenditure with only 2% cutting back. Furthermore, 54% of these executives alleged that sustainability was fundamental to competitiveness and 32% thought it would become essential in the future. 34% claimed that environmental-oriented schemes also brought profits. When it comes to another survey among 766 chief executives, Accenture stated that 93% considered environmental issues crucial to their companies’ further success (WARC, 2010). All these figures indicate the increasing importance of sustainable business. 

General understanding of sustainability
Although some companies are reluctant to implement the concept at the operational

level, the reasons to conduct environmental sustainability are undeniable. The situation is similar to the quality issue in the 1980s. At that time, companies regarded quality development as costly, and they now have the same attitude towards environmental sustainability. In addition, the high risk of entering a new market (figure 1) also suggests why these companies are not willing to pursue a sustainable market even with a significant reward. In the past, on account of rising environmental issues like ozone depletion and changing climate, long-term investments made may have failed to meet the legal requirements in the future, which is another reason for many companies’ hesitation (Day and Arnold, 1998). New powerful business perspectives usually become fads. The idea of quality seemed to be faddish in the 1980s. Source: Day and Arnold, 1998
However, some new perspectives are more than fads. Two decades later, quality is the essential part of business that managers pay attention to and are chasing after. Thus, environmental sustainability is not a fad, but a belief of excellence (Larson et al, 2000). When it comes to the risk problem, Day and Arnold (1998) state that the risk of new market development is declining as pressures for sustainable development increase (figure 2). As companies now know that some kind of policy dealing with changing climate will be made, they can respond to produce products to meet customer needs and position them in a fast expanding market. Therefore, it is urgent for companies to take a serious look at environmental sustainability. Besides, as the relationship between companies and stakeholders (employees,

customers, investors, suppliers, public and governmental officials, activists, and communities et al) is vital to the success of the business, the shift in such relationship has forced companies to take a sustainable development approach (Henderson et al, 2009). Moreover, it is suggested that taking care of the people, the community and the environment is related to a business’s longevity. Environmental sustainability is the most important issue concerning the future, proved by the global United Nations research. It seems that the whole world holds a united attitude towards developing sustainability (Watsonet al, 2010). 

Source: Day and Arnold, 1998
Furthermore, there are several motivations for companies to consider being environmentally sustainable. They may have tactical reasons, such as averting fines for breaking environmental laws, huge taxes, bad reputation, and costs related to waste disposal or simply responding to opponents. Another motive for being green may result from the pressures from stakeholders (Saha and Darnton, 2005). The benefits that environmental sustainability brings can also be regarded as a major motivation. Being green can produce both external and internal benefits, such as cost-saving, good company image, and financial incomes (Saha and Darnton, 2005). The effort to achieve sustainability can generate billions of dollars in products, services, and technologies that rarely exist currently (Bell, 2002). According to Accenture’s survey among 766 chief executives, 72% of participants claimed that sustainability contributed to the enhancement of brand perception, reputation, and trust, while 44% 

agree with sustainability’s role in growing profit or declining cost. Siemens’ energy-efficient project produced $28 billion in revenue in 2009, consisting of about one third of total sales, showing environmental sustainability’s potential value (WARC, 2010).

Key stakeholder analysis
The future of each company can be affected by a variety of stakeholders (Freeman, 1984; cited in Watson, 2010, p.27). Owing to the importance of stakeholders’ influence on companies to achieve environmental sustainability, combined with the frequent appearance of the word, it is necessary to identify key stakeholders and make a thorough analysis in order to provide an understanding of the concept. Three key stakeholders are identified, which are investors, consumers, and governments. 
As companies’ financial performance and competitive advantage are related to corporate sustainability, it is useful to refer to two financial and investment words: Dow Jones Sustainability Index (DJSI) and Social Responsibility Investment (SRI). DJSI, founded in 1999, is the first important index to make records on the leading companies in the field of sustainability. It aims to increase investors’ commitment to sustainability principles. Companies that fulfill and achieve these principles are expected to have a better performance than their competitors (Princeton and Zurich, 1999; cited in Bell, 2002, p.6). The leading companies in sustainability had outstanding performances in seven of nine business sectors. However, the risk of sustainability investment, in terms of price fluctuation, was merely slightly higher. SRI also experienced substantial increase. In the UK, 

more than £120 billion has been invested in institutional and retail funds related to SRI policies. When it comes to Canada, over $3 billion has been invested in screened funds. Capital, which was managed with professional knowledge in SRI, increased by 33 percent from 1999 to 2001. Furthermore, almost one-eighth of the dollars that were professionally managed in the United States were related to socially responsible investments. Investors, who try to avoid firms that hurt their interests, lead these trends. Corporate commitment to sustainability can also be a useful predictor of share values and is transformed into extended sales, eco-efficiency and cost-savings from less insurance premiums and reduced legal responsibility (Feltmate and Schofield, 1999; cited in Bell, 2002, p.7). Therefore, investors precipitate companies’ commitment to sustainability development (Bell, 2002). 
Customers are also critical stakeholders to companies as they continue to add pressure to force firms to pay more attention to sustainability. According to the Millennium Poll, which was the survey among 25000 citizens in 23 countries belonging to 6 continents, about 60% of participants regarded companies’ responsibility, including environmental influences, as the major factor to judge corporations’ image. In other words, customers’ negative attitude towards companies’ behaviours can lead to reduced sales and damaged reputation. What is more, another investigation in Canada also pointed out that almost 90% of interviewees asserted that companies’ behaviour ought to be friendly to the environment, employees, and human rights (Bell, 2002). Customers ultimately

bear the cost of using companies’ products or services. However, customers are also citizens and they persistently press firms and governments to embrace sustainability principles (Watsonet al, 2010).
Governments act to provide guidelines for companies and customers that are usually self-interest driven, to behave in a sustainable manner. For instance, the cost of dealing with environmental pollutions is mostly externalized, which means that society, rather than the companies that produce contaminations, bears the cost of environmental deterioration. If such behaviour is allowed by society, it creates the situation for the market to fight against sustainability (Grunert and Thøgersen, 2005; cited in Watson, 2010, p.28). Therefore, fully internalized environmental costs are essential to make sustainability the competitive advantage of these firms that implement the concept. Companies will have the motivation to reduce pollution if they are forced to internalize the full cost of contaminating activities. In other words, companies should bear the cost of dealing with pollution by themselves. Governments need to strive to work out well-designed policies to motivate customers and companies to behave in an environmentally friendly way.   
After getting the understanding of environmental sustainability and the three key stakeholders, the essay will now focus on the roles and accountability of governments, corporate leaders, and the PR (public relation) department in achieving and implementing the goal.   

The role of governments, corporate leaders, and the PR department in achieving environmental sustainability

The role of governments
Government

is the essential part in achieving environmental sustainability. A government owns the largest amount of land, employees, and buildings, thus, it uses the largest amount of resources or energy, and has the most influence on environments. It is firmly suggested that government ought to “walk the talk” (Bell, 2002, p.2) by integrating sustainability principles into its internal operations. Government is crucial in facilitating the transformation to a cleaner and more efficient economy. It has a leading role in establishing schemes and positions for business sectors and citizens. The study named “Green and Gold 2000”, which is implemented by the Institute for Southern Studies, points out that American states equipped with the most favorable environmental records provide the most desirable situation for long-term business development (Bell, 2002).
As government faces updated pressures in the field of legitimacy, resources, and power, its role has changed in these years. In the 1990s, government agendas were filled with deregulation, downsizing, and deficit reduction, whereas now the focus has shifted to “governance”. It is concerned with making decisions that influence other organizations and institutions. Governance suggests the requirement to make decisions involved in public sector, private sector, and civil society to solve the problems related to sustainability. In order to make these collective decisions, government is forced to collaborate with other parts of government, private sector, and social organizations. However, this can result in both potential problems and advantages. In terms of problems, government may 

forget its responsibility while dealing with such relationships; it can even pick the wrong direction. The positive side is that government can increase companies’ loyalty to sustainability using strategies rather than legislation. When it comes to picking new policy guides to accelerate environmental sustainability, careful consideration is needed (Ramesh and Howlett, 1995; cited in Bell, 2002, p.11). Government should understand the differences between different business sectors and their commitment to sustainability. What is more, old environmental laws that are suitable for laggard businesses may have little relation to businesses achieving sustainability. G8 countries’ policy levers in the private sector also indicate the trend of sustainability. In the energy sector, a significant increase is found in the use of market instruments and economic/fiscal measures. There has been a consistent rise in the reliance on education, persuasion, and information measures, voluntary and non-voluntary initiatives. The situation is similar in sectors including mining and water use (Bell, 2002). 
In short, when it comes to environmental sustainability, governments’ role is to create a suitable environment for business development by using strategies and policies. In addition, it should encourage various sectors to cooperate to solve sustainability related problems and set an example for them. 
The role of corporate leaders
The corporate leader plays a crucial role in the company management. Kotelnikov (2001) suggests three major roles for being an effective leader. They are: firstly, setting inspiring visions, establishing shared values, giving

guidance, and making extended goals; secondly, managing the rapid changes; and thirdly, communicating sincerely, and setting detailed expectations. As the trend towards sustainable business is obvious, corporate leaders are paying more attention to managing such a shift and integrating sustainability into companies’ strategic goals. It is indicated that the success of sustainability can be mostly achieved when it is combined with strategic goals and weaved into companies’ daily operations. Moreover, the full benefit of sustainability cannot be realized if companies regard them as add-ons, which means they are not necessities (Larson et al, 2000). The leading group of Alcoa (the world’s largest producer of primary and fabricated aluminum as well as the world’s leading miner of bauxite and refiner of alumina) can be seen as an example. The leader expresses the importance of Alcoa’s long-term environmental goals, which are set for CO2 emission, and energy and water use, as well as pollution elimination. Each business of Alcoa has built a three-year plan to reach its environmental goals. In addition, the leading team will evaluate the task. Kevin Anton, who is Alcoa’s chief sustainability executive, claims that sharing understandings and knowledge about environmental sustainability is of great importance (Alcoa Inc, 2011). E Media’s effort to achieve “global zero” also proved that leaders should put the concept of sustainability into companies’ strategy and goals as well as implement it. E Media set a goal of making recyclable product the first place in its design criteria. Even though nearly 95% of products were not recycled, the company

succeeded due to the simple design aimed for product recycling. Automaton was reached by simplicity, which made its high labor costs irrelevant to the total cost. Then, E Media became the leading company in the industry. In addition, DuPont’s striving to achieve zero injuries, accidents and emissions is assisting the idea that leaders should persist in spreading environmental sustainability in the company. Employees did not believe it was possible and omitted it. However, the continuing effort of achieving the goal made environmental sustainability the company culture, which generated nearly $66 million’s additional income (figure 3) (Day and Arnold, 1998).
All these examples show that integrating the concept of environmental sustainability into company goals or visions and the fabric of their activities, combined with disseminating the knowledge internally and externally, are leaders’ roles in achieving business sustainability. 

Source: Day and Arnold, 1998
The role of the PR department
The role of the PR department is to assist the leading groups to achieve the objective of environmental sustainability. According to Adubato (2002), public relations are an endeavour to gain public attention about the company itself or its products. What is more, three roles of PR are identified, which are strategist, manager, and technician (Steyn, 2009). The manager role refers to making decisions about communication policies, using surveys to make evaluations and give advice. When it comes to the technician role, it means offering skills and supports regarding communication and journalism to execute PR projects (Grunig & Hunt, 1984;

cited in Steyn, 2009, p.519). The strategist role is concerned with strategic reflection, which coordinates the relationship between the company and other organizations (government, non-profit organization, competitor) as well as the environment. The reflective strategist assists in setting the company’s position in the border context aiming to balance the organizational goals with social and environmental requirements by offering the top management group the societal perspective. Specifically speaking, the manager role is at the functional level, representing the external role of boundary spanner. The technician role is at the micro level, focusing on implementing the strategic plans. Lastly, the strategist role is at the macro level. It gathers information about stakeholders and the external environment to make suggestions to leaders and reduce decision uncertainty. Moreover, the strategist role evaluates the influence of leading groups’ performances on key stakeholders and warns them before crises are produced. On the other hand, it connects stakeholders to the top management group by expressing stakeholders’ opinions (Steyn, 2009). 
As the emphasis of modern companies has shifted from achieving financial goals to meeting the triple baselines (economic, environmental and social), with environmental and ethical issues gaining strategic attention, all key stakeholders’ needs ought to be taken into consideration in making strategic goals. The changing role of the business has given the strategic role of PR (the strategist role) more opportunities than before (Steyn, 2009). Therefore, the role of the PR department is mainly the strategic

role when involved in putting environmental sustainability into practice. In other words, it considers issues from stakeholders and the environment to help leaders to make strategic decisions that are beneficial to these key stakeholders and the broader environment. However, the role of implementing programs that can help to gain a positive reputation for the company and show the transparency and legitimacy of the company cannot be ignored.

Discussion
This part of the essay is concerned with who (governments, leaders, or the PR department) should take the responsibility to make business sustainable. 

Government can help companies to promote sustainability in several ways. To begin with, government can set goals and strategies to guide companies to achieve sustainability. If business is used to produce profits and treasures, then, government should steer the business sector to fulfill the objectives. For example, the OECD Environmental Strategy for the first ten years of the 21st century aims to give detailed guidelines for environmentally sustainable legislations in OECD member countries. What is more, the Environmental Performance Reviews and the Environmental Indicators programs of OECD will be applied to monitor the strategy. It is also suggested that governments that provide goals or visions based on sustainability for businesses should pay attention to establishing strategies for transition, offering directions for business sectors to follow. Then, government can set the example for companies by implementing sustainability in its daily activities and procurement policies. The OECD council recommends that governments

should “improve the Environmental Performance of Public Procurement” (OECD, 2002; cited in Bell, 2002, p.12), which emphasizes the importance of public procurement as the incentive for sustainable companies. Moreover, it is indicated that purchasing policies towards green products can assist the overall improvement of the environmental situation dramatically. A government’s seeking towards more environmentally friendly products and services can also generate other indirect benefits, including encourage companies to follow the government’s lead in achieving sustainability. For example, Japan has taken advantage of the procurement policy of low emission vehicles to encourage the transportation sector to come up with innovative products, which has improved these companies’ environmental performances. Thirdly, government can be a facilitator of sustainability development. By establishing an open, competitive and properly structured market, government is able to maximize the benefits for sustainable firms. Governments can focus on areas like placing more taxes on waste and pollution and reflecting more on environmental resource consumption in Standard National Accounts to accelerate the pace of reaching sustainability. Lastly, the use of green fiscal authority by government adds to the frame building for sustainability. The tax system is the foremost crucial part of the broader frameworks for sustainable business. The World Business Council for Sustainable Development (WBCSD) also recommends creating a market where natural resources and services are assigned with monetary values to decrease resource waste and pollution (Bell, 2002).
Government

also plays important roles in achieving eco-verification. Cunliffe (2007) lists four roles: regulator, facilitator, leader, and provider of standards and conformance infrastructure. To begin with, as a regulator, government can make eco-standards and policies broader and stricter to assist in achieving sustainability goals. Then, as a facilitator, government can provide information and guidelines to customers in terms of purchasing products and services to speed up eco-verification progress. When it turns to the role of leader, it refers to establishing incentives for companies to achieve sustainability by raising the standards using tools in the field like procurement and carbon-neutral sector. The final role of being the provider of standards and conformance infrastructure makes the government support its essential plans related to standards setting, measurement, and verification. For example, government can streamline the relationship between different eco-criteria to make it easier for firms to refer to. 
All in all, government needs to take the responsibility to be the leader in creating a suitable environment for sustainable business to prosper (Bell, 2002). 

When it comes to corporate leaders, it seems that they also should be responsible for the achievement of environmental sustainability involved in the business sector. 
Environmental sustainability is part of corporate social responsibility (CSR) (Siegel et al, 2011), or, in other words, environmental sustainability and CSR are positively related. Corporate leaders’ functions in putting CSR into effect make them important in terms of the achievement of environmental

sustainability. Waldman (2008) points out that leaders should consider various stakeholders’ needs in their decision-making to improve companies’ CSR performances, even sacrificing some short-term returns, and this is confirmed by others. Firstly, Orlitzky et al (2003) indicate that leaders who integrate multiple stakeholders’ concerns in the decision-making process tend to generate more positive outcomes related to CSR in the future. Moreover, House et al (2008) also agree with the idea by stating that the leaders’ attempt to meet stakeholders’ needs stimulates followers to achieve CSR better. Paying more attention to stakeholder’ requirements is becoming essential in leaders’ roles (Kotelnikov, 2001), and leadership is forced to be connected with stakeholders in various fields (Henderson et al, 2009). Henderson et al (2009) also suggest two models that leaders can apply to effectively interact with stakeholders. The inside-out model recommends that in order to build desirable reputations about CSR among stakeholders, leaders can establish CSR activities and a framework in which decisions are made inside the company, regardless of boundaries. Stakeholders are informed after the decision is developed or even put into effect. The CSR report is an example of this approach (Sweeney and Coughlan, 2008). However, the drawback is that skepticism can be generated among trade unions and activist opposition (Burke, 2005). The other approach is concerned with frequent communications and engagements with stakeholders to reach CSR objectives (Morsing et al, 2008; cited in Henderson et al, 2009, p.8). In this model, stakeholders are actors,

who are involved in decision making to fulfill sustainability. Leaders incorporate stakeholders’ interests into the operational level of decision-making (Black and Hartel, 2003; Boutilier, 2007; Shropshire and Hillman, 2007). On balance, leaders’ efforts to cope with stakeholders produce increased potential for sustainability (Henderson et al, 2009). 
Furthermore, manifold surveys have approved leaders’ vital role in the initiation and development of CSR projects. Leaders are equipped with the global ability and responsibility that affect economies and societies (Pruzan and Miller, 2006; cited in Henderson et al, 2009, p.9). Charismatic leadership style is highly related to socially responsible companies (Waldman et al, 2001). It stimulates employees to achieve innovation and better CSR performance (Bossink, 2007). Hanson and Middleton (2000) also suggest that transformational leaders are able to push people to commit to the principles of sustainability. In addition, companies favouring being involved in CSR activities are firmly related to their leaders’ stimulation (Henderson et al, 2009). According to the study of CSR activities in 20 German companies, it is concluded that sustainability can only be achieved when the firm owns a leader that changes the firm into a sustainable and socially responsible organization (Szekely and Knirsh, 2005; cited in Ramasamy et al, 2007, p.32). Besides, Swanson (1995) emphasizes chief executives’ important role in companies’ corporate social performance. The success of socially responsible policies and programs implemented by employees is significantly affected by leaders’ morality. 
In summary,

the nature of leaders’ responsibility and effective tools they can use to achieve CSR make them suitable to improve CSR as well as environmental sustainability. A leader ought to be identified as a person who is responsible to design a society that is educated, environmentally friendly, safe, and economically sustainable (Giampalmi, 2004).What is more, corporate leaders should not only meet legal requirements and individual responsibilities, but also be accountable for their corporations’ influence on society (Henderson et al, 2009).

It seems that the PR department is not suitable to take responsibility for making business sustainable. As mentioned in “the role of the PR department” sector, the PR department mainly assists leaders to make strategic decisions or policies and implement these programs. When it comes to environmental management in which environmental policies and environmental reporting are involved, undesirable results are detected. 
The environmental policy is formed to tell the public that the company is committed to making environmental improvements. It builds a group of actions for the firm to implement and makes promises to stakeholders. Ketola suggests these policies may only show companies’ concerns at the time they are established, and the following daily environmental management may not be supported. Furthermore, environmental policies may only be used as marketing tools and companies can avoid responsibilities by using “get-out” clauses (Saha and Darnton, 2005). According to a survey conducted by Saha and Darnton (2005), a majority of companies have implemented their environmental management system, and 

they have registered with ISO 14001 or Eco-Management Audit Scheme (EMAS). Nevertheless, having these standards does not mean that the company is environmentally friendly. It can only be stated that these companies are willing to achieve sustainability gradually. During the period of making such continuous improvements, the total negative environmental influences these companies make may far exceed their efforts to protect the environment. Even though eleven of thirteen companies in this research have formed environmental policies, with personnel answering for the implementation in some cases, it does not mean that these companies bend themselves to sustainability principles.   
Where environmental reporting is concerned, companies send a message to the public that leaders take a serious attitude towards environmental sustainability. However, leaders do not write these reports as they are at the macro level. The PR department usually provides such reports to leaders as well as the public. On account of it being a voluntary exercise to produce environmental reports in standard formats, firms can publish reports as they like. Moreover, they can exclude negative information and focus on the positive side. What is worse, the data generated by some companies may be inaccurate and unquantifiable (Collier, 1995). Saha and Darnton (2005) also suggest that quantitative goals are not always clearly given. Thus, although companies are doing sustainable activities, they may not be able to produce desirable outcomes. 
In short, the PR department’s poor performance in implementing environmental policies and reports makes it inappropriate to lead 

environmental sustainability in the business. 

It is indicated that governments and corporate leaders should cooperate to take responsibility for making business environmentally sustainable (Bell, 2002). As it is becoming increasingly difficult for the government alone to meet the requirements of sustainability, it is suggested that government should collaborate with all social sectors including the business sector, to achieve the goal. Business leaders lead the business sector. Therefore, the collaboration between governments and corporate leaders is beneficial to the overall achievement of environmental sustainability. The Environics 2001 Globe Scan research of sustainable development experts also support the view, with 35% (the highest percentage) claiming that the business sector should lead the fulfillment of sustainability and 24% (the third highest percentage) leaning towards government (Bell, 2002). In addition, the formation of the Stewardship Action Council (SAC) assists the pre-mentioned idea. SAC is the organization where multiple stakeholders are involved to achieve sustainability, including governments, companies, and non-government institutions. It is believed that this collaboration contributes to the solution of sustainability related problems (PR Newswire, 2011).

Conclusion
To sum up, governments and corporate leaders need to collaborate in taking responsibility for making business sustainable. The governments’ role is to make policies and strategies and cooperate with various social sectors in order to establish a proper environment for business development. What is more, its importance in making strategies 

and market for environmental sustainability, setting examples in purchasing policies, green fiscal authority building and eco-verification achievement, makes government suitable for taking leadership in sustainability building. When it comes to corporate leaders, their role is to incorporate environmental sustainability into strategic visions and daily operations and spread the concept both internally and externally. Their natural requirement to achieve CSR makes them appropriate for taking responsibility. The PR department’s role in achieving environmental sustainability tends to be secondary and functional. However, the discovered undesirable results in implementing environmental policies and producing environmental reports oppose its accountability in environmental sustainability in the business. Finally, it should be noticed that the conclusion is limited to environmental sustainability instead of the full meaning of sustainability in business. 
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