
 

 

 

Thèse délivrée par 

+ɀ4NIVERSITE DE LILLE  

LUMEN  ɬ Lille University ManagemENt  

 

 

THÈSE 
!42(-$22$2ɀɯ, 1*$3(-&ɯ/1 "3("$2ɯ%.1ɯ#1(5(-&ɯ2423 (- !+$ɯ

BEHAVIOR CHANGES AMONG CONSUMERS  

 

PARTICIPATION DES ENTREPRISES AU MARKETING  POUR CONDUIRE DES 

CHANGEMENTS DURABLES DE COMPORTEMENTS DES CONSOMMATEURS 

POUR L'ENVIRONNEMENT  

POUR OBTENIR LE GRADE DE DOCTEUR EN SCIENCES DE GESTION  

Présentée et soutenue publiquement par 

NGOC UYEN CONG NGUYEN  

Le 18 décembre 2025 

JURY 

DOMINIQUE  CRIÉ ɬ Di recteur de thèse 

Professeur des universités, Université de Lille ɬ IAE School of Management (France) 

NADIA  STEILS ɬ Co-directrice de thèse 

Professeure associée, Université de Liège ɬ HEC Liège (Belgique) 

BEN LOWE  ɬ Co-directeur de thèse 

Professeur de marketing, University of Kent ɬ Kent Business School (Royaume-Uni)  

INGRID  PONCIN  ɬ Présidente du jury  & Rapporteur  

Professeure des universités, Université catholique de Louvain ɬ Louvain School of 

Management (Belgique) 

JEAN -FRANÇOIS  LEMOINE  ɬ Rapporteur  

Professeur des universités, Université Paris 1 Panthéon-Sorbonne ɬ ESSCA School of 

Management (France) 

KARINE  GALLOPEL -MORVAN  ɬ Examinateur 

Professeure des universités, École des hautes études en santé publique (France) 

KRISTOF COUSSEMENT  ɬ Examinateur 

Professeur des universités, IÉSEG School of Management (France)



 

 

 

 

!42(-$22$2ɀɯ, 1*$3(-&ɯ

(-3$15$-3(.-2ɯ%.1ɯ#1(5(-&ɯ

2423 (- !+$ɯ!$' 5(.1ɯ

"' -&$2ɯ ,.-&ɯ".-24,$12 
  



 

ACKNOWLEDGEMENT  

This dissertation is a family effort. My deepest gratitude goes to my husband, Van 

Duong DINH, who kept our home steady while I worked ɭstaying up with me, lifting 

my spirits, cooking warm meals, and caring for  our dear animals. Their quiet presence 

made perseverance possible. I love you very much, Leo, Meo, Neo, Donnie, Goldie, 

Pippin, Ga Bongs! Without you, these pages would not exist. 

I am profoundly grateful to Professor Dominique Crié, who helped me find and 

secure funding  for this huge project , gifted me the freedom to explore, and provided me 

with steady guidance. His kindness and generosity sharpened the manuscript, and his 

invitations to conferences opened my mind to knowledge I never knew about before . 

I want to send my w armest thanks to Professor Nadia Steils for her swift 

responses, meticulous revisions, and gentle encouragement whenever momentum 

faltered. Learning from  her became my source of confidence and clarity; her 

companionship at conferences and conversations about what comes next are invaluable  

to me. 

To Professor Ben Lowe I owe more than thanks: his rigorously pragmatic advice 

and line-by-line, surgical commentary did not merely refine these chapters; they rescued 

the argument from early vagueness and gave the work its spine. 

I am deeply honored to thank the other jury members for their time, care, and 

academic rigor: Professor Jean-François Lemoine (University Paris 1 Panthéon-

Sorbonne), Professor Ingrid Poncin (University Catholic of Louvain), Professor Kristof 

Coussement (IESEG School of Management), and Professor Karine Gallopel-Morvan 

(School for Advanced Studies in Public Health ɬ EHESP). Their close reading, questions, 

and suggestions strengthened the theoretical positioning, clarified the methods and 

analyses, and improved the implications of this work. I am grateful for the seriousness 

with which they approached the evaluation and for the kindness they extended 

throughout the process. 

My appreciation extends to the LUMEN laboratory  and the SJPG Doctoral School 

for practical supportɭconference registrations, travel, and fundingɭand for an 

intellectual community that helped doctoral students grow through seminars, resources, 

and generous exchange. I gratefully acknowledge the University of Lille and associated 

funders for the scholarship that made this PhD possible. 

I also thank France for giving me  the exceptional conditions to learn and grow and 

for her beautiful spirit that sustains research and learning. 

To my family in Vietnam, thank you for steadfast encouragement across distance 

and time zones and for listening to the long stories that travel with this work.  

Many others contributedɭpeers, reviewers, and participants whose questions and 

voices shaped the study. Any merit belongs to them; any errors are mine.  

May all who stood beside this project be forever blessed with health, peace, and 

happiness.



 

 

CONTENT  

1 CHAPTER 1: INTRODUCTION  ............................................................................... 1 

1.1 Overview of the Research Problem ................................................................................. 1 

1.2 Sustainability Marketing and Consumer Behavior  ....................................................... 3 

1.2.1 Consumption  ................................................................................................................................ 3 
1.2.2 Sustainability  ................................................................................................................................ 4 
1.2.3 Sustainable Consumption ........................................................................................................... 5 

1.3 Challenges for Sustainable Consumption ...................................................................... 6 

1.3.1 Attitude -Behavior Gap ................................................................................................................ 6 
1.3.2 Green Products or Greenwashing .............................................................................................. 8 
1.3.3 Unclear Roles .............................................................................................................................. 10 

1.4 Notable Marketing Theories and Frameworks  ............................................................ 12 

1.4.1 Marketing and Sustainability ɬ For or Versus........................................................................ 13 
1.4.2 Transformative Marketing  ........................................................................................................ 15 
1.4.3 Market Education  ....................................................................................................................... 16 
1.4.4 Market Intervention  ................................................................................................................... 18 
1.4.5 Social Marketing ......................................................................................................................... 19 
1.4.6 Theoretical Frameworks ............................................................................................................ 21 

1.5 Gaps in the Literature ...................................................................................................... 22 

1.6 Research Objectives and Questions ............................................................................... 24 

1.7 Outline of the Dissertation Structure  ............................................................................ 27 

2 CHAPTER 2: SYSTEMATIC LITERATURE REVIEW (PROJECT 1)  ............... 31 

2.1 Methodology  ..................................................................................................................... 31 

2.1.1 On Systematic Literature Review ............................................................................................ 31 
2.1.2 Why SLR? .................................................................................................................................... 36 
2.1.3 Protocol (PRISMA-P) ................................................................................................................. 39 
2.1.4 Search Design (PRISMA-S) ....................................................................................................... 40 
2.1.5 Database Search Results ............................................................................................................ 43 
2.1.6 Handsearching ........................................................................................................................... 45 
2.1.7 Snowballing of Selected Articles .............................................................................................. 46 

2.2 Results ................................................................................................................................ 47 

2.2.1 Included Articles in The Final Analysis  .................................................................................. 49 
2.2.2 Mapping of Included Literature  ............................................................................................... 52 
2.2.3 Critical Appraisal of Included Articles  ................................................................................... 67 
2.2.4 Critical Analysis of Included Articles  ..................................................................................... 74 
2.2.5 Thematic Analysis of Included Articles  .................................................................................. 79 
2.2.6 Key Insights from this SLR ..................................................................................................... 114 

2.3 Discussions and Conclusions ....................................................................................... 120 

2.3.1 Theoretical Contributions and Implications  ......................................................................... 120 
2.3.2 Managerial Contributions and Implications  ........................................................................ 140 



 

3 "' /3$1ɯƗȯɯ!42(-$22$2ɀɯ/$12/$"3(5$ɯɬ CASE STUDY ANALYSIS OF 

SUSTAINABLE MARKETING CAMPAIGNS (PROJECT 2)  ........................................ 145 

3.1 Methodology  ................................................................................................................... 146 

3.1.1 Web Scraping ............................................................................................................................ 149 
3.1.2 Exploratory Qualitative Analysis  .......................................................................................... 162 
3.1.3 NLP Analysis  ............................................................................................................................ 164 

3.2 Results .............................................................................................................................. 179 

3.2.1 Web Scraping ............................................................................................................................ 179 
3.2.2 Exploratory  Qualitative Analys is .......................................................................................... 180 
3.2.3 NLP Analysis  ............................................................................................................................ 186 

3.3 Discussions & Conclusion ............................................................................................. 248 

3.3.1 Addressing the Research Questions ...................................................................................... 250 
3.3.2 Theoretical Implications and Contributions  ......................................................................... 256 
3.3.3 Managerial Contributions and Implications  ........................................................................ 263 

4 "' /3$1ɯƘȯɯ".-24,$12ɀɯ/$12/$"3(5$ɯɬ CONSUMER PERCEPTION 

OF SUSTAINABILITY MARKETING (PROJECT 3)  ...................................................... 267 

4.1 Overall Mixed Method Methodology  ......................................................................... 269 

4.1.1 Design, Sampling, and Ethics ................................................................................................. 269 
4.1.2 Stimulus Selection .................................................................................................................... 273 
4.1.3 Measures and Instrument ....................................................................................................... 274 
4.1.4 Manipulation Check  ................................................................................................................ 275 

4.2 Results .............................................................................................................................. 276 

4.2.1 Exploratory Quantitative Analysis  ........................................................................................ 276 
4.2.2 Qualitative Analysis of Consumer Responses ..................................................................... 308 

4.3 Discussions ...................................................................................................................... 347 

4.3.1 Addressing The Research Questions ..................................................................................... 347 
4.3.2 Theoretical Contributions and Implications  ......................................................................... 351 
4.3.3 Managerial Contributions and Implications  ........................................................................ 353 

5 CHAPTER 5: DISCUSSION AND CONCLUSION  .......................................... 357 

5.1 Key Insights .................................................................................................................... 358 

5.1.1 A Layered Architecture of Change Coordinated across Levels ......................................... 358 
5.1.2 Transformative Marketing as Market Architecture Rather than Message Alone  ........... 359 
5.1.3 Social Norms and Identity As Meso -Level Drivers  ............................................................. 360 
5.1.4 Nudging And The Reduction Of Friction  ............................................................................. 360 
5.1.5 Responsibility Framing That Avoids Over -Privatization  ................................................... 361 
5.1.6 Emotion As a Proximal Mediator of Adoption  .................................................................... 362 
5.1.7 Co-Creation and Co-Design as Capability and Legitimacy Building  ............................... 362 
5.1.8 Personalization, Literacy, and Market Education as Enablers ........................................... 363 
5.1.9 Addressing the Intention ɬBehavior Gap and Social Desirability ...................................... 363 
5.1.10 Underused but Pivotal Levers and The Opportunity for Integration ............................... 364 

5.2 Theoretical Contributions and Implications  .............................................................. 364 

5.2.1 An Integrated TMSMɬCD framework  .................................................................................. 364 



 

5.2.2 Emotion as a Proximal Mediator in Marketing Design  ...................................................... 365 
5.2.3 Reframing Nudging Through Affective Consonance and Normative Embedding  ........ 366 
5.2.4 Methodological Contributions and Limits  ........................................................................... 366 

5.3 Managerial Contributions and Implications  .............................................................. 367 

5.3.1 A Portfolio Strategy That Integrates Market Design, Norms, Nudges, And Co -Design367 
5.3.2 Stage-of-change Segmentation and Up-, Mid -, and Downstream Orchestration  ........... 367 
5.3.3 Message Architecture and the TrustɬJoy Configuration with Feasible Next Steps ........ 368 
5.3.4 Responsibility and Legitimacy Through Shared Agency  ................................................... 368 
5.3.5 Co-Design and Crowdsourcing to Surface Local Constraints and Build Ownership  .... 369 
5.3.6 Measurement and Governance For Durable Outcomes ..................................................... 369 

5.4 Limitations and Future Research Directions .............................................................. 370 

5.4.1 Limitations  ................................................................................................................................ 370 
5.4.2 Directions for Future Research ............................................................................................... 373 

6 BIBLIOGRAPHY  ...................................................................................................... 377 

7 LIST OF TABLES  ..................................................................................................... 407 

8 LIST OF FIGURES  ................................................................................................... 411 

9 APPENDICES  ........................................................................................................... 421 

9.1 Excluded literature ɬ Landscape and procedure ....................................................... 421 

9.1.1 Consumer psychographics (E2 ɬ 1 Psychographics) ........................................................... 425 
9.1.2 Demarketing (E2 ɬ 2 Demarketing) ....................................................................................... 430 
9.1.3 For other stakeholders (E2 ɬ 3 Other stakeholders)............................................................. 434 
9.1.4 Purchase of green (E2 ɬ 4 Purchase of green) ....................................................................... 438 
9.1.5 No intervention (E2 ɬ 5 No Intervention)  ............................................................................. 444 
9.1.6 Non-marketing (E2 ɬ 6 Non-marketing)  ............................................................................... 450 
9.1.7 Research agenda (E2 ɬ 7 Research agenda) .......................................................................... 454 
9.1.8 Out of scope (E2 - Out of scope) ............................................................................................. 457 

9.2 Marketing Actions for Pro -environmental Behavior Change among Consumers 

from Included Articles  ...................................................................................................................... 462 

9.3 Web Scraping codes ....................................................................................................... 469 

9.3.1 Awards Sites ............................................................................................................................. 469 
9.3.2 PDF files .................................................................................................................................... 479 
9.3.3 Images ........................................................................................................................................ 481 
9.3.4 Videos Transcriptions  .............................................................................................................. 482 

9.4 Scraped Awards Winning Campaigns  ........................................................................ 491 

9.5 NLP Analysis  .................................................................................................................. 496 

9.5.1 NLP Analysis of Winning Marketing campaigns for behavior change  ............................ 496 
9.5.2 Logging deleted n-grams ........................................................................................................ 533 

9.6 Selected Campaigns and URLs .................................................................................... 535 

9.7 List of Questions for Respondents ............................................................................... 536 

9.8 "ÖÕÚÜÔÌÙÚɀɯ&ÌÕÌÙÈÓɯ.×ÌÕɯ1ÌÚ×ÖÕÚÌÚ ........................................................................ 539 



 

9.8.1 6ÏÈÛɯËÖÌÚɯɁÚÜÚÛÈÐÕÈÉÐÓÐÛàɂɯÔÌÈÕɯÛÖɯàÖÜɯÐÕɯÌÝÌÙàËÈàɯÓÐÍÌȳ ................................................ 539 
9.8.2 Who should be most responsible for sustainability? Why?  ............................................... 540 
9.8.3 Which campaign stands out to you, and why?  .................................................................... 542 
9.8.4 Which campaign would most likely change something you do? Why?  .......................... 543 
9.8.5 What do you think about businesses making marketing campaigns to promote pro -

environmental behaviors? ............................................................................................................................ 544 
9.8.6 What do you think businesses can do to make you adopt a pro-environmental behavior 

(e.g., recycle waste, etc.) or change an existing behavior to be pro-environmental?  ............................ 546 

10 Full Table of Contents  ............................................................................................. 548 



1 

1 CHAPTER 1: INTRODUCTION  

1.1 OVERVIEW OF THE RESEARCH PROBLEM 

The COVID-19 pandemic has caused a global health, economic, and social crisis 

(Selby & Kagawa, 2020; Webster et al., 2020). In response, public authorities have 

implemented measures such as mask wearing, social distancing, and hand disinfections, 

drastically altering people's way of life. These restrictions, experienced cumulatively 

during the pandemic, have led consumers to recognize the beneficial effects of collective 

citizen mobilization and behavior change  (Fishbein & Ajzen, 2011; Selby & Kagawa, 

2020). Consumers have become more open to adopting behaviors and making habit 

changes that can mitigate the detrimental effects of not only the COVID crisis, but other 

crises as well, such as the ecological crisis (Ohman, 2017; Van Der Linden, 2017). Indeed, 

some authors have referred to the pandemic as a "large-scale, unintentional, but 

enlightening experimentɂɯ(Webster et al., 2020).  

This crisis has acted as a catalyst for many societal changes, such as remote work, 

e-commerce, telemedicine, and e-learning  (Andreassen et al., 2021; Steils et al., 2019). 

Moreover, it has heightened consumers' awareness and concern about other pressing 

global issues, including climate change, whose detrimental effects are observed in 

various domains of the earth ɬ weather, oceans, animals, crops, and more (Gade & Payne, 

2018; Gooseff et al., 2017; Huang et al., 2017; Liliane & Charles, 2020). Accordingly, other 

existing behavioral patterns, one of which consumption, are also being re-evaluated.  
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Governmental agencies and public organizations have initiated and implemented 

measures to counter damaging effects of certain consumption behaviors. For example, 

the United Nations have developed the Sustainable Development Agenda 2030 (SDG 12) 

to promote sustainable consumption and enhance the quality of life for all through the 

principle of "doing more and better with less"  (United Nations Development Program, 

2015). What about private, for -×ÙÖÍÐÛɯÉÙÈÕËÚɀɯɬ can their marketers influence consumers 

in such a way that the latter are more engaged in pro-environmental behaviors to help 

tackle the climate challenges? Is that even possible?  

From a managerial perspective, understanding a company's role in educating 

markets and guiding behavioral changes towards sustainable consumption is crucial 

(White et al., 2019). Previous research has shown that firms' corporate social 

responsibility (CSR) initiatives influence changes in consumers' attitudes and behaviors 

(Becker-Olsen et al., 2006), highlighting the central role companies should play in market 

education to trigger and sustain socially and ecologically beneficial behaviors  (Jefkins, 

1991). John Elkington (1998) further emphasizes that the success of businesses is now 

measured by the Triple Bottom Line (TBL) ɬ economic, social, and environmental factors. 

Could their marketing activities play a role in not only their success, but also in shifting 

ÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐors for the better?  
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This research, therefore, aims to investigate the courses of actions marketers from 

×ÙÐÝÈÛÌɯÌÕÛÐÛÐÌÚɯÊÈÕɯÛÈÒÌɯÛÖɯÊÏÈÕÎÌɯÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙɯÛÖÞÈÙËÚɯÚÜÚÛÈÐÕÈÉÐÓÐÛàɯÞÐÛÏÐÕɯÛÏÌɯ

realm of marketing.   

1.2 SUSTAINABILITY MARKETING AND CONSUMER BEHAVIOR  

1.2.1 CONSUMPTION  

The concept of consumption is a fundamental aspect of marketing and plays a 

significant role in understanding the dynamics of modern societies. Consumption is 

understood as the utilization of both durable and non -durable products and services in 

both the public and private realms to satisfy the needs and wants of individuals and 

households (Christiano, 1987; Evans, 2019). It encompasses various domains, such as 

food, clothing, transportation, and involves various stages, including acquisition, usage, 

and disposal (Geiger et al., 2018). Irrespective of one's perspective, every individual is a 

consumer (Pinto, 1990; Silva Cruz and Katz-Gerro, 2016).  

According to Veblen  (2005), consumption is not solely driven by utility 

maximization but also social status and conspicuous display. Baudrillard  (1998, 2012) 

argues that consumption has transformed into a form of simulation and spectacle, where 

individuals consume not only for practical purposes but also for symbolic and identity -

related reasons. Consumption provides valuable insights into how individuals and 

societies allocate resources, make choices, and participate in economic and social 

activities. Furthermore, it sheds light on the intricate relationship between individuals, 
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products, culture, and the market, highlighting the multidimensional nature of 

consumption and its broader implications for society.  

1.2.2 SUSTAINABILITY  

The notion of "sustainability" has become a key concept in various academic 

disciplines and societal discussions, reflecting the increasing recognition of the urgent 

need for environmental and social responsibility. In general, sustainability refers to the  

capacity to meet the needs of the present generation without compromising the ability of 

future generations to meet their own needs (Holdgate, 1987). It emphasizes the 

integration of economic development, social equity, and environmental protection, 

aiming to achieve long-term well -being and balance across economic, social, and 

ecological systems (Rockström et al., 2009). For businesses, Savitz (2013) sees it as "the art 

of doing business in an interdependent world," encompassing actions that cause minimal 

harm to the environment while enriching it. For consumers, it often means living better, 

consuming less, and reducing their impact on the natural environment  (Jackson, 2009). 

As such, sustainability encompasses a range of domains, including energy, 

transportation, agriculture, consumption, and waste management, entailing a transition 

from a linear, resource-depleting model to a circular economy that promotes resource 

efficiency, renewable energy sources, and sustainable consumption patterns 

(Geissdoerfer et al., 2017). Sustainability has gained prominence as societies grapple with 

the challenges posed by climate change, biodiversity loss, social inequality, and resource 
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depletion, highlighting the need for systemic changes and collective action to foster a 

more sustainable future.  

1.2.3 SUSTAINABLE CONSUMPTION  

Sustainable consumption, a concept focused on environmentally and socially 

responsible consumer practices, addresses various dimensions and strategies aimed at 

minimizing harm to the natural environment and conserving natural resources  (White et 

al., 2019). It emphasizes the adoption of behaviors that generate economic, social, and 

environmental benefits  (Chernev & Blair, 2015; Savitz, 2013; White et al., 2019)  

Consumers can engage in sustainable consumption practices by undertaking 

deliberate actions across all domains and stages of consumption. For example, they can 

intentionally downsize or simplify their initial consumption patterns, prioritizing quality 

over quantity  (Leonard-Barton, 1981; McDonald et al., 2006; Sattari et al., 2018), choosing 

products and services with eco-friendly characteristics, and reconsidering their 

procurement and disposal procedures ȹ+ÜÊÏÚɯȫɯ,ÖÖÙÈËÐÈÕȮɯƖƔƕƖȰɯ/ÐÊÒÌÛÛɪ!ÈÒÌÙɯȫɯ.áÈÒÐȮɯ

2008). Additionally, they can consciously economize resources such as electricity and 

water during usage  (Lin & Chang, 2012; White et al., 2014). At the end of product life 

cycle, consumers can recycle, reuse, and separate their wastes (White & Simpson, 2013). 

Alternatively, the "sharing economy", where consumers are encouraged to shift from 

ownership to accessing certain products and services, exemplified by car sharing and 

streaming platforms, could be considered. 
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In this dissertation, we reuse the interpretation of Kollmuss and Agyeman  (2002) 

concerning sustainable, or pro-environmental behaviors, which maintains that these are 

ÛÏÌɯÉÌÏÈÝÐÖÙÚɯÛÏÈÛɯɁÊÖÕÚÊÐÖÜÚÓàɯÚÌÌÒɯÛÖɯÔÐÕÐÔÐáÌɯÛÏÌɯÕÌÎÈÛÐÝÌɯÐÔ×ÈÊÛɯÖÍɯÖÕÌɀÚɯÈÊÛÐÖÕÚɯÖÕɯ

the natural and built worlds (e.g., minimize resource and energy consumption, u se of 

non-ÛÖßÐÊɯÚÜÉÚÛÈÕÊÌÚȮɯÙÌËÜÊÌɯÞÈÚÛÌɯ×ÙÖËÜÊÛÐÖÕȺɂȭ 

1.3 CHALLENGES FOR SUSTAINABLE CONSUMPTION  

1.3.1 ATTITUDE -BEHAVIOR GAP 

The paradox of consumers expressing positive attitudes towards sustainable 

consumption while exhibiting non -coherent behavior has become a critical concern in 

marketing and sustainability literature. Survey reveals that a considerable proportion of 

the market, approximately 66%, or 73% of millennials, are willing to pay higher prices for 

sustainable products, signaling a clear demand for greener choices (Gershoff & Frels, 

2015; McKinsey Insights, 2023). Despite this apparent approval of environmentally 

friendly behaviors  (Trudel & Cotte, 2009), consumers frequently fail to translate their 

positive attitudes into consistent sustainable choices (Auger & Devinney, 2007; 

Gatersleben et al., 2002; Kollmuss & Agyeman, 2002; Young et al., 2010). This discrepancy 

between consumers stated intentions and actual actions is often referred to as the 

"attitude -behavior gap"(Carrington et al., 2014; Echegaray & Hansstein, 2017; Katsikeas 

et al., 2016). 
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Several factors contribute to the existence of this attitude-behavior gap. On the one 

hand, consumers are often driven by immediate personal benefits rather than considering 

longer-term implications for others and the environment  (Fischer et al., 2021). 

Sustainability necessitates a shift in mindset from self-interest to collective well -being, 

which poses challenges for businesses and policymakers seeking to promote green 

consumption. On the other hand, the complexity of sustainable behavior change requires 

comprehensive understanding from a sociocultural perspective, acknowledging that 

individual consumption choices are influenced not only by personal attitudes but also by 

broader societal norms and practices (Sahakian & Wilhite, 2014; Shove, 2003). As such, 

bridging the attitude -behavior gap would require changing the sociocultural landscape, 

which is not always straightforward.   

Scholars have recognized the need to address this attitude-behavior gap 

(Echegaray & Hansstein, 2017; Moraes et al., 2012). Such studies have explored the role 

of values, norms, green certification, cognitive biases, and social contexts in shaping 

sustainable consumption patterns (Auger & Devinney, 2007; Chi et al., 2022; Gatersleben 

et al., 2002; Hill et al., 2015). Scholars have also emphasized the importance of considering 

the broader societal and cultural contexts in which consumption takes place. Prominent 

concepts such as the New Consumption Communities highlight the role of collective 

action and shared values in driving sustainable consumer behavior  (Moraes et al., 2012) 
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by common sustainability goals and sustainability practices that challenge the status quo 

(Sahakian & Wilhite, 2014).  

1.3.2 GREEN PRODUCTS OR GREENWASHING  

3ÏÌÙÌɯ ÌßÐÚÛÚɯ Èɯ ÎÙÌàɯ ÈÙÌÈɯ ÕÈÔÌËɯ ÎÙÌÌÕÞÈÚÏÐÕÎȮɯ ÖÙɯ ɁÈÕɯ ÜÔÉÙÌÓÓÈɯ ÛÌÙÔɯ ÛÏÈÛɯ

ÌÕÊÖÔ×ÈÚÚÌÚɯÈɯÝÈÙÐÌÛàɯÖÍɯÚ×ÌÊÐÍÐÊɯÍÖÙÔÚɯÖÍɯÔÐÚÓÌÈËÐÕÎɯÌÕÝÐÙÖÕÔÌÕÛÈÓɯÊÖÔÔÜÕÐÊÈÛÐÖÕɂɯ

(Lyon & Montgomery, 2015)ȭɯ,ÖÙÌɯ×ÙÌÊÐÚÌÓàȮɯɁÎÙÌÌÕÞÈÚÏÐÕÎɯÐÚɯÛÏÌɯÈÊÛɯÖÍɯÔÐÚÓÌÈËÐÕÎɯ

consumers regarding the environmental practices of a company (firm -level 

greenwashing) or the environmental benefits of a product or service (product -level 

ÎÙÌÌÕÞÈÚÏÐÕÎȺɂ (Delmas & Burbano, 2011, p. 66).  

3ÏÌɯÛÌÙÔɯɁÎÙÌÌÕÞÈÚÏÐÕÎɂɯÖÙÐÎÐÕÈÛÌËɯÐÕɯÛÏÌɯƕƝƜƔÚɯÛÖɯËÌÚÊÙÐÉÌɯÊÖÔ×ÈÕÐÌÚɯÛÏÈÛɯÔÈËÌɯ

exaggerated or false claims about the environmental benefits of their products or services. 

It was first used by the environmental activist Jay Westerveld in an essay he wrote about 

the hotel industry's practice of asking guests to reuse towels to save water and energy 

(Orange, 2010; Philip, 2014). Westerveld noted that while this practice was a positive step, 

it makes hotels appear environmentally friendly without making significant changes to 

ÛÏÌÐÙɯÖ×ÌÙÈÛÐÖÕÚȮɯÈÓÓɯÞÏÐÓÌɯÐÕÊÙÌÈÚÐÕÎɯÛÏÌÐÙɯÙÌÝÌÕÜÌÚɯÐÕɯÚÈÊÙÐÍÐÊÐÕÎɯÎÜÌÚÛÚɀɯÐÕÛÌÙÌÚÛȭɯ'Ìɯ

ÊÖÐÕÌËɯÛÏÌɯÛÌÙÔɯɁÎÙÌÌÕÞÈÚÏÐÕÎɂɯÛÖɯËÌÚÊÙÐÉÌɯÛÏÐÚɯÛÈÊÛÐÊɯÈÕËɯÖÛÏÌÙɯÚÐÔÐÓÈÙɯÌÍÍÖÙÛÚɯby 

companies to create an environmentally responsible image without deeply committing  

to sustainability. Since then, the term has expanded to encompass a wide range of 



9 

misleading or false environmental claims made by companies in their marketing and 

advertising efforts to  improve  their financial performance.   

Greenwashing can occur at various levels, such as product level , corporate level, 

and retailer level. Corporate level greenwashing arises when companies make 

exaggerated statements about their sustainability practices without evidence, such as 

ÊÓÈÐÔÐÕÎɯÛÏÌÐÙɯÉÜÚÐÕÌÚÚÌÚɯÛÖɯÉÌɯɁÊÈÙÉÖÕɯÕÌÜÛÙÈÓɂɯÖÙɯÏÈÝÌɯɁáÌÙÖɯÞÈÚÛÌȭɂ Retailer level 

greenwashing develops when retailers provide inaccurate information on sustainable 

production processes used by their manufacturers when producing goods or services. 

Finally, product -level greenwashing, as defined by Zhang (2022), involves deceitfully 

promoting a specific product's environmental sustainability, be it about the product's eco -

friendly characteristics (materials, production processes, etc.) or overall environmental 

ÐÔ×ÈÊÛȮɯÚÜÊÏɯÈÚɯÛÏÌɯÝÈÎÜÌɯÛÌÙÔɯɁÕÈÛÜÙÈÓɂ (Orange, 2010). Among these levels, product-

level greenwashing tends to have the most significant impact on consumers. Studies have 

shown that consumers are more likely to classify a product as environmentally friendly 

while shopping when the product gives cues, potentially misleading, such as color and 

price that align with their expectations  (Ende et al., 2023).  

There are two sub-categories of product-level greenwashing, namely executional 

and claim-based (Zhang, 2022). Executional greenwashing misleads consumers through 

the visual presentation or packaging of the product, while claim -based greenwashing 

involves making unverified or untrue claims regarding the product's environmental 
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attributes or benefits. Both types of greenwashing share the common goal of duping 

consumers and creating a false perception of environmental responsibility associated 

with the purchase of these products. This type of greenwashing can lead consumers to 

believe that they are making environmentally conscious choices when the product may 

not meet the claimed environmental standards. Therefore, in this paper, it is important 

ÛÖɯËÐÚÛÐÕÎÜÐÚÏɯÛÏÌɯÕÖÛÐÖÕÚɯÖÍɯɁ×ÙÖ-ÌÕÝÐÙÖÕÔÌÕÛÈÓɯÉÌÏÈÝÐÖÙÚɂɯÈÕËɯÛÏÌɯɁ×ÜÙÊÏÈÚÌɯÖÍɯÎÙÌÌÕɯ

×ÙÖËÜÊÛÚȭɂɯ(ÛɯÐÚɯÐÕËÌÌËɯØÜÌÚÛÐÖÕÈÉÓÌɯÛÖɯÈÜÛÖÔÈÛÐÊÈÓÓàɯÌØÜÈÛÌɯÛÏÌɯ×ÜÙÊÏÈÚÌɯÖÍɯÊÌÙÛÈÐÕɯ

×ÙÖËÜÊÛÚɯ ÖÙɯ ÚÌÙÝÐÊÌÚɯ ÓÈÉÌÓÌËɯ ÈÚɯ ɁÎÙÌÌÕɂȮɯ ɁÌÊÖÓÖÎÐÊÈÓɂȮɯ ɁÚÜÚÛÈÐÕÈÉÓÌɂȮɯ Ɂ×ÙÖ-

ÌÕÝÐÙÖÕÔÌÕÛÈÓɂȮɯ ÌÛÊȭɯ ÞÐÛÏɯ ×ÙÖ-environmental/sustainable behaviors (Lyon & 

Montgomery, 2015). 

1.3.3 UNCLEAR ROLES 

On the one hand, traditional approaches to promoting sustainable consumption 

have focused on individual -level interventions such as providing consumers with 

information through labeling (Chi et al., 2022; Hale, 1996), educational initiatives, 

empowerment programs  (Apaolaza et al., 2018; Dennis et al., 2006; Dickinson et al., 2006; 

Hertwig & Grüne -Yanoff, 2017; McGregor, 2005; Mont & Dalhammar, 2005), and 

interventions based on behavioral science insights (e.g., biases, nudges, etc.) (Barker et 

al., 2021; Birnbacher & Thorseth, 2015; Hertwig & Grüne-Yanoff, 2017; Kalnikaite et al., 

2011; Lehner et al., 2016; Thaler & Sunstein, 2008). These approaches aim to influence 



11 

individual choices and behaviors by increasing awareness, knowledge, and motivation 

related to sustainability.   

On the other hand, a growing body of research supports the idea that consumption 

is not solely dependent on individual decision -making but is deeply embedded within 

broader social practices, spaces, and cultural norms (Sahakian & Wilhite, 2014; Shove, 

2003). Scholars who support social practice theory argue that consumption behaviors are 

influenced by social structures, institutions, and shared practices within society. Some 

ÈÜÛÏÖÙÚɯÏÈÝÌɯÊÖÐÕÌËɯÛÏÌɯÛÌÙÔÚɯɁÊÖÕÚÜÔÌÙɯÚÊÈ×ÌÎÖÈÛÐÚÔɂɯÛÖɯÈËËÙÌÚÚɯÛÏÌɯ×ÏÌÕÖÔÌÕÖÕɯ

where too much responsibility is placed on individual consumers, and that the sole 

reliance on green consumerism to treat sustainability issues is unrealistic (Akenji, 2014). 

In this perspective, understanding and modifying consumption patterns require a 

collective perspective that considers the larger "system of provision" (Spaargaren, 2003) 

or the interconnected "system of consumption and production"  (Bengtsson et al., 2018). 

Therefore, for this school of thought, it is crucial to view consumption as a product of 

societal structures, space, and culture, rather than solely an outcome of individual 

preferences (Spaargaren, 2003). 

Regardless of the answer to this question of whose responsibility, it is important 

to acknowledge that achieving true sustainability necessitates significant changes in 

consumption dynamics  (Fischer et al., 2021). Marketing, as part of the communication 

spectrum, thus plays a vital role in catalyzing these changes, either by questioning 
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existing practices or stimulating societal debate (Bengtsson et al., 2018; Wiedmann et al., 

2020). Effective marketing strategies, be it from non- or for -profit entities, could therefore 

challenge prevailing norms, values, and discourses related to consumption, thereby 

influencing both individual behaviors and societal structures.   

1.4 N OTABLE MARKETING THEORIES AND FRAMEWORKS  

It is thus worth questioning which role marketers, especially those from private 

entities, could play in this complex issue of behavioral change promotion among 

consumers.  

Conventionally, marketing is the process of (1) developing and distributing 

products and services to fulfill customer needs  (Laurent et al., 1994) and (2) obtaining and 

prompting buyers for a product or service  (Kotler & Levy, 1969). Traditional marketing 

approaches, as highlighted by Csikszentmihalyi  (2000), often emphasize stimulating 

consumption through persuasive techniques and creating a sense of constant desire for 

products or services. As a result, a consumer culture, where it is believed that happiness 

and satisfaction are achieved via the unending purchases of products and services, is 

created (Featherstone, 1990). 

While this traditional marketing approach tends towards the encouragement of 

seemingly endless consumption (Csikszentmihalyi, 2000; Peattie & Peattie, 2009; Swim et 

al., 2011; Wiedmann et al., 2020), environmental concerns highlight natural limits and 

underline a need for sustainability  (McDonough, 2002; Menon & Menon, 1997; Mont & 
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Heiskanen, 2015). Indeed, Kotler (2011) argues that these traditional marketing strategies 

tend to overlook ecological limits and fail to address the long -term sustainability 

challenges faced by society. Businesses and marketers, therefore, may no longer focus 

solely on driving sales and encouraging consumption when sustainable consumption is 

considered (Katsikeas et al., 2016).  

Sustainable consumption taken into consideration, other paradigms of marketing, 

such as ecological communication (Luhmann, 1989), sustainability communication 

(Godemann, 2011), sustainable marketing (Fuller, 1999), social marketing (Brennan et al., 

2014), or transformative marketing  (Kumar, 2018), have emerged to promote sustainable 

consumption via marketing  (Adomßent et al., 2014). However, primarily , are marketing 

and sustainability compatible at all?   

1.4.1 MARKETING AND SUSTAINABILITY ɬ FOR OR VERSUS 

Marketing plays a crucial role in shaping consumption patterns and influencing 

consumer behavior. First, marketing activities, such as advertising and promotion, create 

awareness and familiarity with products and brands, thereby increasing the likelihood o f 

consumption  (Kotler & Armstrong, 2008) . Effective marketing campaigns can generate a 

sense of desire, aspiration, and perceived need for certain products or services, 

influencing consumer preferences and driving consumption  (Belk, 2014).  

Marketing activities, regardless of their form ɬ commercial or not, all ultimately 

aim for behavior change (Brennan et al., 2014). While the change targeted by commercial 
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marketers could be an increase in consumption, that of social markets could be a decrease 

ÐÕɯÛÏÌɯÓÈÛÛÌÙȮɯÖÙɯÞÏÈÛÌÝÌÙɯÛÏÌàɯËÌÌÔɯÍÐÛȭɯ(ÙÙÌÚ×ÌÊÛÐÝÌɯÖÍɯÛÏÌɯÔÈÙÒÌÛÌÙÚɀɯÎÖÈÓÚȮɯÛÏÌɯÊÏÈÕÎÌɯ

could be achieved if it generates value for both the marketers and the consumers. This is 

also known as the rational economic model, which states that individuals make decisions 

based on rationality and the desire to maximize their interest. According to this model, 

individuals weigh the pros and cons, consider situational factor s, and select the best 

option or behavior for themselves at any given moment  (Brennan et al., 2014).  

Brennan et al. (2014) divides social marketing models into three different levels 

and their corresponding perspective: micro (individual), meso (organization/institution), 

and macro (society). Accordingly, they adapted the social-cultural ecological systems 

model originally de veloped by Bronfenbrenner  (1986). Businesses, as organizations, are 

of the meso level. In this level, organizations ɬ one of the immediate social environments 

of individuals, have a central role in creating and sustaining pro -environmental behavior 

change among consumers (Brennan et al., 2014). Some scholars even maintain that the 

effects of meso level entities on pro-environmental behaviors change are more profound 

than those of the micro or macro levels (Reid et al., 2010). Corporate social marketing 

(CSM), corporate social responsibility (CSR), and social marketing (SM) are exemplary of 

meso-level social marketing efforts. Consequently, it is hypothesized that businesses' 

marketing activities could and should influence con sumers' behavior, with consideration 
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for the rational economic model, to set marketing goals and design marketing strategies 

that make the desired behavior change so valuable that their consumers adopt them.  

1.4.2 TRANSFORMATIVE M ARKETING  

Among the novel paradigms addressing marketing and pro -environmental 

behaviors, transformative marketing provides the lens through which the question of 

changing consumer behaviors to be sustainable could be addressed.  

Bengtsson et al. (2018) argue that sustainable consumption requires transformative 

communication that goes beyond merely informing individuals about sustainable 

choices. It involves engaging in dialogs, encouraging critical reflection, and fostering 

collective action to challenge the dominant consumerist culture. Wiedmann et al  (2020) 

emphasizes the importance of communication campaigns that highlight the social and 

environmental consequences of consumption, promoting public awareness and fostering 

a sense of shared responsibility.  

Transformative marketing, as proposed by Kumar  (2018), goes beyond the 

traditional marketing focus on product promotion and consumer behavior change. It 

aims to actively facilitate positive societal transformations by addressing social, 

environmental, and economic challenges through marketing activities. In recognizing 

that the current problems faced by society require fundamental shifts in attitudes, values, 

and behavior, transformative marketing oversteps conventional marketing approaches 

by actively facilitating social, environmental, and economic transfor mations. It thus seeks 
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to inspire and empower individuals, communities, and organizations to make 

transformative changes that contribute to sustainable development .  

The key premise of transformative marketing is to create a sense of agency and 

encourage collective action. It involves engaging consumers as active participants in 

societal change, rather than passive recipients of marketing messages. Through education 

and engagement, transformative marketing aims to empower consumers to make 

informed choices, drive demand for sustainable products and services, and influence 

broader societal change (Adomßent et al., 2014). In the end, transformative marketing can 

generate a ripple effect that extends beyond the immediate impact of marketing 

campaigns, leading to long-term transformative outcomes.  

The implementation of transformative marketing is based on collaboration  and 

partnerships among various stakeholders, including businesses, governments, NGOs, 

educational institutions, and consumers. These partnerships enable the co-creation of 

marketing initiatives that align sustainability goals and leverage collective resources. 

3ÏÌÙÌÍÖÙÌȮɯÛÙÈÕÚÍÖÙÔÈÛÐÝÌɯÔÈÙÒÌÛÐÕÎɯ×ÓÈàÚɯÈɯÝÐÛÈÓɯÙÖÓÌɯÐÕɯÊÏÈÕÎÐÕÎɯÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÚȭ  

1.4.3 MARKET EDUCATION  

 ÔÖÕÎɯÌßÐÚÛÐÕÎɯÔÈÙÒÌÛÐÕÎɯ×ÙÈÊÛÐÊÌÚɯÛÏÈÛɯÐÕÝÖÓÝÌɯÊÖÕÚÜÔÌÙÚɀɯÚÜÚÛÈÐÕÈÉÓÌɯÉÌÏÈÝÐÖÙɯ

change, consumer education plays a pivotal role. Originally, market education entails 

communicating with consumers about products and services (e.g., preparing the new 

launches, accelerating the growth of existing products/services, postponing their decline) 
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(Jefkins, 2012; Varey, 2002). In essence, the idea of market education is the more 

consumers know about what is being sold to them, the more likely they are to respond to 

marketing messages (Varey, 2002). 

Ɂ+ÌÈÙÕÐÕÎɂɯÐÕɯÛÏÐÚɯÙÌÈÓÔɯÖÍɯÔÈÙÒÌÛɯÌËÜÊÈÛÐÖÕȮɯÐÕÝÖÓÝÌÚɯÊÏÈÕÎÐÕÎɯÛÏÌɯÊÖÎÕÐÛÐÝÌɯ

ÊÖÕÕÌÊÛÐÖÕÚɯÐÕɯÈɯ×ÌÙÚÖÕɀÚɯÔÐÕËɯ(Varey, 2002)ȭɯ3ÏÌÙÌÍÖÙÌȮɯÛÏÐÚɯÛà×ÌɯÖÍɯɁÌËÜÊÈÛÐÖÕɂɯÊÈÕɯÉÌɯ

bidirectional. Corporation education is the opposite direction, where consumers, via the 

mechanisms market research and customer complaints, help the institutes to learn, or 

educate the marketers. In this article, we consider the former, where businesses, via their 

marketing practices, help consumers reform the mental linkages in their minds.   

Recently, the market education concept has evolved to providing consumers with 

the information, the knowledge, and the skills necessary to make informed choices in 

their purchasing and/or financial decisions  (Adomßent et al., 2014; Apaolaza et al., 2018; 

Bell & Eisingerich, 2007; Cordero et al., 2020; Hale, 1996; Hira, 2012; Jefkins, 1991; 

McGregor, 2005; Steils et al., 2019; Vermeir & Verbeke, 2006). Within the context of 

sustainability, market education equips consumers with the ability to critically evaluate 

product labels, certifications, and eco-friendly claims made by companies, enabling them 

to identify truly sustainable products  (Horne, 2009). It also empowers consumers to 

understand the lifecycle of products, encouraging them to opt for durable, recyclable, or 

biodegradable options (Kikuchi -Uehara et al., 2016). Ultimately, this novel paradigm of 

market education could foster among consumers a sense of responsibility and 
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accountability towards the environment, motivating them to take personal action 

towards sustainability  (Dangelico & Vocalelli, 2017). 

Effective market education initiatives can be delivered through various channels, 

including schools, community organizations, and digital platforms. Workshops, 

seminars, and educational campaigns can be organized to raise awareness about 

sustainable consumption  (Reisch et al., 2016). Educational materials, such as brochures, 

videos, and online resources, can be made accessible to consumers to enhance their 

understanding of sustainability issues and solutions  (Diamantopoulos et al., 2003). 

Collaborative efforts between governments, businesses, and NGOs could also help 

educate consumers and create a culture of sustainability (Steg & Vlek, 2009). These 

activities fit well into the landscape of transformative marketing. Therefore, market 

education, by raising awareness and providing education on sustainable choices, has 

been considered vital for driving behavioral change (Baum & Gross, 2017).  

1.4.4 MARKET INTERVENTION  

Another remarkable concept to acknowledge is marketing intervention. Marketing 

ÐÕÛÌÙÝÌÕÛÐÖÕɯÊÈÕɯÉÌɯÜÕËÌÙÚÛÖÖËɯÈÚɯÔÈÙÒÌÛÐÕÎɯÈÊÛÐÝÐÛÐÌÚɯÛÏÈÛɯɁÚÌÌÒɯÛÖɯÐÕÍÓÜÌÕÊÌɂɯÖÙɯɁÔÈÒÌɯ

ÊÏÈÕÎÌÚɯÛÖɂɯÊÖÕÚÜÔÌÙɯÉÌÏÈÝÐÖÙ (Varey, 2002, p. 87). Marketing intervention may, indeed, 

ÉÌɯÈɯ×ÈÙÛɯÖÍɯÈɯÔÈÙÒÌÛɯÌËÜÊÈÛÐÖÕȮɯÖÙɯÈÕɯɁÈÙÌÈɯÖÍɯÔÈÙÒÌÛÐÕÎɯÊÖÔÔÜÕÐÊÈÛÐÖÕÚɯÈÐÔÐÕÎɯÈÛɯ

creating a favorable marketing situation in advance of selling, distribution, advertising 

ÈÕËɯÚÈÓÌÚɯ×ÙÖÔÖÛÐÖÕɂ (Jefkins, 2012, p. 103) ÈÕËɯÈÕɯÌÍÍÖÙÛɯÛÖɯɁÈÊÊÌÓÌÙÈÛÌɯÛÏÌɯËÌÔÈÕËɯÍÖÙɯÈɯ
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×ÙÖËÜÊÛȮɯ×ÖÚÛ×ÖÕÐÕÎɯÐÛÚɯÔÈÛÜÙÐÛàɯÈÕËɯËÌÊÓÐÕÌɂ (Varey, 2002). These two comparable 

concepts differ , but in this paper, they are used interchangeably, as for both, there is often 

a planned, intentional, and strategic communication operation aiming at actively 

changing consumer behavior (e.g., a marketing campaign).  

Additionally, according to Varey  (2002, p. 87), marketing interventions can be 

educational or promotional. When marketing efforts involve identifying and discussing 

a problem, thus offering a public service, the marketing intervention can be considered 

educational. At other times, when the purpose of the intervention is to induce a 

×ÜÙÊÏÈÚÐÕÎɯÈÊÛÐÖÕȮɯÝÐÈɯÈɯÚÖÓÜÛÐÖÕɯÛÏÈÛɯÍÐÕÈÕÊÐÈÓÓàɯÍÈÝÖÙÚɯÛÏÌɯÔÈÙÒÌÛÌÙɀÚɯÉÜÚÐÕÌÚÚɯÖÝÌÙɯÛÏÌɯ

consumer in the end, the marketing intervention is promotional and/or commercial.   

1.4.5 SOCIAL M ARKETING  

Social marketing goes beyond conventional commercial motives to drive positive 

societal change. It leverages marketing techniques to promote behavioral shifts that 

benefit individuals and communities, addressing critical issues such as public health, 

envir onmental conservation, and social justice. Kotler and Zaltman (1971) were among 

ÛÏÌɯ ×ÐÖÕÌÌÙÚɯ ÐÕɯ ÊÖÕÊÌ×ÛÜÈÓÐáÐÕÎɯ ÚÖÊÐÈÓɯ ÔÈÙÒÌÛÐÕÎȮɯ ËÌÍÐÕÐÕÎɯ ÐÛɯ ÈÚɯ ɁÛÏÌɯ ËÌÚÐÎÕȮɯ

implementation, and control of programs calculated to influence the acceptability of 

social ideas and involving considerations of product planning, pricing, communicat ion, 

ËÐÚÛÙÐÉÜÛÐÖÕȮɯ ÈÕËɯ ÔÈÙÒÌÛÐÕÎɯ ÙÌÚÌÈÙÊÏȭɂɯ 3ÏÐÚɯ ËÌÍÐÕÐÛÐÖÕɯ ÌÔ×ÏÈÚÐáÌÚɯ ÛÏÌɯ ÚÛÙÈÛÌÎÐÊɯ
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application of marketing principles to catalyze shifts in attitudes and behaviors, 

transcending mere commercial goals.  

At its core, social marketing seeks to educate and engage target audiences about 

societal challenges and advocate for the adoption of behaviors that yield widespread 

benefits. Andreasen (1995) underscores the educational component by noting that social 

marketing draws heavily from academic disciplines such as psychology, sociology, and 

communication to develop effective campaigns that inform and persuade. This aligns 

with the above-mentioned concept of market education, wherein consumers are 

educated, or informed, about products or services to make informed decisions. In the 

context of social marketing, the emphasis shifts to educating individuals about the 

consequences of their behaviors on a larger scale, fostering awareness of how personal 

choices can contribute to or mitigate wider issues.  

Furthermore, social marketing extends its transformative influence by operating 

within a broader systems perspective. Peattie and Peattie (2003) emphasize that social 

marketing encompasses both macro-level systemic changes and micro-level individual 

behavioral shifts. This system-based approach underscores how social marketing 

initiatives are embedded in complex social structures and cultural contexts, aiming to 

create synergistic changes at multiple levels. For example, a social marketing campaign 

promoting healthy eating not only seeks to influence individual food choices but also 



21 

endeavors to reshape food policies, industry practices, and societal norms related to 

nutrition.  

Consequently, social marketing stands as a paradigm of transformative marketing 

that surpasses conventional transactional goals by promoting positive societal change. It 

leverages strategic marketing techniques to educate and persuade individuals about 

behaviors that contribute to the greater good. Drawing from diverse academic 

disciplines, it aims to alter attitudes and behaviors while operating within a system-based 

approach. As society's challenges become more intricate, the role of social marketing in 

educating, influencing, and catalyzing transformative change remains paramount.   

1.4.6 THEORETICAL FRAMEWORKS  

Within the broader discourse on using social marketing for positive societal 

changes, Bauman et al. (2002) propose a hierarchy of effects of a mass media campaign, 

adapted from the work of McGuire  (1984), to evaluate the effectiveness of media 

campaigns for physical activity promotion in Australia. This framework elucidates the 

sequential progression of consumer responses from awareness to behavior change.  

3ÏÌɯÈËÈ×ÛÌËɯÔÖËÌÓɯÈËËÚɯÈÕɯÈ××ÙÖßÐÔÈÛÌɯɁÙÜÓÌɯÖÍɯÏÈÓÝÌÚȮɂ acknowledging that the 

higher the position in the hierarchy, the less success marketers should expect. For 

example, given 50% of the population are exposed to a certain message (e.g., increase 

physical activity), in the end, only about 0.78% will have cha nged and sustained their 

behavior as desired (e.g., increase and maintain their augmented physical activity). As 
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such, this model could provide a structured lens through which businesses can 

strategically analyze their pro -environmental behavior and change marketing 

ÊÈÔ×ÈÐÎÕÚȭɯ3ÏÌÙÌÍÖÙÌȮɯ!ÈÜÔÈÕɀÚɯÔÖËÌÓɯÐÚɯÜÚÌËɯÐÕɯÛÏÐÚɯÈÙÛÐÊÓÌɯÛÖɯÌÝÈÓÜÈÛÌɯÛÏÌɯÌÍÍÌÊÛÐÝÌÕÌÚÚɯ

ÖÍɯÉÜÚÐÕÌÚÚÌÚɀɯÔÈÙÒÌÛÐÕÎɯÐÕÛÌÙÝÌÕÛÐÖÕÚɯÛÖɯ×ÙÖÔÖÛÌɯ×ÙÖ-environmental behavior among 

consumers.  

 
Figure 1 The Australian public Health Partnership Hierarchy of Effects Model, adapted from Bauman et al., 2002.   

1.5 GAPS IN THE LITERATURE  

In response to the pressing need for sustainable consumption, there has been a 

surge of interest in novel paradigms and empirical studies examining activities that 

promote environmentally friendly consumer behavior. This shift has led to a growing 
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body of empirical research in the marketing literature, investigating various strategies 

that align with sustainability goals (Katsikeas et al., 2016).  

Overall, the number of studies examining interventions to promote pro -

environmental behaviors (PEB) is increasing, conducted by various research institutes 

and organizations worldwide  (Abrahamse, 2019; Elf et al., 2021; Steg & Vlek, 2009). 

Scholars have analyzed distinct types  of business interventions using multiple marketing 

theories, yielding varied impacts on different populations. This growing number of 

studies and novel paradigms within the field of marketing demonstrates the increasing 

recognition of the importance of pr omoting sustainable consumer behavior.  

However, despite this growing body of research on changing consumer behavior 

using marketing, scholars have neglected to take a holistic view of marketing 

interventions that work. First, existing studies, with various focuses on specific aspects 

or contexts, lead to a fragmented understanding of what work or not in terms of 

behavioral change. This fragmented approach limits the development of a 

comprehensive view of the complex dynamics involved in driving sustainable behaviors 

(Vermeir & Verbeke, 2006). Second, due to its multidisciplinary nature, which requires 

insights from various disciplines such as psychology, sociology, marketing, and 

environmental science, the understanding of changing consumer behavior using 

marketing is further fragmented  ȹ/ÐÊÒÌÛÛɪ!ÈÒÌÙɯȫɯ.áÈÒÐȮɯƖƔƔƜȺ. Third, the diversity of 

consumer contexts, cultural differences, and situational factors make it challenging to 
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develop a unified framework that can capture the nuances of changing consumer 

behavior via marketing means (Dangelico & Vocalelli, 2017). 

Accordingly, it becomes necessary to take a holistic approach and analyze 

marketing interventions that successfully changed consumer behavior and draw a 

coherent and overall understanding to help for -profit brands with sustainability goals 

achieve consumerÚɀɯ ×ÙÖ-environmental behaviors via their marketing activities. 

Therefore, this paper seeks to answer ÛÏÐÚɯÙÌÚÌÈÙÊÏɯØÜÌÚÛÐÖÕȯɯɁ6ÏÈÛɯÈÙÌɯÛÏÌɯÔÈÙÒÌÛÐÕÎɯ

actions, backed by empirical findings, can businesses do, in applying marketing concepts, 

to change consumeÙÚɀɯÉÌÏÈÝÐÖÙÚɯÛÖɯÉÌɯÚÜÚÛÈÐÕÈÉÓÌɯȹÖÙɯ×ÙÖ-ÌÕÝÐÙÖÕÔÌÕÛÈÓȺȳɂ 

1.6 RESEARCH OBJECTIVES AND QUESTIONS 

This dissertation investigates how for -profit firms can design, communicate, and 

orchestrate marketing interventions that catalyze durable pro -environmental behavior 

among consumers. The overall objective is to build and empirically ground an integrated 

framework that connects upstream market design with midstream social influence and 

downstream behavior -support tactics, and to evaluate whether the rhetorical and 

emotional architectures found in award -winning campaigns translate into persuasive, 

credible, and actionable experiences for audiences. In Chapter 2, the central thesis 

question is articulated as follows: Ɂ6hat marketing actions, supported by empirical 

findings, can businesses implementɭby applying marketing conceptsɭto change 

ÊÖÕÚÜÔÌÙÚɀɯ ÉÌÏÈÝÐÖÙÚɯ ÛÖÞÈÙËɯ ÚÜÚÛÈÐÕÈÉÐÓÐÛàɯ ÖÙɯ ×ÙÖ-environmental actionȳɂ This 
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overarching problem motivates three programmatic objectives that are pursued 

sequentially and cumulatively across Chapters 2, 3, and 4, and integrated in Chapter  5. 

The first objective is to synthesize the academic evidence base on firm-led 

marketing interventions for sustainable consumption through a systematic literature 

review that follows PRISMA guidance on protocol transparency, search design, and 

inclusion crite ria. This objective clarifies mechanisms and boundary conditions in the 

extant literature, including the documented prominence of nudges, social norms, 

incentives, identity -relevant appeals, and the persistent intentionɬbehavior and social 

desirability cha llenges. To that end, the review specifies protocol elements (PRISMA-P), 

inclusionɬexclusion rules, and search procedures (PRISMA-S) that ensure reproducibility 

and completeness. 

The second objective is to examine how those theoretically grounded mechanisms 

manifest in practice by analyzing award -winning campaigns via a computational 

linguistics pipeline, thereby mapping the language, emotional profiles, and responsibility 

frames businesses deploy when they attempt to influence sustainable behavior. 

The third objective is to assess consumer cognition and affect in response to 

representative executions, testing whether audiences perceive the intended emotions, 

how emotion relates to self-reported adoption likelihood, and how open -ended reactions 

thematically register credibility, feasibility, identity alignment, and agency.  
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The final objective is to integrate insights across methods and levels into a 

Transformative Marketing ɬSocial MarketingɬNudgeɬCo-creation/Co-design (TMSMɬ

CD) framework that sequences levers across upstream, midstream, and downstream loci 

of action. 

These objectives give rise to a nested set of research questions. Overall , the 

dissertation asks the overarching question regarding which empirically supported 

marketing actions enable businesses to change consumer behavior toward sustainability. 

The first set of subsidiary questions (Chapter 2) concerns evidence synthesis: 

which business-led marketing interventions have produced measurable  and 

academically recognized changes in pro-environmental behavior; which theoretical 

lenses have guided effective designs; and under what contextual and methodological 

conditions have effects persisted or attenuated. 

Building on this synthesis, the second set of questions (Chapter 3) examines the 

ÉÜÚÐÕÌÚÚÌÚɀɯ×ÌÙÚ×ÌÊÛÐÝÌɯÐÕɯÈÞÈÙË-winning practice. Specifically, the chapter asks what 

SLR-identified interventions are enacted in real campaigns; which emotional strategies 

are most frequently deployed and how they align with theory; how li nguistic patterns 

reflect behavior-change constructs; how agency and responsibility are assigned across 

individuals, firms, and systems; and how these elements have evolved over time. A 

computational corpus assembled through web scraping and NLP support the analysis of 
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discourse, affect, and framing within a set of market communications for sustainable 

behavior changes. 

The third set of questions (Chapter 4ȺɯÛÜÙÕÚɯÛÖɯÛÏÌɯÊÖÕÚÜÔÌÙÚɀɯ×ÌÙÚ×ÌÊÛÐÝÌȭɯ(ÛɯÈÚÒÚɯ

how audiences cognitively evaluate campaign clarity, credibility, and responsibility; 

which discrete emotions they report and how these align with the corpus -based labels; 

how mixed affective states relate to stated adoption likelihood and identity alignment; 

and what themes arise in open-ended narratives that map onto the mechanisms 

highlighted by the review.  A convergent mixed -methods design elicits structured ratings 

and natural -language reflections to integrate quantitative associations with qualitative 

explanations. 

Chapter 5 integrates the answers to these questions into a layered change 

architecture that coordinates market design, social influence, friction reduction, and 

participatory design, thereby specifying when and why sustainable behavior change is 

credible, desirable, and feasible. In closing the empirical loop from what leading 

campaigns do and say to how audiences respond and why they report that they would 

act, the project sets a future research and practice agenda centered on sequencing, 

heterogeneity, market literacy, and field -based outcomes. 

1.7 OUTLINE OF THE DISSERTATION STRUCTURE 

The dissertation is organized as a cumulative sequence that moves from evidence 

synthesis to market practice to audience reception and finally to integration and 
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implications. Chapter 1 introduces the research problem, delineates key constructs in 

sustainability marketing and consumer behavior, and motivates a holistic, multi -level 

approach to behavior change. It frames the central question of which empirically 

supported marketing action s businesses can take to generate pro-environmental 

behaviors and previews the need to integrate disciplinary perspectives and consumer 

contexts. 

Chapter 2 conducts a systematic literature review to consolidate the evidence on 

firm -led marketing interventions for sustainability. The chapter formalizes protocol, 

inclusion criteria, and search documentation in line with PRISMA extensions to ensure 

transparency and replicability, and organizes findings across mechanisms such as 

nudging, social norms, identity appeals, incentives, and education.  It also surfaces 

discordances and boundary conditionsɭsuch as the attitude/ intentionɬbehavior gap, 

social desirability bias, longevity of effects, and rebound versus spillover ɭthat inform 

subsequent empirical designs. The review concludes by specifying theoretically and 

managerially salient opportunities that the empirical chapters address.  

Chapter 3 transitions from theory to practice by assembling and analyzing a 

corpus of award-winning sustainability campaigns. It employs a web -scraping and NLP 

pipeline to examine lexical patterns, topic structures, affective profiles, and attribution of 

agency across actors, thereby mapping how businesses operationalize behavior-change 

mechanisms in market communication.  The chapter answers five research questions 



29 

concerning mechanisms enacted in practice, emotional strategies, linguistic markers of 

persuasion, responsibility framing, and temporal evolution.  The analyses show that 

norms mobilization and transformative marketing dominate the repertoire, with co -

creation/co-design comparatively underused despite their potential to secure legitimacy 

and local fitness. 

Chapter 4 centers the audience by using a convergent mixed-methods design in 

which participants view representative campaign executions, provide structured 

emotion and adoption ratings, and offer open -ended reflections. This chapter evaluates 

whether intended emotions are perceived, how emotion profiles relate to adoption 

likelihood, and how audiences narrate credibility, feasibility, identity alignment, and 

agency. These diagnostics connect the language and affective architectures identified in 

Chapter 3 to mechanisms of persuasion at the consumer level in Chapter 4, yielding 

design-relevant guidance for campaign development.  

Chapter 5 integrates insights across the program to articulate a Transformative 

Marketing Pathway to Sustainable Consumer Behavior Change that coordinates 

upstream market architecture, midstream social marketing, downstream nudges, and 

participatory co -creation/co-design. 

The synthesis specifies that market architecture should make sustainable options 

normal and easy; that social marketing should render those options socially legible and 

identity -congruent; that nudges should reduce point -of-choice friction in affectively 
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consonant ways; and that co-creation should surface local constraints and build 

capability and legitimacy.  The chapter also closes with a forward-looking agenda, along 

with research agendas, emphasizing rigorous behavioral measurement, governance 

devices that align descriptive norms, and iterative audits linking emotion, feasibility, and 

identity alignment to adoption trajectories.  
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2 CHAPTER 2: SYSTEMATIC LITERATURE REVIEW ( PROJECT 1) 

2.1 METHODOLOGY  

2.1.1 ON SYSTEMATIC L ITERATURE REVIEW 

Research developments in social sciences are blossoming (Yavuz, 2022). 

Nevertheless, such developments have generated projects with similar  concepts that are 

phrased differently regarding definitions, theoretical frameworks, research questions, 

results, etc. This manifoldness of the extant literature, therefore, complicates the 

ÈÚÚÌÚÚÔÌÕÛɯÖÍɯÛÏÌɯÛÈÙÎÌÛɯÒÕÖÞÓÌËÎÌɀÚɯÚÛÈÛÌ-of-the-art. Convention al literature review, as 

helpful as it can be in helping researchers identify apparent information gaps, can be 

critically incomplete in the evaluation of aforesaid knowledge.   

In fact, submissions of literature reviews, especially in the field of public health, 

are usually returned to authors without additional review because they are not 

systematic (Robinson & Lowe, 2015). The reason that classical literature reviews are 

insufficient for contemporary journals, according to Robinson and Lowe (2015), is that 

they are prone to be incomprehensive, predisposed to biases of reviewers, and rarely 

considerate of the variances of quality among studies selected for analysis. As a result, to 

better elucidate the landscape of a specific research field, a different approach to 

reviewing existing literature should be discussed.   

Up to 2019, forty-eight different types of review, categorized into seven families, 

have been typologized among the medical sciences literature (Sutton et al., 2019). Among 
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ÛÏÌÚÌɯÛà×ÌÚȮɯɁÚàÚÛÌÔÈÛÐÊɯÚÌÈÙÊÏɯÈÕËɯÙÌÝÐÌÞɂȮɯÊÖÔÉÐÕÐÕÎɯÛÏÌɯÙÖÉÜÚÛÕÌÚÚɯÖÍɯÈÕɯÌßÏÈÜÚÛÐÝÌɯ

search protocol and a critical evaluation of empirical findings to answer specific research 

ØÜÌÚÛÐÖÕÚȮɯÐÚɯÊÖÕÚÐËÌÙÌËɯÛÖɯ×ÙÖËÜÊÌɯÛÏÌɯɁÉÌÚÛɯÌÝÐËÌÕÊÌɯÚàÕÛÏÌÚÐÚɂ (Grant & Booth, 2009). 

This type of review examines various sorts of study designs and are often based 

on predefined protocols (e.g., PRISMA) (Moher et al., 2009; Page et al., 2021), which 

includes documentation of the review process, criteria for inclusion/exclusion of studies, 

tools employed in the study  (Klein & Müller, 2020; Robinson & Lowe, 2015). Accordingly, 

such reviews yield transparent, replicable, and evidence-based results. It is worth noting 

ÛÏÈÛɯÛÏÐÚɯÒÐÕËɯÖÍɯÙÌÝÐÌÞɯÐÚɯÖÍÛÌÕɯÐÕÛÌÙÊÏÈÕÎÌÈÉÓàɯÙÌÍÌÙÙÌËɯÛÖɯÈÚɯɁÚàÚÛÌÔÈÛÐÊɯÙÌÝÐÌÞÚɂȮɯÌÝÌÕɯ

though in health sciences, the latter, typologically speaking (Grant & Booth, 2009), only 

assesses randomized controlled trials. Hereinafter, this paper refers to this type of review 

as the systematic literature review (SLR).  

SLRs, because of their comprehensive search strategies, have helped researchers 

discover results that challenges previously established and conventional beliefs 

(Robinson & Lowe, 2015). For example, in the medical field, these SLR-based discoveries 

ÐÕÊÓÜËÌɯɁÕÖɯÚÐÎÕÐÍÐÊÈÕÛɯÈÚÚÖÊÐÈÛÐÖÕɯÞÈÚɯÍÖÜÕËɯÉÌÛÞÌÌÕɯÊÈÙËÐÖÝÈÚÊÜÓÈÙɯËÐÚÌÈÚÌÚɯÈÕËɯ

ÚÈÛÜÙÈÛÌËɯÍÈÛɯÐÕÛÈÒÌɂ (Foster & Wilson, 2013) and ɁÏÐÎÏÌÙɯÓÌÝÌÓÚɯÖÍɯÝÐÛÈÔÐÕɯ#ɯËÖɯÕÖÛɯ

×ÈÙÛÐÊÜÓÈÙÓàɯÐÔ×ÙÖÝÌɯÈÕàɯÖÕÌɯËÐÚÌÈÚÌɀÚɯÊÖÕËÐÛÐÖÕÚɂ (Zheng et al., 2013). The following 

section elaborates the processes of the SLR method. 
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SLRs were first introduced in the field of health sciences (Williams et al., 2021), 

where evidence-based theoretical understanding is fundamental to medical applications. 

To aid health practitioners in their decision -making concerning the large and sometimes 

inconsistent findings in published studies  (Osareh, 1996)ȮɯÛÏÌɯ4ÕÐÛÌËɯ*ÐÕÎËÖÔɀÚɯ-ÈÛÐÖÕÈÓɯ

Health Service called for an accessible, holistic, and systematic presentation of studies 

pertinent to a specific medical question.  

Initially judged relevant only in medical sciences  (Petticrew, 2001), SLRs have 

gradually been adopted in other fields, including management (Williams et al., 2021), a 

closely related field of marketing and considered a late adopter of SLR (Briner & Denyer, 

2012), ever since their introduction to the growing and fragmented field by Tranfield et 

al. (2003).  

 
Figure 2 Number of SLRs 2005 - 2019 in three-year increments ɬ reproduced from Williams et al. (2021)  
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Essentially, a SLR is a type of review conducted to identify all studies relevant to 

a particular research question and predefined criteria (Nightingale, 2009), synthesize 

found evidence (Davies, 2019), and minimize biases by reviewers (White & Schmidt, 

2005). Williams et al. (2021) observed four essential principles of SLRs: (1) are clearly 

focused on an established research question, (2) include a transparent and explicit plan 

of search that is exhaustive and replicable ɬ often via a guideline, including but not 

limited to PRISMA (Moher et al., 2009; Page et al., 2021), ENTREQ (Tong et al., 2012), 

eMERGe (France et al., 2019), RAMESES (Wong et al., 2013a, 2013c), (3) predefine 

inclusion/exclusion criteria, and (4) synthesize included studies and determine 

knowledge gaps. This way, SLRs represent a secondary study based on primary studies, 

connecting the individual snapshots of understanding into one overarching v ideo and 

ÙÌÝÌÈÓÐÕÎɯÐÕÚÐÎÏÛɯÏÐËËÌÕɯɁÜÕËÌÙɯÛÏÌɯÙÖÊÒÚɂɯ(Williams et al., 2021). 

Compared to traditional literature reviews, SLRs are deemed more objective and 

rigorous. First, while the former is focused on providing foundations for hypotheses and 

ÛÏÜÚɯ×ÙÖÕÌɯÛÖɯɁÊÏÌÙÙà-×ÐÊÒÐÕÎɂɯÈÙÛÐÊÓÌÚȮɯÛÏÌɯÓÈÛÛÌÙɯÈÐÔÚɯÛÖɯÖÉÑÌÊÛÐÝÌÓàɯÈÚÚÌÚÚɯÈÓÓɯÈ××ÓÐcable 

studies (Briner & Denyer, 2012; Petticrew, 2001). Second, LRs do not transparently report 

the search and selection plan and processes as is the case for SLRs. Finally, while the 

discovery and inclusion of studies in LRs are random, that of SLRs follows systematic 

and precise policies that are predefined and applicable to all individual studies. As a 
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ÙÌÚÜÓÛȮɯ+1ÚɯÊÈÕɯÉÌɯÙÌÎÈÙËÌËɯÈÚɯÈɯɁÕÌÞÚɯÚÛÖÙàɂȮɯÞÏÐÓÌɯ2+1ÚɯÈɯɁËÖÊÜÔÌÕÛÈÙàɂɯ(Williams et 

al., 2021). 

The table below, reproduced from Robinson and Lowe (2015), summarizes the 

main differences between a typical literature review and a systematic literature review.  

 
Figure 3 Main differences between literature review and systematic literature review ɬ photo reproduced from (Robinson and 

Lowe, 2015) 

Chapman (2021) conducted a study of the characteristics of systematic (literature) 

reviews in social sciences and found intriguing patterns. The author checked these 

ÚÛÜËÐÌÚɀɯÔÌÛÏÖËÖÓÖÎàȮɯÌÚ×ÌÊÐÈÓÓàɯÐÕɯÛÌÙÔÚɯÖÍɯÚÌÈÙÊÏɯÚÛÙÈÛÌÎàȮɯÐÕÊÓÜÚÐÖÕɤÌßÊÓÜÚÐÖÕɯÊÙÐÛÌÙÐÈɯ

report, period  investigated, references to guidelines, databases searched, number of 

studies sought for retrieval and included in the final sample. Sibling fields of marketing, 
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including business, economics, and communications, are evaluated and discussed. 

Within business and economics, the majority of SLRs mention keywords, search terms, 

inclusion/exclusion criteria, dates, and number of results found per database. However, 

only a minor part reference guidelÐÕÌÚɯ ȹÌȭÎȭȮɯ /1(2, Ȯɯ ÑÖÜÙÕÈÓɀÚɯ ÎÜÐËÌÓÐÕÌÚȮɯ ÌÛÊȭȺȮɯ

ÐÕËÐÊÈÛÐÕÎɯ Èɯ ÙÖÖÔɯ ÍÖÙɯ ÐÔ×ÙÖÝÌÔÌÕÛɯ ÙÌÎÈÙËÐÕÎɯ ÚÌÈÙÊÏÌÚɀɯ ÊÖÔ×ÙÌÏÌÕÚÐÝÌÕÌÚÚȮɯ

inclusion/exclusion criteria, and transparent reporting for the field. In communications, 

only three SLRs were identified, and all wer e published in 2019. These studies, despite 

providing search strategies, databases used, inclusion/exclusion criteria, and additional 

studies retrieval technique, do not reference any guidelines. As a result, SLRs seem to be 

in its rudimentary stage in the field of communications.  

Several guides have been developed to help authors create SLRs, including but not 

limited to that of Okoli (2015) or Nightingale (2009). In all these guides, the authors 

mostly recommend the steps of SLRs as: (1) identify the purpose of the review, (2) draft 

a protocol that are explicit, comprehensive, and reproducible, (3) search the literature, (4) 

extract data, (5) appraise the quality of the data, (6) synthesize the studies, and (7) write 

the review. 

2.1.2 WHY SLR? 

As stated previously, empirical studies conducted at research institutes and 

various organizations examining interventions to promote pro -environmental behaviors 

(PEB) are continuously growing (Abrahamse 2019; Elf et al. 2021a; Steg and Vlek 2009). 
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Scholars have analyzed individual types of marketing interventions, showing various 

impacts and results, positive or not. As such, to figure out marketing activities that can 

create and sustain pro-environmental behavior change, there is a need to take a holistic 

view of these research projects. Are there any studies that have been done that show 

marketing interventions from businesses can facilitate pro -environmental behavior 

change? What types of marketing interventions have created behavioral changes? Were 

there any marketing theories that guided successful intervention programs, leading to 

sustainable pro-environmental behavior change? What are the insights that businesses 

can draw from these studies to apply to their own marketing campaigns for consumer Úɀɯ

behavior change? 

To answer these questions, a systematic literature review (SLR) is considered the 

most appropriate method. In essence, an SLR is a type of review used to identify all 

knowledge relevant to a defined research question and crafted criteria (Nightingale, 

2009), synthesize retrieved evidence-based documentation (Davies, 2019), and reduce 

ÙÌÝÐÌÞÌÙÚɀɯÉÐÈÚÌÚɯ(White & Schmidt, 2005). Being based on predefined protocols and 

guidelines (e.g., PRISMA), SLRs extensively document the review procedures, including 

but not limited to the comprehensive search strategies, review execution process, and 

criteria for inclusion/exclusion. In aiming to be evidence -based, transparent, and 

replicable (Sutton et al., 2019; Yavuz, 2022)Ȯɯ2+1ÚɯÏÈÝÌɯÖÍÛÌÕɯÜÕÊÖÝÌÙÌËɯɁÏÐËËÌÕɂɯ
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knowledge that is contrary to established beliefs (Robinson & Lowe, 2015; Williams et al., 

2021). 

Nevertheless, such a SLR summary of empirical evidence relating to what 

businesses can do, in applying marketing concepts, to catalyze sustainable consumption 

ÉÌÏÈÝÐÖÙÚȮɯÛÖɯÛÏÌɯÈÜÛÏÖÙÚɀɯÒÕÖÞÓÌËÎÌȮɯÏÈÚɯÕÖÛɯàÌÛɯÉÌÌÕɯÊÙÌÈÛÌËȭɯ3ÏÌÙÌÍÖÙÌȮɯÛÖɯÐÕÝÌÚÛÐÎÈÛÌɯ

the exiÚÛÐÕÎɯÌÔ×ÐÙÐÊÈÓɯÍÐÕËÐÕÎÚɯÖÕɯÉÜÚÐÕÌÚÚÌÚɀɯÔÈÙÒÌÛÐÕÎɯÈÊÛÐÖÕÚɯÛÏÈÛɯÊÈÕɯ×ÙÖÔÖÛÌɯ×ÙÖ-

environmental behavior change among consumers, this paper aims to create a SLR to 

answer the mentioned research question. It is worth noting that SLR is named as such 

thereinaftÌÙɯÛÖɯÈÝÖÐËɯÊÖÕÍÜÚÐÖÕɯÞÐÛÏɯɁÚàÚÛÌÔÈÛÐÊɯÙÌÝÐÌÞÚɂȮɯÞÏÐÊÏɯÐÕɯÛÏÌÐÙɯÚÛÙÐÊÛÌÚÛɯÚÌÕÚÌɯ

only assess randomized controlled trials (Grant & Booth, 2009). 

This SLR follows the PRISMA (Preferred Reporting Items for Systematic Reviews 

and Meta-Analyses) statement (Moher et al., 2009; Page et al., 2021). PRISMA is a credible, 

well -established, widely recognized tool for conducting systematic literature reviews, 

offering explicit guidelines and steps for identifying, selecting, and synthesizing 

pertinent studies (Liberati, 2009; Page et al., 2021). By adhering to PRISMA guidelines, 

researchers can ensure that their systematic literature review is reproducible by other 

scholars, allowing for comparison and validation of results across different studies, 

contributing to the cumulative knowledge in the field (Moher et al., 2009; Page et al., 

2021). There exist other protocols, such as ENTREQ (Tong et al., 2012), eMERGe (France 

et al., 2019), or RAMESES (Wong et al., 2013b), which offer valuable guidelines for 
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conducting systematic literature review s in other fields. Nevertheless, PRISMA's 

widespread adoption and acceptance in the research community make it the preferred 

choice for this SLR in the field of marketing and management, considering the aim of 

creating a synthesis of existent empirical findings from which future research can 

continue. 

2.1.3 PROTOCOL (PRISMA-P) 

PRISMA-P is an extension of the PRISMA statement, focusing on protocols for 

SLRs (Moher et al., 2009; Page et al., 2021; PRISMA-P Group et al., 2015). In the context of 

SLRs, a protocol is a detailed plan or description of how a SLR will be conducted, 

including the research question, search strategy, inclusion and exclusion criteria, data 

extraction methods, and analysis plan. It helps ensure transparency and rigor in the 

review process. PRISMA-P can help researchers and authors of SLRs ensure that their 

protocols are well -documented and adhere to best practices in research reporting. 

The following are extracted from a document named PRISMA -P, which fully 

documents the protocol of this SLR.  

2.1.3.1 INCLUSION CRITERIA  

English-written research articles, published at any time up to the writing of this 

article ɬ June 2022, in peer-reviewed journals in the fields of marketing and management, 

are included. Additionally, they must be published in journals that are included in  (1) the 

6ÌÉɯÖÍɯ2ÊÐÌÕÊÌɀÚɯ)ÖÜÙÕÈÓɯ"ÐÛÈÛÐÖÕɯ1Ì×ÖÙÛɯȹƖƔƖƖȺȮɯÞÏÐÊÏɯɁÐÕÊÓÜËÌÚɯÖÕÓàɯÑÖÜÙÕÈÓÚɯÛÏÈÛɯ
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ËÌÔÖÕÚÛÙÈÛÌɯÏÐÎÏɯÓÌÝÌÓÚɯÖÍɯÌËÐÛÖÙÐÈÓɯÙÐÎÖÙɯÈÕËɯÉÌÚÛɯ×ÙÈÊÛÐÊÌɂȮɯand ȹƖȺɯ2"(, &.ɀÚɯ

ÙÈÕÒÐÕÎÚɯÍÖÙɯÛÏÌɯÚÜÉÑÌÊÛɯÊÈÛÌÎÖÙÐÌÚɯÖÍɯɁ2ÛÙÈÛÌÎàɯÈÕËɯ,ÈÕÈÎÌÔÌÕÛɂɯÖÙɯȹƗȺɯ2"(, &.ɀÚɯ

ÙÈÕÒÐÕÎÚɯÍÖÙɯÛÏÌɯÚÜÉÑÌÊÛɯÊÈÛÌÎÖÙÐÌÚɯÖÍɯɁ,ÈÙÒÌÛÐÕÎɂȭɯ 

2.1.3.2 EXCLUSION CRITERIA  

Ɂ&ÙÌàɯÓÐÛÌÙÈÛÜÙÌȮɂ or research materials that are not published through peer-

reviewed journals, is not covered in this review. Accordingly, reports, theses, conference 

proceedings, working papers, government documents, technical specifications, and other 

sources of information that are often produced by agencies, research institutes, 

organizations, or individuals, are included. In addition, research articles not written in 

English are excluded. 

2.1.4 SEARCH DESIGN (PRISMA-S) 

PRISMA-S, or PRISMA extension for searching, is a complement to the PRISMA 

statement (Rethlefsen et al., 2021). It provides authors, editors, and reviewers with a 

ÊÏÌÊÒÓÐÚÛɯÖÍɯÐÛÌÔÚɯÛÖɯÌÕÚÜÙÌɯÛÏÈÛɯÛÏÌɯ2+1ɀÚɯÚÌÈÙÊÏɯ×ÙÖÊÌÚÚɯÐÚɯÍÜÓÓàɯËÖÊÜÔÌÕÛÌËȭ 

The following are extracted from a document named PRISMA -S, which records the 

search process of this SLR in full. 

2.1.4.1 D ISSECTION OF THE RESEARCH QUESTION  

The first step in designing the search involves dissecting the research question into 

smaller keywords. This step is necessary for creating search queries to be run in various 

research databases. There are numerous frameworks available for structuring research 
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questions, with approximately 38 different frameworks identified in the literature (Booth 

et al., 2019). 

In our study, we adopted the ECLIPSE (Expectation, Client group, Location, 

Impact, Professional, Service) framework due to its relevancy and applicability in the 

field of health management and policy. Developed by health policy librarians, the 

ECLIPSE framework provides a systematic approach for identifying research gaps, 

conducting literature reviews, and for mulating research questions in the healthcare 

domain (Wildridge & Bell, 2002) . While our study is in the marketing and management 

fields, we recognize that the ECLIPSE framework's emphasis on management-related 

aspects can contribute  to the formation of our research question via its well -structured 

approach. 

.ÜÙɯÙÌÚÌÈÙÊÏɯØÜÌÚÛÐÖÕɯÐÚɯÍÖÙÔÜÓÈÛÌËɯÈÚɯÍÖÓÓÖÞÚȯɯɁ6ÏÈÛɯÈÙÌɯÛÏÌɯÔÈÙÒÌÛÐÕÎɯÈÊÛÐÖÕÚȮɯ

backed by empirical findings, can businesses do, in applying marketing concepts, to 

ÊÏÈÕÎÌɯÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÚɯÛÖɯÉÌɯÚÜÚÛÈÐÕÈÉÓÌɯȹÖÙɯ×ÙÖ-environmental)?" Using the 

ECLIPSE framework, we build the preliminary search terms as shown in the table below.  

Table 1 ECLIPSE Framework for the SLR.  

Expectation  Client group  Location  Impact  Professionals  Service  

Expectations 
(improvement, 
information, or 
innovation) 

Client group (at 
whom the 
service is 
aimed) 

Location (where 
is the service 
located?) 

Impact 
(outcomes) 

Professionals 
(who 
participates in 
providing/impro
ving the 
service) 

Service (for 
which service is 
you looking for 
information or 
concepts 
relating to the 
study 

Sustainable 
behavioral 
changes 

Consumer or 
Market 

Companiesô 
policies or 
practices 

Adopting and 
sustaining 
environmentally 
friendly 
behaviors 

Companies or 
marketers 

Market 
education or 
market literacy 
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2.1.4.2 IDENTIFICATION OF A LL POTENTIAL KEYWORDS 

2.1.4.2.1 VIA N AÏVE SEARCH  

Grames et al (2019) developed an R package, litsearchr, to help with both 

identifying potential keywords and compiling search queries. The steps involved in 

identifying search terms with this tool are as follows. (1) Design a naïve search to capture 

a list of highly relevant results. The naïve search, which means preliminary search 

conducted without employing advanced search strategies or techniques, should be 

ÊÖÕËÜÊÛÌËɯÐÕɯÈÛɯÓÌÈÚÛɯÛÞÖɯÚÜ××ÖÙÛÌËɯËÈÛÈÉÈÚÌÚȮɯÈÕËɯÌß×ÖÙÛÌËɯÍÖÓÓÖÞÐÕÎɯÛÏÌɯ×È×ÌÙɀÚɯ

guideline. (2) These results will be imported into litsearchr for deduplication and 

keywords extraction. (3) Using the keyword co -occurrence network, the tool will analyze 

and extract a list of potential keywords. The researcher will manually select key terms. 

(4) Based on the selected keywords found from the steps above and by the researcher, 

litsearchr will help compile Boolean searches to conduct further searches. 

Accordingly, using the ECLIPSE framework for generating research questions and 

a dictionary/thesaurus (Merriam -Webster, Inc, 2016), a naïve search strategy is created 

(see PRISMA-S). 

2.1.4.2.2 VIA WORD FREQUENCY A NALYSIS 

With the aid of the tool WordFreq, a word frequency analyzer (Clark et al., 2020), 

we determine additional keywords from the naïve search designed. The tool helps 

analyze the most common phrases/words (uniquely, title, abstract, keywords) and how 
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often they appear in the imported library. We select the most frequent and pertinent items 

to add to the keywords list (see PRISMA-S).  

2.1.4.2.3 VIA BENCHMARK A RTICLES 

Some articles inspired our initial interest in the subject (Fischer et al., 2021; White 

et al., 2019). Therefore, we manually scan them for other relevant keywords. We 

subsequently discover the supplementary principal terms and arrange them according to 

the ECLIPSE framework. 

2.1.4.3 FINAL SEARCH STRATEGY 

In combining the words identified from the naïve search from large 

multidisciplinary bibliographic database s (Web of Science and SCOPUS), WordFreq, and 

benchmark articles, the final search terms are presented (see PRISMA-S). 

2.1.5 DATABASE SEARCH RESULTS 

In summary, distinct types  of searches in different databases with their results can 

be found in the table below. 
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Figure 4 Summary of the database searches. 

To optimize the comprehensiveness and rigor of our SLR, we need to prioritize the 

platforms that can perform our designed search terms in as many fields as possible. 

SCOPUS, being able to perform our search query on all the Title, the Abstract, and the 

Keywords fields and producing 20,147, has its results taken for further analysis.  

We then filter the results following PRISMA -P. Consequently, only documents 

ÞÏÖÚÌɯ×ÜÉÓÐÊÈÛÐÖÕÚɯÈÙÌɯÍÖÜÕËɯÐÕɯÛÏÌɯ6ÌÉɯÖÍɯ2ÊÐÌÕÊÌɯ"ÖÙÌɯ"ÖÓÓÌÊÛÐÖÕɀÚɯ)ÖÜÙÕÈÓɯ"ÐÛÈÛÐÖÕɯ

Report (which includes Science Citation Index Expandedɚ - SCIE, Social Sciences 

Citation Indexɚ - SSCI, Arts & Humanities Citation Index ɚ - AHCI, and Emerging 

Sources Citation Indexɚ - ESCI) (Web of Science Group, 2022) ÈÕËɯ2"(, &.ɀÚɯÙÈÕÒÐÕÎÚȮɯ

ÌÐÛÏÌÙɯ ÍÖÙɯ ÛÏÌɯ ÚÜÉÑÌÊÛɯ ÊÈÛÌÎÖÙàɯ ÖÍɯ Ɂ2ÛÙÈÛÌÎàɯ ÈÕËɯ ,ÈÕÈÎÌÔÌÕÛɂ(Scimago, 2022b) or 

Ɂ,ÈÙÒÌÛÐÕÎɂɯ(Scimago, 2022a), are included. They are considered included if their 

publication sources exactly match the name of the publication in those rankings. The 

inclusion in both W eb of Science  ÈÕËɯ 2"(, &.ɀÚɯ ÙÈÕÒÐÕÎÚɯ ÏÌÓ×Úɯ ÌÕÚÜÙÌɯ ÛÏÈÛɯ ÛÏÌɯ

As of June 26th, 2022

Tit le Tit le + Abstract

Tit le + 

Abstract + 

Keywords All fields

SCOPUS 44 14,983 20,147 1,501,144

Web of Science 30 9,303

ProQuest 34 7680

Business Source Complete 10 3200 0 (ERROR)

Emerald Insight 0 (ERROR) 0 (ERROR) 0 (ERROR) 0 (ERROR)

Cambridge Core 0 (ERROR) 0 (ERROR) 0 (ERROR) 0 (ERROR)

OECD 0 (ERROR) 0 (ERROR)

JSTOR 0 (ERROR) 0 (ERROR)

Feature not present/Non-applicable (e.g., character limit)
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articles offer insights not only from an environmental perspective alone (often the case 

for those included only in WOS) but also that of marketers and/or managers. Specifically, 

with the goal of bringing consumer behavior change via marketing activities b y for -profit 

brands, what have past articles demonstrated to work? 

 
Figure 5 Summary of the filtering of preliminary searches according to the WOS and SCIMAGO's rankings.  

Following this list, the total number of articles found from database searching 

included for further analysis is 1285 results as of the cut-off day of June 24th, 2022. 

This filtering process is redone later after the identification of additional articles 

from the snowballing process, which is documented below.  

2.1.6 HANDSEARCHING  

Through additional scanning of references found during the search process and 

serendipitous discovery during unrelated searching, the authors identified an additional 

SOURCE TITLE JCR2022 WOS RANKING H-INDEX RANKING H-INDEX YES/ NO

Journal Of Cleaner Production 427 YES NA NA Q1 232 YES

Business Strategy And The Environment 105 YES NA NA Q1 115 YES

European Journal Of Marketing 92 YES Q1 110 NA NA YES

Journal Of Retailing And Consumer Services 80 YES Q1 104 NA NA YES

Journal Of Business Research 65 YES Q1 217 NA NA YES

International Journal Of Consumer Studies 61 YES Q2 77 NA NA YES

Journal Of Fashion Marketing And Management 43 YES Q2 56 NA NA YES

Journal Of Services Marketing 41 YES Q1 111 NA NA YES

Corporate Social Responsibility And Environmental Management 35 YES NA NA Q1 82 YES

Journal Of Product And Brand Management 34 YES Q2 90 Q1 90 YES

International Journal Of Bank Marketing 32 YES Q2 87 NA NA YES

Supply Chain Management 28 YES NA NA Q1 125 YES

International Marketing Review 27 YES Q1 96 NA NA YES

Journal Of Marketing Management 26 YES Q1 75 Q1 75 YES

Journal Of Macromarketing 24 YES Q2 58 NA NA YES

Journal Of Knowledge Management 23 YES NA NA Q1 124 YES

Qualitative Market Research 23 YES Q2 59 NA NA YES

Harvard Business Review 21 YES NA NA Q1 190 YES

International Journal Of Production Research 21 YES NA NA Q1 153 YES

Journal Of Service Management 21 YES NA NA Q1 69 YES

Journal Of Product Innovation Management 20 YES NA NA Q1 154 YES

Industrial Marketing Management 18 YES Q1 147 NA NA YES

International Journal Of Hospitality Management 18 YES NA NA Q1 136 YES

1285

SCIMAGOJR STRATEGY & 

MANAGEMENT 2021

WOS CORE 

COLLECTION 2022
SCIMAGOJR MARKETING 2021

INCLUDED 

IN BOTH
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article. It satisfies all the stipulated criteria delineated in the PRISMA -P. Consequently, 

the article is incorporated into the final sample.  

2.1.7 SNOWBALLING OF SELECTED A RTICLES 

Snowballing, considered a gold standard in comprehensive literature review, is a 

technique that involves exploring both the references of a set of initial articles and the 

articles that cite them for potentially relevant articles (Greenhalgh & Peacock, 2005). This 

iterative method assists in uncovering further pertinent papers that might have been 

missed by conventional database searches. As a result, we employ this method to prevent 

omitting any relevant articles.  

Specifically, using SCOPUS to analyze the initially accepted eleven articles found 

(of which twelve  from database search and one from hand search), we identified their 836 

references and 291 references that cited them. The cut-off date for the snowballing process 

is November 1st, 2023. These documents are then scanned using the PRISMA-P protocol 

to uphold the same standards as those found via database searching. Specifically, their 

ÐÕÊÓÜÚÐÖÕɯ6ÌÉɯÖÍɯ2ÊÐÌÕÊÌɯ"ÖÙÌɯ"ÖÓÓÌÊÛÐÖÕɀÚɯ)ÖÜÙÕÈÓɯ"ÐÛÈÛÐÖÕɯ1Ì×ÖÙÛɯ(Web of Science 

Group, 2022) ÈÕËɯ2"(, &.ɀÚɯÙÈÕÒÐÕÎÚȮɯÌÐÛÏÌÙɯÍÖÙɯɁ2ÛÙÈÛÌÎàɯÈÕËɯ,ÈÕÈÎÌÔÌÕÛɂ(Scimago, 

2022b) ÖÙɯɁ,ÈÙÒÌÛÐÕÎɂɯ(Scimago, 2022a) categories. They are included if their publication 

sources exactly match the name of the publication in those rankings. 

After this filtering process, 91 out of 291 documents citing the initial 1 1 articles and 

278 out of 836 references of the foundational items are kept. Thirty -six articles are 
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duplicates of preliminary  1285 found via database search. As a result, we identified an 

additional 333 articles after the snowballing process for further analysis.  

2.2 RESULTS 
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Figure 6 PRISMA flow chart of the integral search process.  
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2.2.1 INCLUDED A RTICLES IN THE FINAL A NALYSIS 

The following table summarizes the main characteristics of the included articles. The hierarchy of effects level and 

empirical type are explained below.  

Table 2 List of included articles.  

 Author 
(Year) 

Title  Sustainability 
domain  

Location  Methods  Number 
of 
studies  

Hierarchy of 
effects level  

Empirical 
type  

1 Armstrong 
Soule et al. 
(2022)  

Signaling Nothing: Motivating the 
Masses with Status Signals That 
Encourage Anti-Consumption 

Anti-
consumption 

Online Social media data 
analysis, Online 
experiment 

3 Intention Tester 

2 Balderjahn 
et al. (2023) 

The Effectiveness of Consume-less 
Appeals in Social Marketing 

Grocery 
shopping 

Germany Field experiment 1 Trial Qualifier 

3 Boenke et 
al. (2022) 

Who can nudge for sustainable 
development? How nudge source 
renders dynamic norms (in-)effective 
in eliciting sustainable behavior 

Meat 
consumption 

Germany, 
Switzerland, 
Austria 

Online experiment 1 Intention Qualifier 

4 Elf et al. 
(2021) 

Above and beyond? How businesses 
can drive sustainable development by 

promoting lasting proȤenvironmental 
behaviour change: An examination of 
the IKEA Live Lagom project 

Household 
behaviors 

UK, Ireland Pilot study, Field 
study 

3 Success Tester 

5 Filimonau et 
al. (2017) 

óNudgingô as an architect of more 
responsible consumer choice in food 
service provision: The role of 
restaurant menu design 

Food service 
provision 

UK Field experiment 1 Understanding Qualifier 

6 Kidwell et al. 
(2013) 

Getting liberals and conservatives to 
go green: political ideology and 
congruent appeals 

Recycling USA Online 
experiment, Field 
experiment 

4 Success Qualifier 

7 Kim et al. 
(2020) 

Consumer perspectives on household 
food waste reduction campaigns 

Food waste Australia Co-design 
session, Online 
survey, Fridge 
photo audit 

3 Understanding Expander 

8 McGouran 
and Prothero 
(2016) 

Enacted voluntary simplicity ï 
exploring the consequences of 
requesting consumers to intentionally 
consume less 

Consumer 
culture 

Ireland Phenomenology, 
Autoethnography 

1 Trial Qualifier 
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 Author 
(Year) 

Title  Sustainability 
domain  

Location  Methods  Number 
of 
studies  

Hierarchy of 
effects level  

Empirical 
type  

9 Mirosa et al. 
(2018) 

Consumersô Behaviors and Attitudes 
toward Doggy Bags: Identifying 
Barriers and Benefits to Promoting 
Behavior Change 

Food waste New Zealand Survey, Focus 
group, Quasi-
Experiment 

2 Trial Expander 

10 Morgan et 
al. (2018) 

óI prefer 30Áô?: Business strategies for 
influencing consumer laundry 
practices to reduce carbon emissions 

Household 
behaviors 

Belgium, 
Denmark, 
France, Italy, 
UK 

Mixed-methods 
approach 

1 Understanding Expander 

11 Mulcahy et 
al. (Mulcahy 
et al., 2020) 

ñGame on!ò Pushing consumer 
buttons to change sustainable 
behavior: a gamification field study 

Household 
behaviors 

Australia Mixed-methods 
approach 

1 Success Expander 

12 Mulcahy et 
al. (2021) 

Designing gamified apps for 
sustainable consumption: A field study 

Household 
behaviors 

Australia Field experiment 1 Success Expander 

13 Nicolau et al.  
(2022) 

Explaining the willingness of 
consumers to bring their own reusable 
coffee cups under the condition of 
monetary incentives 

Reusables USA Online survey 1 Trial Qualifier 

14 Phipps et al. 
(2011) 

From right to responsibility: 
sustainable change in water 
consumption 

Household 
behaviors 

Australia Case study, 
Interview 

1 Success Expander 

15 Ratay and 
Mohnen 
(2022) 

Motivating consumer-to-business 
smartphone returns: Evidence from a 
factorial survey experiment 

Waste 
management 

Germany Factorial survey 
experiment 

1 Intention Qualifier 

16 Sandhu et 
al. (2021) 

Environment friendly takeaway coffee 
cup use: Individual and institutional 
enablers and barriers 

Waste 
management 

Australia Interview, non-
participant 
observations 

1 Understanding Qualifier 

17 Septianto et 
al. (2020) 

Thanks, but no thanks: The influence 
of gratitude on consumer awareness 
of food waste 

Food waste Online Online experiment 3 Intention Expander 

18 Su et al. 
(2022) 

Sustainable marketing innovation and 
consumption: Evidence from cold 
chain food online retail 

Online food 
retail 

Korea Online experiment 1 Trial Qualifier 

19 Tarabashkin
a et al. 
(2022) 

Encouraging product reuse and 
upcycling via creativity priming, 
imagination and inspiration 

Waste 
management 

Australia Online experiment 3 Trial Builder 

20 Trudel et al. 
(2016) 

The Recycled Self: Consumersô 
Disposal Decisions of Identity-Linked 
Products 

Waste 
management 

USA Laboratory 
experiment, 
Online experiment 

7 Understanding Qualifier 

21 Van Herpen 
et al. (2021) 

Take it or leave it: How an opt-out 
strategy for doggy bags affects 

Food waste Netherlands Laboratory 
experiment, 
Online experiment 

5 Trial Tester 
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 Author 
(Year) 

Title  Sustainability 
domain  

Location  Methods  Number 
of 
studies  

Hierarchy of 
effects level  

Empirical 
type  

consumer food waste behavior and 
restaurant evaluations 

22 White and 
Simpson 
(2013) 

When do (and don't) normative 
appeals influence sustainable 
consumer behaviors? 

Waste 
management 

Canada Laboratory 
experiment, Field 
experiment 

4 Intention Qualifier 

23 White et al. 
(2014) 

The Motivating Role of Dissociative 
Out-Groups in Encouraging Positive 
Consumer Behaviors 

Conservation Canada Field experiment, 
Laboratory 
experiment 

4 Intention Expander 

24 Whittaker et 
al. (2021) 

óGo with the flowô for gamification and 
sustainability marketing 

Household 
behaviors 

Australia Cross sectional 1 Intention Expander 

25 Whittaker et 
al. (2021) 

RewardȤbased or meaningful gaming? 
A field study on game mechanics and 
serious games for sustainability 

Household 
behaviors 

Australia Field experiment 1 Intention Expander 

26 Young et al. 
(2018) 

Sustainable retailing - influencing 
consumer behaviour on food waste 

Food waste UK Quasi-Experiment 1 Trial Qualifier 
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2.2.2 MAPPING OF INCLUDED LITERATURE 

Bibliometrics is one of the four main measuring techniques in information 

science, namely bibliometrics, infometrics, scientometrics, and librametrics (Sengupta, 

1992). Using statistical/mathematical techniques, it analyzes the organization and 

numerous patterns of a curated library. Conventionally, bibliometrics is not a usual 

nor recommended part of a SLR. Nonetheless, this paper conducts this analysis to 

have a better understanding of the pertinent literature and thus discover potential 

routes for future research. 

A computer -assisted application is the most straightforward approach to 

conducting  bibliometrics. There are two most used applications for this purpose, 

which are Bibliometrix and VOS Viewer. Bibliometrix, an open-source R tool, performs 

comprehensive bibliometric analysis using metadata from academic databases, 

enabling various analyses like co-citation and scientific collaboration (Aria & 

Cuccurullo, 2017). VOS Viewer helps study complex scientific network analysis with 

user-friendly features, aiding in exploring academic knowledge structures (Perianes-

Rodriguez et al., 2016; van Eck & Waltman, 2010). In this article, both tools are 

employed to elucidate a panoramic overview of scholarly literature.  

The following are the main pieces of information extracted from Bibliometrix 

and VOS Viewer. The information is included for presentation if it shows significant 

insight into  the included articles and does not meet with technical errors from within 

the application.  
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Main information about the sample: The most noticeable insights from this 

overview are (1) the articles in the included sample spans more than a decade, starting 

from 2011 to 2023, indicating the novelty of this research stream; (2) the research 

projects currently involve 73 different authors, with an international co -authorship 

rate of 26.92%, showing the growing international collaboration trend among them; 

and (3) the average citations of more than 50 per document, which implies the large 

interest in the question of providing empirical evidence of effective behavioral change 

interventions.  

 
Figure 7 Main information about the included articles.  

Word cloud: Following is the word cloud generated from the most frequent 

*ÌàÞÖÙËÚɯ/ÓÜÚȭɯ3ÏÌɯÞÖÙËÚɯɁÊÖÕÚÜÔÌÙɯÉÌÏÈÝÐÖÙɂɯÈÕËɯɁÚÜÚÛÈÐÕÈÉÓÌɯËÌÝÌÓÖ×ÔÌÕÛɂɯÈÙÌɯ

the most frequent, indicating that the whole search process has led to the right 

direction, with a highl y relevant cohort of articles to answer the research question. The 

ÙÌÓÌÝÈÕÊÌɯ ÖÍɯ ÛÏÌɯ ÞÖÙËÚɯ ɁÍÖÖËɯ ÞÈÚÛÌȮɂ ɁÊÖÔÔÌÙÊÌȮɂ ɁÔÈÙÒÌÛÐÕÎȮɂ ÈÕËɯ ɁÚÖÊÐÈÓɯ

ÔÈÙÒÌÛÐÕÎÚɂɯÈÓÚÖɯÜÕËÌÙÚÊÖÙÌÚɯÛÏÌɯÚÛÙÖÕÎɯ×ÙÌÚÌÕÊÌɯÖÍɯÛÏÌɯÙÖÓÌɯÖÍɯÔÈÙÒÌÛÐÕÎɯÐÕɯÛÏÌɯ

included articles sample, as well as the most investigated issue of unsustainable 

behavior ɬ food waste. 
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Figure 8 Cloud of words with highest occurrences in included articles.  

Annual scientific production: the annual production of the articles in the 

included sample fluctuates every year. Nevertheless, there is a strong trend going 

forward  from 2019, with at least three and at most six articles being published each 

year, which is much higher than the period pre -2019. 

 
Figure 9 Annual scientific production among included articles.  
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Most relevant sources: these are the sources that publish most of the articles in 

the included sample. The Journal of Cleaner Production holds nine out of twenty -six 

articles being included in the final sample. The European Journal of Marketing follows 

with the provision of three articles. Business Strategy and the Environment, Journal of 

Consumer Research, and Journal of Macromarketing host each two  articles that could 

answer the research question. 

 
Figure 10 Most relevant sources among included articles.  

Most relevant authors: these are the authors who produced most of the work 

being included in the final sample. Russell -Bennett R authored or co-authored four  

out of twenty -six included articles.  
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Figure 11 Most relevant authors among the included articles.  

,ÖÚÛɯÎÓÖÉÈÓɯÊÐÛÌËɯËÖÊÜÔÌÕÛÚȯɯɁÎÓÖÉÈÓɯÊÐÛÌËȮɂ ÈÚɯÖ××ÖÚÌËɯÛÖɯɁÓÖÊÈÓɯÊÐÛÌËȮɂ means 

being cited by any document anywhere. The article by Kidwell et al. (2013) is the most 

cited document, at 263 times, followed by White et al. (2013) at 258 times. 

 
Figure 12 Most cited articles of the final sample.  

Most cited countries: the country on this map is the country of affiliation of the 

authors. The United States of America is the most frequently cited country of 

affiliation in this sample, followed by Canada and the United Kingdom.  
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Figure 13 Most cited countries of the final sample.  

Three-field plot : A three-field plot is a type of bibliometric tool used to visualize 

the main items in three fields and how they are related (Aria & Cuccurullo, 2017) . 

Ɂ2.ɂɯÚÛÈÕËÚɯÍÖÙɯ2ÖÜÙÊÌȮɯÖÙɯÛÏÌɯ×ÜÉÓÐÊÈÛÐÖÕɯÞÏÌÙÌɯÛÏÌɯÈÙÛÐÊÓÌɯÊÖÔÌÚɯÍÙÖÔȰɯɁ(#ɂɯÚÛÈÕËÚɯ

ÍÖÙɯ*ÌàÞÖÙËÚɯ/ÓÜÚȮɯÖÙɯ×ÏÙÈÚÌÚɯËÌÙÐÝÌËɯÍÙÖÔɯÈÕɯÈÙÛÐÊÓÌɀÚɯÙÌÍÌÙÌÕÊÌÚȮɯÕÖÛɯÐÛÚɯÛÐÛÓÌɯÈÕËɯ

ÔÈàɯÕÖÛɯÌßÐÚÛɯÌÝÌÕɯÐÕɯÈÜÛÏÖÙɀÚɯÒÌàÞÖÙËÚɯÖÙɯÛÌÙÔÚȮɯÜÚÐÕÎɯÈɯÜÕÐØÜÌɯÈÓÎÖÙÐÛÏÔɯÍÙÖÔɯ

Clarivate databases (Clarivate, 2022)ȰɯɁ#$ɂɯÙÌ×ÙÌÚÌÕÛÚɯÛÏÌɯÈÜÛÏÖÙÚɀɯÒÌàÞÖÙËÚȮɯÖÙɯ

words assigned to the articles by researchers themselves. The curved lines connecting 

the three columns represent the relationships among the item; the thicker they are, the 

stronger the relationships. The plot i ndicates that the Journal of Cleaner Production is 

the primary source of the research works in the included articles. These authors 

explore a range of topics, including food waste, social marketing, consumer behavior, 

sustainability, pro -environmental behavior, interventions, retailers, value -in-

behavior, gamification, behavior change, and sustainable consumption. Their research 

is grounded  in literature that shares similar themes, such as food waste, consumer 
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behavior, retailing, commerce, sustainable development, consumption behavior, 

marketing, social marketing, behavioral intention, sustainable behavior, behavioral 

changes, and research. 

 
Figure 14 A three -field Sankey diagram  linking the sources, the keywords plus, and authors' keywords of the included 

articles. 

Co-citation network (authors): this network shows the authors frequently cited 

together by other publications. We can distinguish five  clusters of authors below. 
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Figure 15 Co-citation network showing the authors frequently cited together.  

Co-occurrence network (Titles, Unigrams): these are the words that often go 

together in the titles of the included articles. Four clusters are identified: (1) consumer, 

food, waste, influence, behavior, restaurant, role; (2) sustainable, change, behavior, 

promotion, consumption, development; (3) field, study, game; (4) behavior, doggy, 

bags. 

 
Figure 16 Co-occurrence network shows words frequently appearing together.  
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Thematic maps are a conceptual structure helpful for understanding the state 

of the literature are the Thematic map. A thematic map can be built from Keywords  

/ÓÜÚȮɯÈÜÛÏÖÙɀÚɯÒÌàÞÖÙËÚȮɯÛÐÛÓÌÚȮɯÖÙɯÈÉÚÛÙÈÊÛÚȭɯ4ÚÐÕÎɯÈɯÊÓÜÚÛÌÙÐÕÎɯÈÓÎÖÙÐÛÏÔȮɯBibliometrix 

then identifies the themes of a domain, which can be visualized on a chart named 

Strategic or Thematic map (Cobo et al., 2011). However, there are some limitations to 

this approach: each keyword is associated with only one theme, making it unsuitable 

for document categorization; and it does not allow for the simultaneous analysis of 

meta-information. Therefore, a map made from thÌɯÞÖÙËÚɯÖÍɯÛÏÌɯÈÙÛÐÊÓÌÚɀɯÈÉÚÛÙÈÊÛÚȮɯ

rather than other elements above-mentioned, is selected to have the deepest sematic 

analysis. 

In a thematic map, centrality measures the significance of each theme, while 

density assesses the level of development within each theme (Callon et al., 1991). Four 

quadrants are accordingly formed. Terms that are not central to the topic and are not 

developing among the sample of articles form the Emerging or Declining Themes 

(secondary). Niche themes (peripheral) comprise of terms that are quickly developing 

but form an insignificant part of the sample. Basic themes (crossroad) contain terms 

that are highly relevant to the current topic but are not fully developing. Motor themes 

(principle) are highly relevant and highly developing themes, constituting the cor e 

subject of the articles. 

The ensuing thematic map delineates Emerging and Declining Themes, 

fundamental concepts, and pivotal motor themes. The emerging or declining themes 

in this sample are sustainable practices and sustainable marketing. The theme with 
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the highest development degree but marginal  is ÊÖÕÚÜÔÌÙÚɀɯ ÐÕÛÌÕÛÐÖÕÚɯ ÈÕËɯ

disposition behaviors, while the theme that could represent the center of this sample 

yet underdeveloped is the coffee cup. Motor fields include the field study on 

sustainable consumption, behavioral intentions, and gamified apps. The public policy 

on sustainable behaviors in the food service, including the usage of doggy bags, also 

constitutes the core of these research articles. A third central theme is the social 

marketing for behavior change, including waste reduction, of whic h food waste plays 

a significant role. 

 
Figure 17 Thematic map of the included articles using Bibliometrix , built from the articles' abstracts (Aria & Cuccurullo, 2017)  

Tree map: this tree map gives a quick overview of the key ideas and 

components of the included articles. 
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Figure 18 The tree map of the most frequent words in the cohort of twenty -six included articles. 

Thematic clusters: The text data from reference manager files are used to 

conduct cluster analyses in VOS Viewer, a software tool for visualizing bibliometric 

networks (van Eck & Waltman, 2010). The terms are extracted from the titles and 

abstracts of the articles using full counting, which means that each occurrence of a 

term is counted, regardless of the number of documents it appears in. The following 

abbreviations are used to describe the parameters of the cluster analyses: MO ɬ the 

minimum number of times a term must occur in the text data to be considered; N ɬ 

the total number of terms in the text data; AN ɬ the number of terms that meet the MO 

criterion; EN ɬ the number of terms that are selected for the cluster analyses; R ɬ the 

clustering resolution, which determines the number and size of the clusters; X ɬ the 

generic terms that are excluded). 

The cluster analysis result for this group is as follow (MO = 3; N = 870; AN = 

ƕƕƛȰɯ- ɯǻɯƛƔɤƚƔǔȰɯ1ɯǻɯƔȭƜȰɯ7ɯǻɯɁÈÙÛÐÊÓÌɂȮɯɁÖÙËÌÙɂȮɯɁÐɯÌɂȮɯɁÕÜÔÉÌÙɂȮɯɁÈÜÛÏÖÙɂȺȯ 
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¶ Cluster 1: benefit, business, change, doggy bag, effect, food waste, gain 

framed implication, gratitude, implication, interaction, opt, public 

policy, restaurant, social marketing, strategy, sustainable development, 

technology, time. 

¶ Cluster 2: badge, behavioral intention, business return option, field 

study, flow, game design element, game mechanic, gamification, 

gamified app, information and education, knowledge, point, potential, 

reward, serious game, sustainability, sustainability knowledge, 

sustainability marketing outcome, sustainable energy behavior, value  

¶ Cluster 3: brand, creativity priming, descriptive appeal, end, end use 

consumption, end use ideation, identity, individual, intervention, 

monetary incentive, original idea, product, rcc, self, willingness.  

¶ Cluster 4: backfiring effect, company representative, researcher, source, 

vegan activist 

¶ Cluster 5: addition, consumer choice, emotional appeal, food service 

provision, term  

¶ Cluster 6: environment friendly takeaway coffee cup use, institutional 

factor 
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Figure 19 Included articles (Network visualization) ) -This visualization shows the clusters graphically, the size of the words 

and connections are bigger and thicker corresponding to their frequency and relation.  

 
Figure 20 Included articles (Overlay visualization) - According to this visualization, the current research direction in this field 

seems to consist of the willingness of individuals to engage in business return of certain products, which is considered a pr o-

enviro nmental behavior, using emotional appeal.  



65 

 
Figure 21 Included articles (Density visualization)  ɬ The visualization shows that the key research topics in this group are 

food waste and rewards.  

¶ Cluster 1 seems to focus on the effects of different strategies and 

interventions on food waste reduction in the restaurant context. It 

includes terms related to the benefits, implications, and interactions of 

various methods, such as offering doggy bags, framing the messages, 

using technology, and implementing public policies. It also includes 

terms related to social marketing, sustainable development, and change. 

¶ Cluster 2 seems to focus on the use of gamification and serious games to 

ÐÕÍÓÜÌÕÊÌɯ ÊÖÕÚÜÔÌÙÚɀɯ ÉÌÏÈÝÐÖÙÈÓɯ ÐÕÛÌÕÛÐÖÕɯ ÈÕËɯ ÚÜÚÛÈÐÕÈÉÐÓÐÛàɯ

knowledge. It includes terms related to the design and evaluation of 

game elements, mechanics, and apps, such as badges, points, rewards, 

flow, and feedback. It also includes terms related to information and 
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education, sustainability marketing outcome, and sustainable energy 

behavior. 

¶ Cluster 3 focuses on the role of brand, product, and identity in 

sustainability marketing. It includes terms related to the creation and 

communication of brand and product value, such as creativity priming, 

descriptive appeal, end use consumption, end use ideation, original 

idea, and reusable coffee cups. It also includes terms related to the 

ÐÕÍÓÜÌÕÊÌɯÖÍɯÐËÌÕÛÐÛàȮɯÐÕËÐÝÐËÜÈÓȮɯÚÌÓÍȮɯÈÕËɯÞÐÓÓÐÕÎÕÌÚÚɯÖÕɯÊÖÕÚÜÔÌÙÚɀɯ

perception and behavior, such as identity -based product lines, 

intervention, and monetary incent ives. 

¶ Cluster 4 concentrates on the sources and effects of information and 

ÔÌÚÚÈÎÌÚɯÖÕɯÊÖÕÚÜÔÌÙÚɀɯÈÛÛÐÛÜËÌɯÈÕËɯÉÌÏÈÝÐÖÙȭɯ(ÛɯÐÕÊÓÜËÌÚɯÛÌÙÔÚɯÙÌÓÈÛÌËɯ

to the backfiring effect, which is the phenomenon of consumers reacting 

negatively or oppositely to the intended me ssage, such as company 

representative, researcher, source, and vegan activist.  

¶ Cluster 5 investigates the emotional aspects of consumer choice and 

food service provision. It includes terms related to the addition, 

emotional appeal, and term of the choice, such as consumer choice, 

emotional appeal, and term. It also includes terms related to the food 

service provision, such as food service provision. 

¶ Cluster 6 shows sign of concentration on a specific case of 

environmentally  friendly takeaway coffee cup use and the institutional 
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factor that affects it. It includes only two terms: Ɂenvironment friendly 

takeaway coffee cup useɂ and Ɂinstitutional factor ȭɂ 

Further exploration of the articles included  is discussed below. A detailed 

analysis of the excluded articles, which helps identify significant themes in landscape 

of sustainability  marketing, is included in Appendix 9.1. 

2.2.3 CRITICAL A PPRAISAL OF INCLUDED A RTICLES 

Critical appraisal is an integral step in systematic literature review s of 

prevalence data, involving a thorough assessment of the methodological quality of 

included studies (Munn et al., 2014). It ensures the inclusion of high-quality research, 

enhancing overall validity and reliability. Critical appraisal also identifies biases and 

limitations, informs study relevance, and highlights areas for further research and 

improvement. Within the lands cape of systematic literature reviews (SLRs) in the 

social sciences, critical appraisal stands as an arena warranting refinement and 

enhancement (Chapman, 2021). 

This article aims to address this need by critically evaluating the selected 

articles to ensure their quality and rigor. The subsequent section presents a detailed 

critique of these articles, employing the Joanna Briggs Institute Prevalence Critical 

Apprai sal Tool (Munn et al., 2014). 

2.2.3.1 CRITICAL A PPRAISAL PROCEDURE 

The following are the questions, taken from Munn et al. (2014), used to assess 

the quality of the included articles.  

1. Was the sample representative of the target population? 
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2. Were study participants recruited in an appropriate way?  

3. Was the sample size adequate? 

4. Were the study subjects and setting described in detail? 

5. Is the data analysis conducted with sufficient coverage of the identified 

sample? 

6. Were objective, standard criteria used for measurement of the 

condition? 

7. Was the condition measured reliably? 

8. Was there appropriate statistical analysis? 

9. Are all important confounding factors/ subgroups/differences identified 

and accounted for? 

10. Were subpopulations identified using objective criteria?  

Each of these articles undergoes critical  appraisal, evaluated in accordance with 

their respective responses to this set of predetermined questions. The extent to which 

they align with the established criteria determines the degree of importance assigned 

to their findings, thus shaping their impa ct on the conclusion. Any questions that 

remain unaddressed due to insufficient information are denoted as "unclear" or "not 

applicable." 

2.2.3.2 PRESENTATION OF RESULTS FROM THE QUALITY A SSESSMENT 

This table resumes the assessment for each of the articles included  in the criteria 

set above. The full justifications for each of these results can be found in a document 

named Critical Appraisal.  
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Table 3 Critical appraisal, a quality assessment procedure, of included articles.  

Author (Year)  1 2 3 4 5 6 7 8 9 10 TOTAL Y (/10)  

Armstrong Soule et al. (2022) 1 1 1 1 1 1 1 1 1 1 10 

Balderjahn et al. (2023) 1 1 / 1 1 1 1 1 1 1 9 

Boenke et al. (2022) 1 1 1 1 1 1 1 1 1 1 10 

Elf et al. (2021) / 1 1 1 1 1 1 1 1 1 9 

Filimonau et al. (2017) 1 1 1 1 1 1 1 1 1 1 10 

Kidwell et al. (2013) 1 1 1 1 1 1 1 1 1 1 10 

Kim et al. (2020) 1 1 1 1 1 1 1 1 1 1 10 

McGouran et al. (2016) / 1 1 1 1 1 1 1 1 1 9 

Mirosa et al. (2018) 1 1 1 1 1 1 1 1 1 1 10 

Morgan et al. (2018) 1 1 1 1 1 1 1 1 1 1 10 

Mulcahy et al. (2020) 1 1 1 1 1 1 1 1 1 1 10 

Mulcahy et al. (2021) 1 1 1 1 1 1 1 1 1 1 10 

Nicolau et al. (2022) 1 1 1 1 1 1 1 1 1 1 10 

Phipps et al. (2011) / 1 1 1 1 1 1 1 1 1 9 

Ratay et al. (2022) / 1 1 1 1 1 1 1 1 1 9 

Sandhu et al. (2021) 1 1 1 1 1 1 1 / 1 1 9 

Septianto et al. (2020) 1 1 1 1 1 1 1 1 1 1 10 

Su et al. (2022) 1 1 1 1 1 1 1 1 1 1 10 

Tarabashkina et al. (2022) / 1 1 1 1 1 1 1 1 1 9 

Trudel et al. (2016) 1 1 1 1 1 1 1 1 1 1 10 

Van Herpen et al. (2021) 1 1 1 1 1 1 1 1 1 1 10 

White et al. (2013) 1 1 1 1 1 1 1 1 1 1 10 

White et al. (2014) 1 1 1 1 1 1 1 1 1 1 10 

Whittaker et al. (2021) 1 1 1 1 1 1 1 1 1 1 10 

Whittaker et al. (2021) 1 1 1 1 1 1 1 1 1 1 10 

Young et al. (2018) 1 1 1 1 1 1 1 1 1 1 10 

              
Legend: Y = YES, N = NO, / = UNCLEAR/NOT APPLICABLE 

2.2.3.2.1 COMMON STRENGTHS AMONG INCLUDED A RTICLES 

First, the studies use rigorous and diverse methodologies, such as social media 

data analysis, online experiments, field experiments, factorial survey experiments, 

and case studies, to test their hypotheses and interventions. Secondly, they draw on 

relevant and well -established theories (e.g., signaling theory, social identity theory, 

self-determination theory, innovation diffusion theory, perceived value theory, 

planned behavior theory, construal level theory, goal framing theory, identity theory, 

identity  threat theory, behavioral learning hierarchy, value -in-behavior framework, 

etc.) to explain the mechanisms and moderators of their effects. Third, the articles 

cover a wide range of domains related to sustainable consumption (e.g., anti-

consumption, recycling, food waste, water consumption, energy conservation, 
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product reuse, and upcycling, and provide insights and implications for practitioners 

and policymakers in these domains). Finally, the effectiveness of interventions in these 

studies are measured using reliable and valid scales and indicators (e.g., anti-

consumption intentions, willingness to pay, brand attractiveness, status perceptions, 

environmental concern, need for status, sustainability knowledge, value -in-behavior, 

sustainable behavioral intention, psychological reactance, creativity, imagination, 

inspiration, disposal decisions, etc.) 

2.2.3.2.2 COMMON QUALITY ISSUES AMONG INCLUDED A RTICLES 

The most common issue among included articles is the employment of non -

probability sampling, in particular convenience sampling (n = 18). These could 

generate homogeneous samples and may not represent the diversity of the general 

population.  

In the realm of psychological and cross-cultural studies, the practice of student 

sampling is prevalent due to its convenient recruitment process and cost-effectiveness 

(Hanel & Vione, 2016). This method is commonly used to reduce sample variability 

and yield moderately representative results (Hanel & Vione, 2016). Nevertheless, 

concerns have been raised about the representativeness, generalizability, and 

comparability of findings drawn from student samples, as students often possess a 

higher socioeconomic status, which can challenge the broader applicability of the data 

(Hanel & Vione, 2016). It's worth noting that student samples also tend to exhibit a 

higher degree of homogeneity when compared to non -student participants (Hanel & 

Vione, 2016). While the use of student samples can be viewed as a limitation in 
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research, authors frequently employ methodological or statistical defenses to justify 

this choice (Henry, 2008). However, the literature presents conflicting evidence 

regarding the range of attitudes and effect sizes obtained from student samples 

compared to non-student populations (Henry, 2008). Considering these complexities, 

it has been suggested that researchers explicitly articulate the theoretical relevance of 

employing student samples in their studies (Peterson & Merunka, 2014). 

In the articles included in the final sample, many utilize student sampling. 

Nonetheless, most do not provide the justification of this usage in relation to their 

intended generalizability, which is public . As mentioned earlier, whether students are 

representative of the general population is highly questionable. Therefore, this 

represents a limitation for the articles employing student sampling and other similar 

sampling methods. The same goes for community sampling, where the characteristics 

of one specific community may not be extendable to other communities.  

Snowball sampling (n = 1), a method used to locate special populations (e.g., 

homeless adolescents, homosexuals, minority community leaders, drug users, etc.), 

also faces notable drawbacks (Johnson, 2014). First, its selection process, where 

existing study participants are used to recruit additional participants, is not random. 

This lack of randomness could lead to biased samples at various stages of research. 

Secondly, with subjective judgments from previous informants, potential biases and 

confidentiality concerns could impact the reliability and validity of the collected data. 

Finally, the assumption that members of the population know each other can limit the 
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ÍÐÕËÐÕÎÚɀɯÈ××ÓÐÊÈÉÐÓÐÛàɯÈÕËɯÈÊÊÜÙÈÊàȮɯ×ÈÙÛÐÊÜÓÈÙÓàɯÐÕɯÊÈÚÌÚɯÞÏÌÙÌɯÛÏÌÚÌɯÊÖÕÕÌÊÛÐÖÕÚɯare 

not well -defined. 

However, despite these limitations, snowball sampling remains popular due to 

its cost-effectiveness and efficiency in finding elusive individuals. It allows for quick 

data collection, making it particularly useful for initial exploration when parameters 

for more structured sample designs are scarce. Yet, its susceptibility to biases and 

reliance on subjective judgments highlight the need for caution and additional 

strategies to enhance its reliability in research contexts. 

Secondly, several studies relied on self-reported data, which may be subject to 

social desirability bias (Fisher & Katz, 2000) and add to the intention -behavior gap 

(Carrington et al., 2014). Specifically, participants may report what they think is 

socially acceptable rather than their true thoughts or behaviors. This may explain why 

there exists the intention-behavior gap, where consumers expressed intentions do not 

translate into actual behaviors. Finally, some studies did not use control groups. This 

may make it difficult to isolate the effects of the interventions from other factors that 

might influence the outcomes. 

To conclude, the limitations of some academic articles can be categorized into 

two principal areas: methodological and temporal.  

Methodological limitations are evident in some studies that may not accurately 

capture the actual behavior and outcomes of consumers in real-world settings. For 

instance, Nicolau et al. (2022) used a hypothetical scenario and a monetary incentive 

to gauge ÊÖÕÚÜÔÌÙÚɀɯÞÐÓÓÐÕÎÕÌÚÚɯÛÖɯÉÙÐÕÎɯÙÌÜÚÈÉÓÌɯÊÖÍÍÌÌɯÊÜ×ÚȮɯÞÏÐÊÏɯÔÈàɯÕÖÛɯÙÌÍÓÌÊÛɯ
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their actual behavior or motivation in real situations. Septianto et al. (2020) relied on 

self-reported measures of food waste intentions, rather than actual behavior, which 

may introduce social desirability bias, memory errors, or intention -behavior gaps. 

Armstrong Soule et al. (2022) utilized a single experimental design and self-reported 

survey items, which may not capture the actual behavior and outcomes of anti -

consumption behavior. Lastly, Su et al. (2022) conducted their study with a sample 

size of 173 participants, which may limit the generalizability and reliability of their 

findings.  

Temporal limitations occur when studies do not measure the long -term effects 

or outcomes of the interventions, which may not account for the sustainability or 

durability of the behavior change. For instance, Whittaker et al. (2021) measured the 

behavioral intentions and outcomes of the participants only after one week of 

gameplay, which may not reflect the maintenance or spillover of the behavior change. 

Trudel et al. (2016) measured the disposal behavior of the participants only after 

viewing the identity manipulation, which may not capture the satisfaction or 

repetition of the behavior. McGouran et al. (2016) measured the experiences and 

meanings of the participants only during and shortly after the intervention, which 

may not indicate the impact or contin uation of the behavior. Lastly, Van Herpen et al. 

(2021) measured the doggy-bag use and plate waste of the participants only during 

the intervention, which may not account for the habit formation or social norm 

diffusion of the behavior.  
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Figure 22 Overview of the sampling methods of included articles. 

2.2.4 CRITICAL A NALYSIS OF INCLUDED A RTICLES 

2.2.4.1 EVALUATION OF EFFECTS 

This chart visualizes the effectiveness of various articles based on the Bauman 

hierarchy of effects. This model, proposed by Bauman et al. (2002), is used to evaluate 

the effectiveness of media campaigns for promoting positive societal changes, such as 

increased physical activity or pro -environmental behavior.  

The Bauman hierarchy of effects (Bauman et al., 2002), as delineated previously, 

encapsulates a spectrum of stages extending from Exposure to Success. Within the 

context of this article, we classify the interventions of the studies as Success if the 

consumer has not only adopted the desired behavior but also maintained it well 

beyond the cessation of the intervention. Consequently, most manuscripts that fall 

into this category have conducted longitudinal studies as opposed to one-off  

interventions. Manuscripts that attain the Trial levels are those that have substantiated 

that their interventions instigated the desired behavior among the target 
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demographics. However, the sustainability of the promoted behavior is observed only 

once, and its future continuation is not guaranteed. Pertaining to the Intention level, 

the manuscripts that reach this stage are those that have elicited positive intentions 

from consumers post-intervention, typically through survey methods. Despite the 

Ìß×ÌÙÐÔÌÕÛÈÓɯÕÈÛÜÙÌɯÖÍɯÛÏÌɯÚÛÜËÐÌÚɀɯËÌÚÐÎÕȮɯÛÏÌÚÌɯÚÛÜËÐÌÚɯËÖɯÕÖÛɯàÐÌÓËɯÈÊÛÜÈÓɯÉÌÏÈÝÐÖÙÈÓɯ

data indicative of real behavioral change and may not bridge the intention -behavior 

gap. The Acceptance, Understanding, Attention, and Exposure levels correspond to 

the effects of the intervention that align with their descriptive nomenclature. The 

effectiveness of such interventions remains inconclusive. 

This chart illustrates the number of articles that attain each stage, providing a 

ÔÌÈÚÜÙÌɯÖÍɯÛÏÌɯÌßÛÌÕÛɯÛÖɯÞÏÐÊÏɯÌÈÊÏɯÓÌÝÌÓɯÐÚɯÙÌÈÊÏÌËȭɯ3ÏÌɯɁÙÜÓÌɯÖÍɯÏÈÓÝÌÚɂɯÚÜÎÎÌÚÛÚɯ

that as we ascend the hierarchy, fewer articles are expected to reach each successive 

stage. However, given that the articles in our sample have already been vetted for 

empirical validation of consumer behavior changes through marketing activities, most 

are situated in the upper half of the hierarchy. Consequently, the number of articles 

achieving each level does not follow this rule, indicating that our sample of articles 

offers highly effective insights into consumer behavior change.  
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Figure 23 Overview of the number of articles reaching certain Bauman Hierarchy of effects.  

Interestingly, none of the articles correspond to the Exposure, Attention, and 

Acceptance levels. Most of the included articles reach the Trial (n = 8) level, 

demonstrating that consumers, influenced by various interventions, have attempted 

the new behaviors. Sharing the same number is the Intention level (n = 8), where 

consumers express their intention to change behaviors after interventions, as 

primarily indicated through surveys. This suggests a planned change, although not 

yet proven in the studies. The Understanding level is the next most common (n = 5), 

where consumers have begun to comprehend the proposed pro-environmental 

behaviors but have not necessarily integrated these behaviors into their lifestyles. This 

same number of  articles (n = 5) reach the Success level. At this stage, consumers have 

not only adopted the sustainable behaviors targeted by the interventions but have also 

maintained these behaviors long after the intervention has ended. 
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2.2.4.2 EVALUATION OF THEORETICAL CONTRIBUTION  

Using the theoretical contributions taxonomy proposed by Colquitt and 

Zapata-Phelan (2007), we attempt to categorize the included articles into five 

categories based on their levels of theory building and theory testing. It is important 

to note that this taxonomy is solely used to analyze the intentions of the articles, rather 

than how they hav e executed their research. The taxonomy can be used to analyze the 

trends of theoretical contribution of the included articles and determine the remaining 

gaps for future research to build on.  

The five types of empirical articles, based on their theory testing and theory 

building intentions are, according to Colquitt and Zapata -Phelan (2007), reporters, 

testers, qualifiers, builders, or expanders. Reporters, with low intentions on theory 

building and theory testing, are mostly replications of past research to uncover 

overlooked insights or reexamine those studies with more advanced tools and 

techniques. Testers, high-intentioned in theory testing but low -intentioned in theory 

building, experiment with extant theories, on different samples, to verify the validity 

of the latter. Qualifiers, with moderate intentions in both theory building and th eory 

testing, usually introduce novel moderators or mediators of existing relationships, 

using existing theoretical arguments. Builders, high -intentioned in theory building 

and low -intentioned in theory testing, introduce new relationships, constructs, and  

relationships, but they do so mostly by making logical conjectures or extrapolation 

rather than testing existing arguments. Expanders, with high intentions in both theory 

building and theory testing, mostly resemble builders in establishing novel 
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relationships, constructs, and processes or re-introducing  prevailing ones, yet they 

ground their predictions with existing theories, thus expanding those further.  

 
Figure 24 The types of empirical article represented by the included articles.  

Accordingly, most of the empirical articles analyzed are Qualifiers and 

Expanders, with 12 and 10 articles, respectively. This indicates that the authors of 

these articles have moderately  high intentions in both theory building and theory 

testing. The number of Testers is low , with only three articles, which suggests that 

there is less emphasis on verifying the validity of extant theories. Builders are the least 

represented category, with only one article, indicating that there is less focus on 

introducing new relationships, constructs, and relationships. Reporters are not 

represented at all, which suggests that the authors of the analyzed articles are not 

interested in replicating past research to uncover overlooked insights or reexamine 

those studies with more advanced tools and techniques. Overall, the results suggest 

that the authors of the analyzed empirical articles are more interested in introducing 

novel moderators or mediators of existing relationships, establishing novel 
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relationships, constructs, and processes, or re-introducing prevailing ones, and 

expanding existing theories further.  

2.2.5 THEMATIC A NALYSIS OF INCLUDED A RTICLES 

2.2.5.1 THEORETICAL A PPROACHES 

The  theories that are most frequently mobilized are Nudge (Armstrong Soule 

& Sekhon, 2022; Boenke et al., 2022; Filimonau et al., 2017; Mulcahy et al., 2021) and 

Social Identity Theory (Armstrong Soule & Sekhon, 2022; Boenke et al., 2022; Trudel 

et al., 2016; White & Simpson, 2013), which are both mobilized 4 times  and are related 

to Social Marketing. The theories that are used moderately (2-3 times) include Co-

creation/Co-design (Elf et al., 2021; Kim et al., 2020), Elaboration likelihood model 

(Balderjahn & Hoffmann, 2023; Boenke et al., 2022), Fluency theory (Kidwell et al., 

2013; Septianto et al., 2020), Goal compatibility theory (van Herpen et al., 2021; White 

& Simpson, 2013), Innovation diffusion theory (Su et al., 2022; Young et al., 2018), 

Operant conditioning (Mulcahy et al., 2020, 2021), Perceived barriers (Nicolau et al., 

2022; Ratay & Mohnen, 2022), Perceived value theory (Mulcahy et al., 2020; Su et al., 

2022), Self-determination  theory (Armstrong Soule & Sekhon, 2022; Mulcahy et al., 

2020), Social influence (Balderjahn & Hoffmann, 2023; Young et al., 2018), Social 

Marketing (Filimonau et al., 2017; Kim et al., 2020; Mirosa et al., 2018), and the Theory 

of planned behavior (Balderjahn & Hoffmann, 2023; Sandhu et al., 2021; Su et al., 2022). 

These theories cover a wide range of topics, from cognitive psychology, marketing , 

social marketing, and environmental behavior.  
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Most of the theories are used only by one article, which suggests a wide range 

of theoretical perspectives and a multi -disciplinary approach to the subject matter.  
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Figure 25 Theories mobilized by included articles to design behavior change interventions.  
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Operant conditioning stands out among the theories mobilized by Success 

articles, with behavior change being empirically proven in two  included articles.  

 
Figure 26 The theories mobilized by the articles reaching the Success level of the Bauman Hierarchy of Effects.  

In summary, while there is a dominant theory (Nudge), which is followed by 

other significant theories (Theory of Planned behavior, Social Marketing, Social 

Identity Theory), there is also a wide variety of other contributing theories, indicating 

a rich and diverse theoretical approach among the included articles.  

2.2.5.1.1 RESEARCH STREAMS 

The theories deployed to change consumer behaviors span a wide range of 

academic disciplines. Following is an attempt to categorize these theories based on 

their primary fields of study. The research streams comprise of Psychology and 
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Behavioral Sciences, Marketing , Social Marketing & Business, Sociology and Public 

Policy, and Design Thinking.  

Table 4 Mobilized theories  and corresponding research streams. 



84 

Psychology and 
Behavioral Sciences  Marketing and Business  

Sociology and Public 
Policy  Design Thinking  

Affect as Information 
Theory Business Model Innovation 

Co-Evolutionary 
Framework 

Co-Creation/ Co-
Design 

Behavioral Economics Cause Involvement Institutional Theory  
Behavioral Learning 
Hierarchy 

Customer Value Loyalty 
Framework Non-Consumption  

Cognitive Dissonance Gamification Nudge  
Construal Level Theory Information Provision Opt-In Strategy  
Consumer Learning Innovation Diffusion Opt-Out Strategy  

Creativity Priming Marketing Systems 
Public Policy 
Framework  

Descriptive Norms Perceived Value Theory Social Practice Theory  
Elaboration Likelihood 
Model Price Consciousness Voluntary Simplicity  
Flow Signaling Theory   
Fluency Theory Social Marketing   
Goal Compatibility Theory    
Goal Framing Theory    
Identity Theory    
Identity Threat Theory    
Imagination Theory    
Moral Foundations 
Theory    
Moral Licensing    
Need for Status    
Norm Activation    
Operant Conditioning    
Perceived Barriers    
Preference for 
Consistency    
Previous Experience    
Privacy Concern    
Prosocial Behavior    
Pro environmental 
Behavior    
Protective Motivation 
Model    
Rebound Effect    
Reference Group Theory    
Self-Construal Theory    
Self-Affirmation Theory    
Self-Determinations    
Self-Perception    
Social Comparison 
Theory    
Social Identity Theory    
Social Influence    
Social Norm Theory    
Spillover Theory    
Symbolic Consumption    
Theory of Planned 
Behavior    
Transtheoretical Model    
Value-in-Behavior 
framework    
Warm Glow Giving Effect    
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The presence of numerous theories in the included articles aiming to change 

consumer behavior to be pro-environmental indicates a comprehensive and 

multidisciplinary approach to understanding and influencing consumers.  

The disciplines of Psychology and Behavioral Sciences encompass a wealth of 

pivotal theories that have been empirically validated to influence consumer behavior, 

or at the very least, enhance our comprehension of it. Among the theories of these 

disciplines, the Social Identity Theory (Armstrong Soule & Sekhon, 2022; Boenke et 

al., 2022; Trudel et al., 2016; White & Simpson, 2013) and the Theory of Planned 

Behavior (Balderjahn & Hoffmann, 2023; Sandhu et al., 2021; Su et al., 2022) are 

predominantly utilized. Other theories such as the Elaboration Likelihood Model 

(Balderjahn & Hoffmann, 2023; Boenke et al., 2022), Fluency Theory (Kidwell et al., 

2013; Septianto et al., 2020), Goal Compatibility Theory (van Herpen et al., 2021; White 

& Simpson, 2013), Operant Conditioning (Mulcahy et al., 2020, 2021), Perceived 

Barriers (Nicolau et al., 2022; Ratay & Mohnen, 2022), Self Determination (Armstrong 

Soule & Sekhon, 2022; Mulcahy et al., 2020), Social Influence (Balderjahn & Hoffmann, 

2023; Young et al., 2018), Social Marketing (Filimonau et al., 2017; Kim et al., 2020; 

Mirosa et al., 2018), and Value in Behavior Framework (Whittaker, Mulcahy, et al., 

ƖƔƖƕȰɯ6ÏÐÛÛÈÒÌÙȮɯ1ÜÚÚÌÓÓɪ!ÌÕÕÌÛÛȮɯÌÛɯÈÓȭȮɯƖƔƖƕȺ also hold significant relevance and are 

frequently employed in the second tier of application.  
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The field of Marketing and Business also plays a significant role in 

understanding and influencing consumer behavior. Innovation diffusion theory (Su 

et al., 2022; Young et al., 2018), and Perceived Value Theory (Mulcahy et al., 2020; Su 

et al., 2022) have been most cited in studies empirically proven to change consumer 

behaviors. The position of Marketing and Business theories in the included articles 

underscores the importance that these core disciplines are not only in driving business 

success but also in shaping consumer behavior. 

Sociology and Public Policy, with the third greatest number of theories 

successfully contributing to changing consumer behavior to be pro -environmental, 

indicates a recognition of the broader societal and policy contexts within which 

consumer behavior occurs. The theory that has been empirically effective in shaping 

consumer behavior is Nudge theory (Armstrong Soule & Sekhon, 2022; Boenke et al., 

2022; Filimonau et al., 2017; Mulcahy et al., 2021). The presence of this theory  

highlights the significance of considering the broader societal and policy context in 

efforts to understand and influence consumer behavior. They suggest that effective 

interventions may require changes at multiple levels, from individual cognitive 

processes to societal norms and public policies, which could be referred to as the meso 

level changes as previously mentioned (Brennan et al., 2014). 

Finally, the fact that Design Thinking is conducive to effectively changing 

consumer behavior accentuates the importance of adopting a perspective that puts 

humans, or consumers in particular, at the center when attempting to change 

consumer behavior (Liedtka, 2018). With Design Thinking, while geared towards 
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ÜÕËÌÙÚÛÈÕËÐÕÎɯÊÖÕÚÜÔÌÙÚɀɯÕÌÌËÚɯÈÕËɯÌß×ÌÙÐÌÕÊÌÚȮɯÈÓÚÖɯÍÜÕËÈÔÌÕÛÈÓÓàɯÊÏÈÕÎÌÚɯÛÏÌɯ

experiences of innovators themselves. This way, marketers and innovators could set 

aside their own views and recognize the needs that consumers have not expressed. 

Co-creation, or Co-Design, despite being the only theory in the discipline, is an 

important theoretical pillar on which efficacious consumer behavior change 

interventions were built (Elf et al., 2021; Kim et al., 2020). 

2.2.5.1.2 THEORETICAL FOUNDATIONS  FOR CHANGING CONSUMER 

BEHAVIOR TO BE PRO-ENVIRONMENTAL  

Following are the theories that have been empirically the most successful in 

changing consumer behavior to be pro-environmental from the included articles.  

2.2.5.1.2.1 CO-CREATION/CO -DESIGN 

Co-creation and co-design principles lay the foundation for one included article 

that reach the Success level in Bauman Hierarchy of Effects (Bauman et al., 2002). 

Indeed, co-creation and co-design are increasingly recognized as effective strategies 

for promoting pro -environmental consumer behavior. These approaches involve 

consumers in the design process, ensuring that interventions are closely aligned with 

their needs and preferences (Mahmoud et al., 2021; Messiha et al., 2023). 

Co-creation and co-design are defined differently. On the one hand, co-creation 

is an overarching principle about collaboration and innovative problem -solving 

among various stakeholders across all initiative phases. It has been applied in various 

contexts, including urban planning and public health, to promote sustainable 

practices. Co-design, on the other hand, is a more specific approach that involves 

consumers in the design of products, services, or interventions. This theory is based 
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on the premise that consumers, as end-users, have unique insights that can lead to 

more effective and acceptable solutions. 

By involving consumers in the design and creation of marketing interventions 

aiming to tackle undesirable behaviors (e.g., food waste), Elf et al. (2021) and Kim et 

al. (2020) have not only facilitated the understanding of consumers on this matter, but 

also actually changed their behavior to be more sustainable (e.g., reduce food waste). 

2.2.5.1.2.2 ELABORATION LIKELIHOOD M ODEL 

The Elaboration Likelihood Model (ELM) is a key theory in the realm of 

persuasion and has found extensive application in consumer behavior studies (J. 

Kitchen et al., 2014; Jansson-Boyd & Zawisza, 2017; Shahab et al., 2021). The ELM 

proposes two pathways to persuasion: the central route, which involves scrutiny of 

message content (cognitive) , and the peripheral route, which is influenced by 

superficial cues (emotional) . 

The application of ELM in promoting pro -environmental behavior is a 

burgeoning area of research. The ELM can potentially be employed to design more 

effective environmental campaigns by tailoring the message and its delivery based on 

ÛÏÌɯÛÈÙÎÌÛɯÈÜËÐÌÕÊÌɀÚɯ×ropensity for elaboration.  

For example, for audiences inclined towards high elaboration, environmental 

campaigns could concentrate on providing robust, evidence -backed arguments about 

the advantages of pro-environmental behavior. Conversely, for audiences inclined 

towards low elabor ation, campaigns could utilize peripheral cues, such as 

endorsements from well -known figures or appealing visuals.  
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Balderjahn et al. (2023) and Boenke et al. (2022) have used ELM to efficaciously 

tackle overconsumption and reduce meat consumption, leading consumers to 

manifest intentions to change their behavior or even adopt the desirable behavior (e.g., 

reduced consumption).  

2.2.5.1.2.3 FLUENCY THEORY 

The concept of Fluency, as it pertains to consumer behavior, suggests that the 

ease of information processing influences decision-making and attitudes (Labroo & 

Lee, 2006; Lee & Aaker, 2004; Lee & Labroo, 2004). When information is processed 

with ease (high fluency), it can lead to positive evaluations, while difficult -to-process 

information (low fluency) can result in negative evaluations.  

In the context of encouraging pro -environmental behavior among consumers, 

Fluency Theory implies that if pro -environmental messages are adapted to consumers 

such that those messages are processed easily (increased fluency), it could potentially 

increase the adoption of such behaviors. For instance, framing the messages that fit 

ÞÐÛÏɯÐÕËÐÝÐËÜÈÓÚɀɯ×ÌÙÚÖÕÈÓɯÉÌÓÐÌÍÚɯȹÌȭÎȭȮɯ×ÖÓÐÛÐÊÈÓȺɯ(Kidwell et al., 2013), state of mind 

(e.g., gratitude for having or not having) (Septianto et al., 2020) have been proven to 

increase the ease of information processing and thus increased their intention to 

engage in and actual behavior change. 

2.2.5.1.2.4 INNOVATION DIFFUSION THEORY 

The Diffusion of Innovations theory, popularized by Everett M. Rogers (2014), 

is a model that explains how new ideas or practices, known as innovations, are 
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adopted within a social system. An innovation can be any idea, practice, or object that 

is perceived as new. 

The rate at which an innovation is adopted, known as the rate of adoption, is 

ËÌÛÌÙÔÐÕÌËɯÉàɯÐÕËÐÝÐËÜÈÓÚɀɯ×ÌÙÊÌ×ÛÐÖÕÚɯÖÍɯÍÐÝÌɯÈÛÛÙÐÉÜÛÌÚɯÖÍɯÛÏÌɯinnovation.  These 

include the relative advantage, which is whether an innovation is seen as better than 

the idea it replaces; compatibility, or how consistent an innovation is with the current 

values, previous experiences, and needs of potential adopters; complexity, or how 

difficult an innovation is perceived to be; trialability, or how much an innovation can 

be experimented with on a limited basis; and observability, or how visible the results 

of an innovation are to others. The theory also considers other factors that can 

influence the rate of adoption. These include the type of decision about innovation , 

the communication channels used to spread the innovation at various stages in the 

decision-making process, the nature of the social system, and the change agent. 

In one study of the sample, Su (2022) describes the adoption of express package 

recycling (EPR) in South Korea. This study found that the five innovation diffusion 

characteristics of sustainable marketing innovation services (comparative advantage, 

compatibility, complexity, trialability, and  observability) each has a significant impact 

ÖÕɯÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÚɯɬ their eventual participation in express packaging recycling. 

Additionally, in promoting doggy bags as a social innovation in the realm of food 

waste, Mirosa et al. (2018) demonstrated that using the principles of innovation 

diffusion can facilitate the adoption of desirable behaviors (e.g., usage of doggy bags) 

among the target consumers. 
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2.2.5.1.2.5 NUDGE  

Nudging, a key theory in behavioral economics and related fields, was 

introduced by Richard Thaler and Cass Sunstein (Thaler & Sunstein, 2008). This theory 

suggests that slight changes in how choices are presented can significantly influence 

ÉÌÏÈÝÐÖÙȭɯ3ÏÌÚÌɯÊÏÈÕÎÌÚȮɯÒÕÖÞÕɯÈÚɯɁÕÜËÎÌÚȮɂ are minor design alterations that 

×ÙÌËÐÊÛÈÉÓàɯÔÖËÐÍàɯ×ÌÖ×ÓÌɀÚɯÉÌÏÈÝÐÖÙɯÞÐÛÏÖÜÛɯÙÌÚÛÙÐÊÛÐÕÎɯÈÕàɯÖ×ÛÐÖÕÚɯÖÙɯaltering  their 

economic incentives. 

Nudges can be diverse, including changes in the physical environment, the 

presentation of information, or the default policy. An example of a nudge is the use of 

default options in forms or online settings, where the default option nudges people 

towards a particular choice, such as subscribing to a newsletter or buying insurance 

for a travel ticket.  

The concept of nudge has been mobilized in several included articles 

(Armstrong Soule & Sekhon, 2022; Boenke et al., 2022; Filimonau et al., 2017; Mulcahy 

et al., 2021), of which one reached the Success level in the hierarchy of effects, and has 

laid the foundations for designing behavior change interventions that worked.  

2.2.5.1.2.6 OPERANT CONDITIONING  

Operant conditioning is a theory of learning that explains how behavior is 

shaped and maintained by its consequences (Catania, 1973; Glenn et al., 1992; Lattal 

& Perone, 1998; Skinner, 1969). The theory suggests that behavior is shaped by its 

consequences. Accordingly, behavior that results in changes in the physical or social 

environment is selected based on its outcomes. An operant, or a set of activities that 
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yield the same result, is the basic unit of analysis in this framework. For instance, 

telling a joke can be an operant that is shaped and maintained by positive social 

responses like laughter, or extinguished by negative responses like silence. The 

process of operant conditioning involves the use of reinforcement and punishment to 

increase or decrease the likelihood of a particular behavior occurring in the future.  

The operant framework has led to several extensions and applications to 

human affairs, including the treatment of developmental disorders, interventions for 

psychopathology, teaching technologies for classrooms, strategies to improve 

behavior in business and occupational settings, and approaches to reduce substance 

use and abuse. The theory outlines three types of environmental responses that can 

follow behavior: neutral operants, reinforcers, and punishers. Neutral operants are 

environmental responses that neither increase nor decrease the likelihood of a 

behavior being repeated. Reinforcers are responses that increase the probability of 

repeated behavior, and they can be either positive or negative. Punishers, on the other 

hand, are responses that decrease the likelihood of a behavior being repeated. 

In the context of included articles, they have been incorporated into gamified 

apps (Mulcahy et al., 2020, 2021), which proved to be successful in changing 

ÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÚɯÛÖÞÈÙËɯÚÜÚÛÈÐÕÈÉÐÓÐÛàȭ 

2.2.5.1.2.7 PERCEIVED VALUE THEORY 

Perceived value theory, a critical notion in marketing (Boksberger & Melsen, 

2011; Hur et al., 2013; Keser et al., 2020; Sánchez-Fernández & Iniesta-Bonillo, 2007), 

ÍÖÊÜÚÌÚɯÖÕɯÊÖÕÚÜÔÌÙÚɀɯÖÝÌÙÈÓÓɯÈÚÚÌÚÚÔÌÕÛɯÖÍɯÛÏÌɯÜÛÐÓÐÛàɯÖÍɯÈɯ×ÙÖËÜÊÛɯÉÈÚÌËɯÖÕɯÛÏÌÐÙɯ
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evaluations of what is given and what is taken. The constitution of perceived values 

has been evolving and multiple (Sánchez-Fernández & Iniesta-Bonillo, 2007). 

Nonetheless, in this article, it is accepted that there are four main dimensions to 

ÊÖÕÚÜÔÌÙÚɀɯ×ÌÙÊÌÐÝÌËɯÝÈÓÜÌȭɯ%ÜÕÊÛÐÖÕÈÓɯÝÈÓÜÌɯ×ÌÙÛÈÐÕÚɯÛÖɯÛÏÌɯ×ÙÈÊÛÐÊÈÓɯÉÌÕÌÍÐÛÚɯÈɯ

product or service providers, such as performance and reliability. Economic value is 

the ×ÌÙÊÌÐÝÌËɯÞÖÙÛÏɯÖÍɯÈɯ×ÙÖËÜÊÛɯÙÌÓÈÛÐÝÌɯÛÖɯÐÛÚɯÊÖÚÛȮɯÖÍÛÌÕɯÌØÜÈÛÌËɯÞÐÛÏɯɁÝÈÓÜÌɯÍÖÙɯ

ÔÖÕÌàȭɂɯ'ÌËÖÕÐÊɯÝÈÓÜÌɯÐÚɯËÌÙÐÝÌËɯÍÙÖÔɯÛÏÌɯÌÔÖÛÐÖÕÈÓɯÈÕËɯ×ÚàÊÏÖÓÖÎÐÊÈÓɯÉÌÕÌÍÐÛÚɯÈɯ

product or service offers, such as joy or excitement. Lastly, social value is the perceived 

bÌÕÌÍÐÛɯÎÈÐÕÌËɯÍÙÖÔɯÈɯ×ÙÖËÜÊÛɯÖÙɯÚÌÙÝÐÊÌɀÚɯÈÉÐÓÐÛàɯÛÖɯÌÕÏÈÕÊÌɯÖÕÌɀÚɯÚÖÊÐÈÓɯÚÌÓÍ-concept, 

often linked to improving social status or image. These four pillars provide a 

ÍÙÈÔÌÞÖÙÒɯÍÖÙɯÜÕËÌÙÚÛÈÕËÐÕÎɯÞÏÈÛɯËÙÐÝÌÚɯÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÚȭ 

In the included studies, Su et al. (2022) ÌÔ×ÏÈÚÐáÌɯÛÏÌɯÙÖÓÌɯÖÍɯÊÜÚÛÖÔÌÙÚɀɯ

perceived values and service satisfaction in influencing behaviors, a sentiment echoed 

by Mulcahy et al. (2021), who show how gamification can make routine tasks 

enjoyable and inspire sustainable behaviors. These gamified apps not only encourage 

eco-friendly actions but also provide pleasure, financial advantages, and energy 

savings, underlining the importance of u ser involvement and experience. 

Interestingly, Morgan et al. (2018) ÍÖÜÕËɯÛÏÈÛɯÊÖÕÚÜÔÌÙÚɀɯÉÜàÐÕÎɯÉÌÏÈÝÐÖÙɯÞÈÚɯËÙÐÝÌÕɯ

more by product performance and value for money than by environmental impact. 

This pattern is consistent across various sustainable products, where functional and 

economic values, rather than environmental considerations, predominantly influence 

ÊÖÕÚÜÔÌÙÚɀɯ×ÜÙÊÏÈÚÐÕÎɯËÌÊÐÚÐÖÕÚɯ(Schoormans et al., 2018). 
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In essence, as Mulcahy et al. (2020) ÈÙÛÐÊÜÓÈÛÌȮɯÔÈÙÒÌÛÌÙÚɀɯÍÖÊÜÚɯÖÕɯÊÖÕÚÜÔÌÙÚɀɯ

personal interests, such as financial concerns, may not appear altruistic. However, if 

these strategies lead to the accomplishment of broader environmental objectives, then 

they are undoubtedly worthwhile pursuit s. 

2.2.5.1.2.8 SELF-DETERMINATION  

Self-Determination Theory (SDT) provides a comprehensive understanding of 

human motivation, personality development, and well -being (Ryan & Vansteenkiste, 

2023)ȭɯ3ÏÌɯÛÏÌÖÙàɯÔÈÐÕÛÈÐÕÚɯÛÏÈÛɯÚÜ××ÖÙÛÐÕÎɯÐÕËÐÝÐËÜÈÓÚɀɯÉÈÚÐÊɯÕÌÌËÚɯÍÖÙɯÊÖÔ×ÌÛÌÕÊÌȮɯ

relatedness, and autonomy is crucial for all aspects of personal and societal 

functioning. SDT has found applications in diverse fields, including sports and 

exercise, and has significantly influenced contemporary behavioral science. 

The research conducted by Armstrong Soule and Sekhon (2022) and Mulcahy 

et al. (2020) demonstrates that the fulfillment of self -determination needs can indeed 

stimulate pro -environmental behaviors such as reducing consumption and energy 

use. This effect is particularly pronounced when marketers appeal to these self-

determination needs in t heir campaigns, like positive feedback from gamified apps or 

social recognition from others. This suggests that marketing activities that can tap into 

self-determination needs are effective in promoting pro -environmental behaviors.  

2.2.5.1.2.9 SOCIAL IDENTITY THEORY 

Social Identity Theory (SIT), formulated by Henri Tajfel and John Turner, is a 

significant social psychological theory that elucidates intergroup conflict through the 

lens of group-based self-definitions. The theory posits that individuals derive their 
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identities from their social groups, which serves to fortify their self -identity. This 

×ÙÖÊÌÚÚɯÐÕÝÖÓÝÌÚɯÊÈÛÌÎÖÙÐáÐÕÎɯÖÕÌÚÌÓÍɯÈÚɯ×ÈÙÛɯÖÍɯÈÕɯɁÐÕ-ÎÙÖÜ×ɂɯÞÏÐÓÌɯËÐÚÛÐÕÎÜÐÚÏÐÕÎɯ

ÍÙÖÔɯÈÕɯɁÖÜÛ-ÎÙÖÜ×ɂȮɯÖÍÛÌÕɯÓÌÈËÐÕÎɯÛÖɯÈɯ×ÖÚÐÛÐÝÌɯÉÐÈÚɯÛÖÞÈÙËÚɯÖÕÌɀÚɯÖÞÕɯÎÙÖÜ×ɯ(Islam, 

2014). 

The theory further explains that this results in a collective identity based on 

group membership, which is often perceived positively. This can lead to biased and 

exaggerated perceptions of differences between groups. Recent research, however, 

suggests that social identification may not necessarily lead to out -group degradation, 

but rather emphasizes positive in-group regard.  

Armstrong Soule and Sekhon (2022), Boenke et al. (2022), Trudel et al. (2016), 

White et al. (2013) have leveraged SIT in their studies to induce pro-environmental 

ÉÌÏÈÝÐÖÙÚɯÈÔÖÕÎɯÛÈÙÎÌÛɯ×Ö×ÜÓÈÛÐÖÕÚȭɯ'ÐÎÏÓÐÎÏÛÐÕÎɯÖÕÌɀÚɯÈÍÍÐÓÐÈÛÐÖÕɯÞÐÛÏɯÈɯÊÌÙÛÈÐÕɯ

group (e.g., conspicuous signaling of environmentally conscious and altruistic 

consumers reducing their consumption for the sake of the planet), using a neutral 

source of information (e.g., researchers) instead of an outgroup member (e.g., vegan 

activists) to communicate pro -environmental consumption (e.g., meat consumption 

reduction), attaching a certain identit y to everyday products (e.g., printing a US flag 

on a plastic cup) to encourage recycling of those products, or using the appeal most 

compatible with their identity (e.g., individual vs collective self) have all influenced 

ÊÖÕÚÜÔÌÙÚɀɯÐÕÛÌÕÛÐÖÕɯÛÖɯÌÕÎÈÎÌɯÐÕ desirable behaviors. 
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2.2.5.1.2.10 SOCIAL INFLUENCE  

Not strictly a theory in itself, social influence refers to the effect of one person 

ÖÙɯÎÙÖÜ×ɯÖÕɯÈÕÖÛÏÌÙɀÚɯÉÌÓÐÌÍÚȮɯÈÛÛÐÛÜËÌÚȮɯÖÙɯÈÊÛÐÖÕÚɯ(Demeulenaere, 2015; Moussaïd et 

al., 2013)ȭɯ(Ûɯ×ÌÙÝÈËÌÚɯÝÈÙÐÖÜÚɯÈÚ×ÌÊÛÚɯÖÍɯÖÕÌɀÚɯÓÐÍÌȮɯÐÕÊÓÜËÐÕÎɯÉÜÛɯÕÖÛɯÓÐÔÐÛÌËɯÛÖɯ×ÈÙÌÕÛÚȮɯ

×ÌÌÙÚȮɯ ÛÌÈÊÏÌÙÚȮɯ ÌÛÊȭɯ %ÖÙɯ ÌßÈÔ×ÓÌȮɯ ËÜÙÐÕÎɯ ÈËÖÓÌÚÊÌÕÊÌȮɯ ÖÕÌɀÚɯ ×ÌÌÙÚɯ ÊÈÕɯ ÌßÌÙÛɯ

considerable influence on ÖÕÌɀÚɯbehavior (e.g., smoking uptake). Additionally, in 

terms of opinion formation, social influence can affect the way in which individuals 

adopt, adapt, revise, or change their beliefs; thus, their behavior is because of 

interactions with other people. This phenomenon has been observed in cases such as 

cultural markets, id eas and innovation diffusion, or fears amplification during 

pandemics (Rogers, 1962, 1976).  

Among the included articles, Balderjahn et al. (2023) and Young et al. (2018) 

utilized social influences via norms (e.g. what other people are doing), opinion leaders 

(e.g., what desirable behaviors role models would do), and social networks (e.g., how 

other people are doing the desired people) and achieved in creating the intention and 

actual behavior among consumers (e.g., less consumption and food waste reduction) 

(Coleman, 1988, 1990). 

2.2.5.1.2.11 SOCIAL M ARKETING  

As aforementioned, social marketing continues to demonstrate its effectiveness 

as a reliable strategy for influencing consumer behavior (French et al., 2011). Primarily, 

social marketing (SM) consists of applying marketing principles to promote voluntary 

behavioral changes among individuals to benefit themselves or the 
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society/environment (French & Russell-Bennett, 2015; Hastings & Angus, 2011; 

Wymer et al., 2006) in three steps: Co-create, Build, and Engage (Lefebvre, 2012; 

Rundle-Thiele et al., 2021; Van Hierden et al., 2022). Social marketing programs are 

constructed among all stakeholders and their implementations are executed with the 

help of various organizations and/or businesses. 

Building on the discussion from the previous section, social marketing remains 

a potent tool in the realm of consumer behavior change. This strategy leverages the 

principles of traditional marketing, but with a focus on promoting socially beneficial 

behaviors and attitudes. By understanding the target audience and crafting messages 

that resonate with their values and needs, social marketing can effectively drive 

significant shifts in consumer behavior.  

For instance, Mirosa et al. (2018) focused on doggy bags to reduce food waste, 

using a mixed-method approach to understand consumer attitudes and 

recommending behavior change tools. Kim et al. (2020) applied a consumer-oriented 

approach for food waste reduction campaigns, involving consumers in the campaign 

development process through co-design sessions. Filimonau et al. (2017) used menu 

design as a tool to influence consumer choices towards more sustainable and healthy 

food options, conducting a field experiment with consumers and providing policy 

recommendations. All authors highlighted the importance of understanding 

consumer behavior to design effective interventions.  
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2.2.5.1.2.12 THEORY OF PLANNED BEHAVIOR  

The Theory of Planned Behavior (TPB), introduced by Ajzen (1991), is a key 

framework in understanding a wide array of human behaviors, especially in 

consumer behavior. It suggests that individuals are motivated  by self-interest. The 

theory proposes that attitudes, subjective norms (interpreted as personal rewards or 

punishments), and perceived behavioral control are interconnected (Ajzen & Fishbein, 

1972)ȭɯ3ÏÐÚɯÐÕÛÌÙÊÖÕÕÌÊÛÐÖÕɯÚÐÎÕÐÍÐÊÈÕÛÓàɯÐÕÍÓÜÌÕÊÌÚɯÐÕËÐÝÐËÜÈÓÚɀɯÐÕÛÌÕÛÐÖÕÚȮɯÞÏÐÊÏɯ

subsequently shape their behaviors (Weinstein, 1988). TPB argues that behaviors are 

not spontaneous or impulsive. Instead, they are planned actions influenced by a 

combination of personal attitudes, societal norms, and the perceived ability to control 

ÖÕÌɀÚɯÈÊÛÐÖÕÚ (DiClemente & Prochaska, 1982; Prochaska & DiClemente, 1982). 

Among the included articles, Su et al. (2022) used the theory to understand how 

ÊÖÕÚÜÔÌÙÚɀɯÈÛÛÐÛÜËÌÚɯÛÖÞÈÙËÚɯ2,(ɯÚÌÙÝÐÊÌÚɯÐÕÍÓÜÌÕÊÌɯÛÏÌÐÙɯ×ÈÙÛÐÊÐ×ÈÛÐÖÕɯÐÕɯÌß×ÙÌÚÚɯ

package recycling, suggesting that attitudes are shaped by perceived value and 

satisfaction with the services. Sandhu et al. (2021) explored factors influencing pro -

environmental behavior, finding that strong environmental messaging can affect 

attitudes towards disposable coffee cups. Balderjahn and Hoffmann (2023) used menu 

ËÌÚÐÎÕɯÛÖɯÈÍÍÌÊÛɯÊÖÕÚÜÔÌÙÚɀɯÈÛÛÐÛÜËÌȮɯÚÜÉÑÌÊÛÐÝÌɯÕÖÙÔȮɯÈÕËɤÖÙɯ×ÌÙÊÌÐÝÌËɯÉÌÏÈÝÐÖÙÈÓɯ

control toward reduced consumption, influencing consumer choices towards more 

sustainable options. 
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2.2.5.1.3 THEORIES M ATRIX  

Inspired by the concept matrix proposed by Webster and Watson (2002), the 

theories used by the included articles are summarized as follows. 
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Figure 27 Matrix of the theories employed by included articles.  

2.2.5.2 M ETHODOLOGICAL A PPROACHES 

2.2.5.2.1 NUMBER OF STUDIES PER A RTICLE 

Overall, there are fifty -eight studies conducted in twenty -six articles. The 

following chart shows the number of articles that conduct the given number of studies.  

 
Figure 28 Overview of the number of studies conducted by included articles.  

Most articles, specifically twenty -six, conducted only one study. This suggests 

that a single, comprehensive study is often sufficient for the purposes of these articles. 

However, a considerable number of articles conducted more than one study. There 

were eleven articles that conducted two studies and ten articles that conducted three 

studies. This indicates that multiple studies are sometimes necessary to provide a 

more robust and comprehensive understanding of the research topic. 
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As the number of studies conducted increases, the number of articles decreases. 

There were five  articles that conducted four studies, two  articles that conducted five 

studies, and only one article each for six and seven studies. This trend could be 

attributed to the increased complexity, time, and resources required for conducting 

more studies. Therefore, while most articles tend to conduct a single study, there is a 

considerable number that conduct multiple studies, demonstrating the diversity in 

methodolo gical approaches. 

2.2.5.2.2 NUMBER OF STUDIES PER M ETHODOLOGY  

The most frequently utilized methodology  is the Online experiment, evidenced 

in eighteen articles. This prevalence suggests that online experiments are a favored 

approach in this research domain, potentially attributable to their convenience, 

extensive reach, and capacity for substantial data collection. The Laboratory 

experiment methodology emerges as the second most common, implemented in 

thirteen  articles. Laboratory experiments offer a high degree of control over variables, 

rendering them an invaluable method for the empirical testing of specific hypotheses. 

Ranking third are Field experiments, employed in seven articles. Field experiments 

are conducted within the natural environment of the phenomena under investigation, 

enhancing the ecological validity of the findings.  
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Figure 29 Overview of the most employed methodologies of the included articles' studies.  

A variety of other methodologies, including Quasi -Experiment, Online survey, 

and Mixed -methods approach, have also been employed across multiple articles, 

indicating a diversity of methodological approaches within the field. Certain 

methodologies, such as social media data analysis and 

Phenomenology/Autoethnography, have been uniquely applied in a single article.  

Most of the studies mentioned in the text employ quantitative methods, with a 

total of fifty  studies falling under this category. These studies use methodologies such 

as online experiments, laboratory experiments, field experiments, quasi-experiments, 

online surveys, field studies, survey focus groups, social media data analysis, pilot 

studies, online survey plus fridge photo audits, factorial survey experiments, and 

cross-sectional studies. On the other hand, qualitative methods are used in a smaller 

number of studies, with a total of three studies. These studies use methodologies such 
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as phenomenology, autoethnography, case studies, interviews, and non-participant 

observations. 

In addition to the quantitative and qualitative methods, there are two  studies 

that employ a mixed -methods approach. Lastly, there is one study  that uses co-design 

session methodology. This method is not clearly defined as either quantitative or 

qualitative and might depend on the specific context of the study. To sum up, there is 

a diverse array of methodologies used in the studies, with a dominant preference for 

quantitative methods. Qualitative and mixed -methods approaches are also 

represented but are much fewer in quantity.  

2.2.5.2.3 LONGITUDINAL VS ONE -SHOT INTERVENTIONS  

Out of the 56 studies conducted, 18 (± 32%) of them incorporate a longitudinal 

aspect. The duration of these interventions varies widely, ranging from as short as 45 

minutes to as long as a year. To provide a clearer picture, the intervention durations 

are converted into days. For this purpose, we will  use the following conversions: a 

week is equivalent to 7 days, a month is 30 days, and a year is 365 days. Any 

intervention lasting less than a day are counted as a full day. For interventions lasting 

within a range of different durations, the average of the shortest and longest durations 

will be counted. The chart below illustrates this distribution of intervention duration.  
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Figure 30 Overview of the intervention durations of longitudinal studies of included articles.  

The broad spectrum of study durations, from as brief as a day to as lengthy as 

several years, indicates that the selection of study length is determined  by the unique 

research questions and the context of each study. It is vital to acknowledge that 

definitive conclusions about the success of interventions aimed at changing consumer 

behavior can only be drawn from longitudinal studies. However, the observation that 

only about one-third of the studies are longitudinal points to a significant gap in such 

extended investigations. This finding suggests an opportunity for further exploration 

and research in this area. 

2.2.5.3 THEMATIC A PPROACHES 

This section provides a comprehensive overview of the various domains that 

have been explored in academic articles related to consumer behavior. These domains, 

which range from household behaviors and waste management to food waste and 
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anti-consumption, reflect the diverse range of topics that researchers have focused on 

in their quest to understand and influence consumer behavior. Specifically, the 

different sustainability domains researched are: 

¶ Household behaviors: This domain appears the most frequently, being 

mentioned six times. It shows a significant focus on behaviors within the 

household context, which could include a wide range of activities such 

as recycling, energy use, and consumption habits. 

¶ Waste management: This domain is mentioned five  times, indicating a 

strong emphasis on how waste is managed. This involves studies on 

recycling behaviors, waste reduction strategies, and the disposal of 

diverse types of waste. 

¶ Food waste: Mentioned 3 times, this domain involves studies on 

behaviors related to the disposal of food, strategies to reduce food waste, 

and attitudes towards food waste.  

¶ Anti -consumption, Grocery shopping, Meat consumption, Food service 

provision, Recycling, Consumer culture, Online food retail, 

Conservation, Reusables: Each of these domains is mentioned once, 

suggesting that there are fewer communal areas of focus in the articles. 

These domains cover a wide range of topics, from shopping and 

consumption habits to attitudes towards recycling and conservation.  
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Figure 31 Landscape of sustainability domains investigated by included articles.  

2.2.5.4 LOCATIONS OF THE STUDIES 

The geographical distribution of studies concerning sustainable or pro -

environmental consumer behaviors provides an interesting perspective on the global 

research landscape in this area. 
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Figure 32 Location of the studies in included articles.  

Australia emerges as a significant hub for such research into this question, 

hosting the highest number of studies at seven. This suggests a robust focus on 

sustainable consumer behaviors within the country. The United Kingdom follows 

with four studies, in dicating a strong interest in this area within its borders. Germany 

and the United States each contribute three studies, further demonstrating the global 

interest in promoting  sustainable consumer behaviors. 

Canada, Ireland, and Online platforms, which potentially encompass multiple 

locations, each account for two studies. This highlights the expanding scope of 

research, transcending physical boundaries and leveraging digital platforms.  

Countries including Austria, Belgium, Denmark, France, Italy, Korea, the 

Netherlands, New Zealand, and Switzerland each account for one study. While these 
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countries have fewer studies, their contributions are valuable and add to the diversity 

of the research in this field. 

Geographical distribution underscores the worldwide interest in 

understanding and promoting sustainable consumer behaviors. However, it is 

important to note that the number of studies conducted in a particular location does 

not necessarily reflect the extent of sustainable behaviors in these locations, but rather 

where the research has been conducted. Additionally, the only language included in 

this study is English, which can explain the dominance of English -speaking countries 

in the studies. As such, there exists many opportunities  for research into consumer 

behavior change interventions in other countries.  

2.2.5.5 SINGLE PAPER M ETA-ANALYSIS OF A SUCCESS ARTICLE 

Of the 5 articles that reached the Success level on Bauman hierarchy of effects, 

Elf et al. (2021), Kidwell et al. (2013), and Mulcahy et al. (2020) reports quantitative 

behavioral data that could be used for a synthesis of evidence via a meta-analysis 

(Grewal et al., 2018). However, each article investigates different phenomena, with 

different scales, percentages, and techniques. In other words, the studies are not 

homogeneous enough to conduct a conventional meta-analysis. 

Nevertheless, the study of Elf et al. (2021), investigating different pro-

environmental behaviors via their Study 2 and Study 3 (with the presence of control 

groups), could be meta-analyzed using the technique Single-Paper Meta-analysis 

(SPM) (McShane & Böckenholt, 2017). SPM is a technique for jointly analyzing 

multiple studies within a single paper, typically analyzed separately. SPM gives a 
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graphical and quantitative summary of the studies, enabling the evaluation of the 

ÌÍÍÌÊÛÚɯÖÍɯÛÏÌɯÚÛÜËÐÌÚɯÈÕËɯÏÌÓ×ÚɯÞÐÛÏɯÍÜÛÜÙÌɯÚÛÜËÐÌÚɀɯÚÈÔ×ÓÌɯÚÐáÌɯÈÕÈÓàÚÌÚȭ 

Following is the forest plot generated from the interventions of Elf et al. (2021), 

which essentially is a multifaceted behavior change project by IKEA that aimed to help 

consumers adopt pro-environmental behaviors and lifestyle changes at home through 

various strategies (e.g., goal setting, information provision, financial incentives, 

workshops, feedback, and social support). It shows the effect of different pro -

ÌÕÝÐÙÖÕÔÌÕÛÈÓɯÉÌÏÈÝÐÖÙÚɯÖÕɯ"ÖÏÌÕɀÚɯËɯÈÕËɯÛÏÌɯÌÚÛÐÔÈÛÌËɯÖÝÌÙÈÓÓɯÌÍÍÌÊÛɯÚÐáÌɯÈÕËɯ

confidence interval using a random-effects model.  

The results indicate that the overall effect size of pro-environmental behaviors 

ÖÕɯ"ÖÏÌÕɀÚɯËɯÐÚɯƔȭƖƔȮɯÞÐÛÏɯÊÖÕÍÐËÌÕÊÌɯÐÕÛÌÙÝÈÓÚɯÎÖÐÕÎɯÍÙÖÔɯƔȭƔƕɯÛÖɯƔȭƘƕȮɯÞÏÐÊÏɯÐÚɯÚÔÈÓÓɯ

but statistically significant (p = 0.01). The heterogeneity of the studies is high (I2 = 0.84), 

ÞÐÛÏɯÛÏÌɯÓÈÙÎÌÚÛɯÌÍÍÌÊÛÚɯÉÌÐÕÎɯÖÉÚÌÙÝÌËɯÍÖÙɯɁ×ÜÙÊÏÈÚÌɯÖÍɯÎÙÌÌÕɂɯȹËɯǻɯƔȭƜƗȺɯÐÕɯ2ÛÜËàɯƖȮɯ

ɁÏÐÙÌȮɯÚÏÈÙÌɯÖÙɯÓÌÕËɂɯȹËɯǻɯƔȭƚƖȺɯÐÕɯÚÛÜËàɯƖȮɯɁÙÌ×ÈÐÙɯÖÙɯÜ×ÊàÊÓÌɂɯȹËɯǻɯƔȭƚƕȺɯÐÕɯÚÛÜËàɯƖȭɯ3ÏÌɯ

ÕÌÎÈÛÐÝÌɯÌÍÍÌÊÛɯÚÐáÌÚɯÈÙÌɯÔÌÈÚÜÙÌËɯÍÖÙɯɁÚÞÐÛÊÏɯÖÍɯÓÐÎÏÛÚɂɯȹËɯǻɯ-0.34ȺɯÈÕËɯɁÚÞÐÛÊÏɯÖÍÍɯ

È××ÓÐÈÕÊÌÚɂɯȹËɯǻɯ-0.17) in study 2. No part of the diamond, nor its 95% confidence 

intervals, touches the line with  no effect. Therefore, we can conclude that the 

interventions in the study of Elf et al. (2021) are empirically proven to have a positive 

effect on increasing pro-environmental behaviors among consumers. 
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Figure 33 Forest plot of the meta -analysis of the studies by Elf et al. (2021).  
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Figure 34 Funnel plot of the meta -analysis of the studies conducted by Elf et al. (2021)  

The funnel plot, being symmetric , suggests that there is no evidence of publication bias, as the plot is symmetrical , and most 

studies are within the 95% pseudo confidence intervals. However, there is some evidence of heterogeneity, as the effect sizes vary 



113 

widely across studies and some outliers are present. This indicates that the intervention may have different effects depending on the 

study characteristics or context. 
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2.2.6 KEY INSIGHTS FROM THIS SLR 

The role of identity and self -construal in disposal decisions.  The studies by 

Trudel et al. (2016), Nicolau et al. (2022), and Ratay et al. (2022) demonstrate that 

ÊÖÕÚÜÔÌÙÚɀɯËÐÚ×ÖÚÈÓɯËÌÊÐÚÐÖÕÚɯÈÙÌɯÐÕÍÓÜÌÕÊÌËɯÉàɯÛÏÌÐÙɯÐËÌÕÛÐÛàɯÈÕËɯÚÌÓÍ-construal, such as 

how they perceive themselves and their relationship with others.  For example, 

consumers who have a strong or positive connection with a product or a brand are more 

likely to dispose of it in a responsible way, such as recycling or donating, than those who 

do not. Therefore, marketing researchers should consider the identity and self-construal 

of consumers in their sustainability marketing interventions, to further investigate a 

sense of attachment and responsibility for the products consumers consume. 

The impact of social norms and social influence on sustainable consumption. 

The studies by Kim et al. (2020), Morgan et al. (2018), Van Herpen et al. (2021), White et 

al. (2013), and White et al. (2014) show that social norms and social influence can have a 

ÚÐÎÕÐÍÐÊÈÕÛɯÌÍÍÌÊÛɯÖÕɯÊÖÕÚÜÔÌÙÚɀɯÈÛÛÐÛÜËÌÚɯÈÕËɯÉÌÏÈÝÐÖÙÚɯÛÖÞÈÙËɯÚÜÚÛÈÐÕÈÉÐlity issues. For 

example, consumers are more likely to reduce food waste, use reusable cups, and 

compost if they perceive that these behaviors are common, expected, or approved by 

others, especially by their reference groups or role models. As such, marketing 

researchers and practitioners should leverage social norms and social influence in their 

sustainability marketing campaigns, to create a sense of social pressure and social 

support for consumers to adopt sustainable behaviors. 
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Consumer education and awareness are crucial but not sufficient for sustainable 

behavior change.  The studies by Balderjahn et al. (2023), Boenke et al. (2022), and 

Septianto et al. (2020) suggest that providing consumers with information about the 

environmental impacts of their behaviors can increase their understanding and concern 

about sustainabili ty issues. However, this does not always translate into action, due to 

various barriers such as convenience, cost, habit, and social norms. Therefore, it is 

imp ortant to combine education with other strategies, such as incentives, social influence, 

and structural changes, to facilitate and reinforce sustainable behaviors. 

The role of information and communication in sustainable consumption.  The 

studies by Boenke et al. (2022), Filimonau et al. (2017), McGouran et al. (2016), Phipps et 

al. (2011), and Van Herpen et al. (2021) suggest that consumers' behavior is influenced by 

the information and communication they receive, such as the content, format, and source 

of the messages. For example, consumers are more likely to adopt sustainable behaviors 

if they receive information and communication that is relevant, clear, credible,  and 

persuasive. Therefore, marketers should design and deliver effective information and 

communication in their sustainability marketing interventions, to create a sense of 

awareness and understanding among consumers. 

The effectiveness of sustainable marketing interventions  varies depending on 

the type, source, context, and frequency of the messages, as well as the characteristics of 

the consumers and the behaviors. For example, the studies by Balderjahn et al. (2023), 
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Boenke et al. (2022), and Septianto et al. (2020) show that different types of appeals 

(informative, social, emotional, dynamic norm) have different effects on consumers' 

intentions and behaviors, and that these effects are moderated by factors such as 

shopping spending, source credibility, message framing, and setting. Similarly, the 

studies by Mulcahy et al. (2020), Mulcahy et al. (2021), and Whittaker et al. (2021) show 

that different types of game design elements (points, badges, trophies, educational 

messages) have different effects on consumers' knowledge, attitudes, and behaviors, and 

that these effects are mediated by factors such as flow, customer engagement, and value-

in-behavior. Moreover, the studies by Young et al. (2018) and Phipps et al. (2011) show 

that the frequency and variety of communication channels can influence the effectiveness 

and sustainability of the interventions, and that repeated and multi -channel 

communication can enhance consumer awareness and behavior change. 

The use of monetary incentives, rewards, or penalties  can have mixed effects on 

sustainable behavior outcomes, depending on the size, type, and mechanism of the 

incentives, as well as the consumer preferences and values. For example, the studies by 

Nicolau et al. (2022), Ratay et al. (2022), and Sandhu et al. (2020) show that monetary 

incentives can increase consumers' willingness to use reusable cups, return smartphones, 

or use doggy bags, but only if the incentives are sufficiently large, convenient, and 

aligned with consumers' environmental awareness and price consciousness. However, 

the studies by Balderjahn et al. (2023) and Morgan et al. (2018) show that monetary 
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incentives can also have negative effects, such as increasing the rebound effects of 

consume-less appeals or reducing the intrinsic motivation of consumers to adopt 

sustainable behaviors. 

The challenges and limitations of sustainability marketing interventions.  The 

studies by Elf et al. (2021), Filimonau et al. (2017), McGouran et al. (2016), Nicolau et al. 

(2022), Phipps et al. (2011), and Young et al. (2018) reveal some of the challenges and 

limitations that sustainability marketing interventions face in achie ving their desired 

outcomes. For example, consumers may have low awareness, interest, or understanding 

of the sustainability issues or the interventions; they may face barriers such as cost, 

convenience, or availability; they may experience negative emotions such as guilt, shame, 

or frustration; they may exhibit rebound effects or spillover effects that offset the benefits 

of the interventions; or they may revert to their old habits or  preferences after the 

interventions end. Therefore, marketers should be aware of these challenges and 

limitations and design their sustainability marketing interventions accordingly, to 

address the potential obstacles and enhance the effectiveness and sustainability of the 

interventions.  

The involvement and collaboration of multiple stakeholders , such as businesses, 

governments, NGOs, and consumers, is essential for achieving systemic and lasting 

changes in sustainable consumption and production. For example, the studies by Elf et 

al. (2021), Morgan et al. (2018), and Phipps et al. (2011) show that businesses can play a 
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key role in supporting and facilitating sustainable behavior changes among their 

customers, by providing them with products, services, information, and incentives that 

enable and encourage them to live more sustainably. However, the studies also show that 

businesses alone cannot achieve the desired level of change, and that they need to 

collaborate with other actors, such as governments, NGOs, and consumers, to create a 

supportive and coherent policy and institutional environment that can address the 

structural and systemic barriers and drivers of sustainable consumption and production.  

The role of technology and innovation in promoting sustainable behaviors is 

increasingly recognized.  For instance, the studies by Mulcahy et al. (2020), Mulcahy et 

al. (2021), and Whittaker et al. (2021) highlight the potential of gamification and digital 

platforms in enhancing consumer engagement and learning about sustainability issues. 

These technologies can provide interactive and personalized experiences, instant 

feedback, and social connectivity, which can motivate and empower consumers to make 

more sustainable choices. They show that gamification and co-creation can enhance the 

value and engagement of consumers in sustainability marketing interventions, by 

providing fun, feedback, challenge, and choice. For example, consumers who played a 

gamified app  or co-designed a sustainability campaign reported higher enjoyment, 

knowledge, and behavioral intentions than those who did not. The studies also highlight 

the importance of considering different game design elements, such as points, feedback, 

challenge, and character, and how they affect several types of consumers, such as high 
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vs. low energy users, and high vs. low dispositional flow consumers. Therefore, 

marketers should use gamification and co-creation as effective tools to motivate and 

educate consumers about sustainable consumption. Additionally, with the advent of 

artificial intelligence (AI), marketers can leverage the power of data and analytics to 

create more personalized and relevant sustainability messages for consumers, a key point 

concluded by many articles from the included s ample. AI can help marketers segment 

and target consumers based on their preferences, behaviors, and attitudes towards 

sustainability, and deliver customized content and offers that match their needs and 

values. AI can also help marketers measure and optimize the effectiveness of their 

sustainability campaigns, by tracking and analyzing consumer responses and feedback, 

and adjusting their strategies accordingly.  

The need for continuous monitoring and evaluation of sustainability marketing 

interventions.  The studies by Elf et al. (2021) and McGouran and Prothero (2016) 

emphasize that effective sustainability marketing interventions are not one -off activities, 

but ongoing processes that require regular monitoring and evaluation to assess their 

effectiveness, identify their strengths and weaknesses, and make necessary adjustments 

or improvements. This can be done through various methods, such as surveys, 

interviews, f ocus groups, observations, experiments, and data analysis, which can 

provide valuable feedback and insights for marketing practitioners to refine and optimize 

their sustainability marketing interventions.  
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2.3 DISCUSSIONS AND CONCLUSIONS  

2.3.1 THEORETICAL CONTRIBUTIONS AND IMPLICATIONS  

2.3.1.1 THEORETICAL IMPLICATIONS  

2.3.1.1.1 APPPROACHES 

The theories employed in consumer behavior change interventions empirically 

proven to be effective can be divided into two approaches, the Intra -Personal Approach, 

or those that focus on changing consumers from the inside, and Inter-Personal Approach, 

or those that seek to change consumers from the outside. Specifically: 

Intra -Personal Approach : This approach is centered on the individual and their 

ÐÕÛÌÙÕÈÓɯÚÛÈÛÌÚȭɯ(ÛɯÊÖÕÚÐËÌÙÚɯÈÚ×ÌÊÛÚɯÚÜÊÏɯÈÚɯÈɯ×ÌÙÚÖÕɀÚɯÉÌÓÐÌÍÚȮɯÔÖÛÐÝÈÛÐÖÕÚȮɯÉÌÏÈÝÐÖÙÚȮɯÈÕËɯ

ÐÕÛÌÙÕÈÓɯ ÔÌÊÏÈÕÐÚÔÚȭɯ %ÖÙɯ ÌßÈÔ×ÓÌȮɯ ÐÛɯ ÔÐÎÏÛɯ ÓÖÖÒɯ ÈÛɯ ÏÖÞɯ Èɯ ×ÌÙÚÖÕɀÚɯ ÉÌÓÐÌÍÚɯ ÈÉÖÜÛɯ

themselves influence their actions, or how their motivations drive their behavior. This 

approach recognizes that everyone is unique, with their own set of perspectives that 

influence their actions. Example: Affect as Information Theory, Behavioral Economics, 

Cognitive Dissonance, Construal Level Theory, Elaboration Likelihood Model, Flow, 

Goal Compatibility Theory, Identity Theory, Identity Threat Theory, Imagination Theory, 

Need for Status, Preference for Consistency, Self-Construal Theory, Self-Affirmation 

Theory, Self-Determination, Self-Perception, Theory of Planned Behavior, Behavioral 

Learning Hierarchy, Consumer Learning, Previous Experience, Price Consciousness, 

Privacy Concern, Proenvironmental Behavior, Environmental Knowledge, Gamification, 
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Moral Foundations Theory, Moral Licensing, Operant Conditioning, Opt -In Strategy, 

Opt-Out Strategy, Prosocial Behavior, Protective Motivation Model, Rebound Effect, 

Reference Group Theory, Signaling Theory, Social Comparison Theory, Social Identity 

Theory, Social Influence, Spillover Theory, and Value in Behavior Framework.  

Inter -Personal Approach : This approach, on the other hand, focuses on external 

factors and forces that are outside of the individual. It considers elements such as social 

influences, economic factors, and environmental factors. For instance, it might examine 

how social pressure ÐÕÍÓÜÌÕÊÌÚɯÈɯ×ÌÙÚÖÕɀÚɯÉÌÏÈÝÐÖÙȮɯÖÙɯÏÖÞɯÌßÛÌÙÕÈÓɯÌÊÖÕÖÔÐÊɯÚÛÐÔÜÓÐɯ

affects Èɯ×ÌÙÚÖÕɀÚɯËÌÊÐÚÐÖÕÚȭɯ3ÏÐÚɯÈ××ÙÖÈÊÏɯÈÊÒÕÖÞÓÌËÎÌÚɯÛÏÈÛɯÐÕËÐÝÐËÜÈÓÚɯËÖɯÕÖÛɯÌßÐÚÛɯÐÕɯ

a vacuum but are influenced by the world around them.  Example: They include Business 

Model Innovation, Cause Involvement, Co -Evolutionary Framework, Co -Creation/ Co-

Design, Customer Value Loyalty Framework, Descriptive Norms, Innovation Diffusion, 

Institutional Theory, Marketing Systems, Norm Activation, Nudge, Public Policy 

Framework, Social Marketing, Social Norm Theory, and Social Practice Theory. 
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Figure 35 Summary of the approaches of behavior change interventions.  

The question of how businesses can apply marketing concepts to promote 

sustainable or pro-environmental consumer behaviors is a complex one, as it involves 

understanding both the internal motivations of consumers and the external influences 

that shape their behaviors. 

From an Intra-Personal Approach, businesses can leverage theories such as the 

Theory of Planned Behavior, Self-Determination Theory, and Goal Compatibility Theory 

to design marketing strategies that align with ÊÖÕÚÜÔÌÙÚɀ personal values and beliefs 

(Deci & Ryan, 1985). For instance, businesses could use Goal Compatibility Theory to 

highlight how sustainable behaviors align with consumers broader life goals. Similarly, 

Self-Determination Theory could be used to create marketing messages that emphasize 

autonomy and personal growth through sustainable behaviors.  
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Moreover, businesses can also utilize Behavioral Economics principles to nudge 

consumers towards more sustainable choices (Edwards, 1954, 1961, 1962; Simon, 1955). 

For example, they could use Opt-In and Opt -Out strategies to make sustainable options 

the default choice in product selections. 

From an Inter-Personal Approach, businesses can use theories such as Social Norm 

Theory, Social Influence, and Descriptive Norms to harness the power of social influence 

in promoting sustainable behaviors. Businesses could use these theories to create 

marketing campaigns that showcase sustainable behaviors as the norm within a 

consumers social group, thereby encouraging them to adopt similar behaviors.  

Furthermore, Public Policy Framework and Institutional Theory suggest that 

businesses can advocate for policies that support sustainable consumption and work with 

institutions to create an environment that facilitates sustainable behaviors.  

It is worth noting that this categorization is just one way to organize these theories, 

and the boundaries between categories can be fluid. Many theories could fit into multiple 

categories, depending on how they are interpreted and applied. It is also wort h noting 

that this categorization reflects the complexity and multifaceted nature of consumer 

behavior, particularly in the context of pro -environmental behavior.  

2.3.1.1.2 DISCORDANCES 

2.3.1.1.2.1 APPEALS 

There is discordance on whether emotional appeals (such as gratitude or fear) or 

rational appeals (such as information or benefits) are more effective in motivating 
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consumers to adopt sustainable behaviors (Henson et al., 2010). Some studies suggest that 

emotional appeals can trigger strong emotional responses and motivate consumers to act, 

while others suggest that rational appeals can provide consumers with useful 

information and logical reasons to change their behavior. For example, Septianto et al. 

(2020) found that gratitude appeals increased consumer intentions and participation in 

food waste reduction, while Nicolau et al. (2022) found that environmental knowledge 

and cause involvement influenced consumers' willingness to bring reusable coffee cups. 

2.3.1.1.2.1.1 SOCIAL NORMS APPEAL  

Balderjahn et al. (2023) found that social norm appeals reduced shopping spending 

and chocolate consumption but had no effect on climate donation. However, White et al. 

(2013) found that social norm appeals increased recycling behavior and intentions to 

purchase CFL bulbs and conserve water. These results suggest that social norm appeals 

may have different effects depending on the type of behavior and the level of self -

activation. What factors might contribute to the varying effectiveness of social norm 

appeals across different behaviors and levels of self-activation? Could the context or the 

specific behavior being targeted play a role in determining the success of these appeals? 

2.3.1.1.2.1.2 EMOTIONAL APPEALS  

Balderjahn et al. (2023) found that emotional appeals had no effect on any of the 

response variables, such as shopping spending, climate donation, and chocolate 

consumption post -participation. However, Septianto et al. (2020) found that gratitude 
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È××ÌÈÓÚɯÐÕÊÙÌÈÚÌËɯÊÖÕÚÜÔÌÙÚɀɯÈÞÈÙÌÕÌÚÚɯÈÕËɯ×ÈÙÛÐÊÐ×ÈÛÐÖÕɯÐÕɯÍÖÖËɯÞÈÚÛÌɯÙÌËÜÊÛÐÖÕɯ

activities. These results indicate that emotional appeals may vary in their effectiveness 

depending on the type and intensity of emotion and the framing of the message. Given 

these findings, one might wonder: How can we determine the optimal type and intensity 

of emotional appeal, as well as the most effective message framing, to maximize the 

impact of these appeals on various consumer behaviors? Could there be other factors at 

play that influence the effectiveness of emotional appeals in different contexts? 

2.3.1.1.2.2 IDENTITY THREAT EFFECTS 

3ÙÜËÌÓɯÌÛɯÈÓȭɯȹƖƔƕƚȺɯÍÖÜÕËɯÛÏÈÛɯÓÐÕÒÐÕÎɯÈɯ×ÙÖËÜÊÛɯÛÖɯÈɯÊÖÕÚÜÔÌÙɀÚɯÐËÌÕÛÐÛàɯÉàɯsigning 

their name on it increased recycling behavior, but only if the name was spelled correctly. 

However, White et al. (2014) found that publicizing the positive actions of dissociative 

out-groups increased composting behavior, even though it could be seen as a threat to 

the in-ÎÙÖÜ×ɀÚɯÐËÌÕÛÐÛàȭɯ3ÏÌÚÌɯÙÌÚÜÓÛÚɯÐÔ×ÓàɯÛÏÈÛɯÐËÌÕÛÐÛàɯÛÏÙÌÈÛɯÔÈàɯÏÈÝÌɯËÐÍÍÌÙÌÕÛɯ

consequences depending on the strength of identity connection and the type of product. 

How might the strength of identity connection and the type of product interact to 

determine the impact of identity threat on consumer behavior? Could there be other 

factors at play that influence these outcomes? 

2.3.1.1.2.3 LONGEVITY OF EFFECTS 

The longevity of the effects of behavioral change interventions on consumers in 

different domains of is also a topic of considerable debate. This discussion has been 

particularly prominent in the works of Elf (2021) and Young (2018), who have presented 
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contrasting findings. Elf (2021) conducted a study focusing on a co-creation intervention 

aimed at reducing household energy use. The results of this study were quite promising, 

demonstrating not only lasting effects but also spillovers to other sustainabl e behaviors. 

These spillovers were observed in other areas of pro-environmental behaviors , such as 

water conservation and waste management. On the other hand, Young (2018) 

ÐÕÝÌÚÛÐÎÈÛÌËɯÈɯÊÖÔÔÜÕÐÊÈÛÐÖÕɯÐÕÛÌÙÝÌÕÛÐÖÕɯËÌÚÐÎÕÌËɯÛÖɯÙÌËÜÊÌɯÍÖÖËɯÞÈÚÛÌȭɯ4ÕÓÐÒÌɯ$ÓÍɀs 

study, Young found that the effects of the intervention were short -lived. Moreover, the 

study observed rebound effects, indicating that the initial improvements in behavior 

diminished over time. These contrasting results raise an intriguing question: Wha t factors 

might account for the differences in the longevity of the effects observed in these two 

studies? 

2.3.1.1.2.4 MONETARY INCENTIVES  

There is a controversy on whether monetary rewards (such as discounts or 

cashbacks) or non-monetary rewards (such as recognition or donation) are more effective 

in incentivizing consumers to engage in sustainable behaviors. Some studies suggest that 

monetary rewards can provide a direct and tangible incentive for consumers to change 

their behavior, while others suggest that non -monetary rewards can appeal to consumers' 

intrinsic or extrinsic motivations and create a sense of satisfaction or achievement. For 

example, Nicolau et al. (2022) found that consumers required a minimum discount of 

26.50 cents to bring reusable coffee cups, while Sandhu et al. (2021) argues that monetary 
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incentives are not influential enough to make consumers adopt reusable coffee cups. This 

again points to the area of attitude-ÉÌÏÈÝÐÖÙɯÎÈ×ȭɯ#ÐËɯÛÏÌɯÚÛÜËàɯËÌÚÐÎÕÚɯÈÍÍÌÊÛɯÊÖÕÚÜÔÌÙÚɀɯ

responses in any way (e.g., social desirability bias)? 

2.3.1.1.2.5 NUDGE  

Filimonau et al. (2017) found that nudging consumers by providing information 

on the nutritional values, provenance, and carbon intensity of food items on the menu 

were effective in enabling more informed and beneficial food choices. However, Morgan 

et al. (2018) found that businesses nudging consumers by providing information, 

incentives, feedback, prompts, and convenience had limited effects on reducing 

consumption emissions from households, as they did not result in significant changes in 

consumer practices. These results indicate that nudging consumers may have different 

effects depending on the type of information and the type of behavior.  

These controversies reflect the complexity and diversity of consumer behavior and 

the challenges of designing effective and ethical marketing interventions for 

sustainability. They also highlight the need for more research and experimentation to 

understand the conditions and mechanisms that can enhance the effectiveness of these 

interventions.  

2.3.1.1.2.6 REFERENCE GROUP 

White et al. (2014) found that consumers were more likely to compost a product 

sample if it was from a brand that they liked or identified with, rather than a brand that 

they disliked or did not identify with. However, Nicolau et al. (2022) found that 
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consumers were willing to bring a reusable coffee cup regardless of the brand of the coffee 

shop if they received a discount. These results indicate that reference group theory may 

have different applications depending on the type of product and the type o f incentive. 

2.3.1.1.2.7 REBOUND VS SPILLOVER  

3ÏÌɯÙÌÉÖÜÕËɯÈÕËɯÚ×ÐÓÓÖÝÌÙɯÌÍÍÌÊÛÚɯÈÙÌɯÛÞÖɯÛÏÌÖÙÐÌÚɯÛÏÈÛɯÌß×ÓÈÐÕɯÏÖÞɯÊÖÕÚÜÔÌÙÚɀɯ

pro-environmental behaviors in one domain may affect their behaviors in other domains. 

Rebound effect, or moral licensing effect (Balderjahn et al., 2023; Boenke et al. 2022; Ratay 

and Mohnen 2022), suggests that consumers who engage in pro-environmental behaviors 

in one domain may compensate by increasing their consumption or resource use in other 

domains, thus offsetting, or diminishing the environm ental benefits of their initi al 

behavior. For example, a consumer who buys energy-efficient appliances may use them 

more frequently or for longer periods, resulting in higher energy consumption than 

before. On the other hand, the spillover effect suggests that consumers who engage in 

pro-environm ental behaviors in one domain may be more likely to adopt similar 

behaviors in other domains, thus amplifying or extending the environmental benefits of 

their initial behavior, or even acquire the warm glow giving effect, which gives them 

happiness and satisfaction (Balderjahn and Hoffmann 2023). For example, a consumer 

who recycles at home may be more likely to buy organic food or use public 

transportation, resulting in lower environmental impact than before. How do we know 
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which effects will be present vis-vis marketing interventions for consumer behavior 

change and how influential are they? 

2.3.1.1.3 LIMITATIONS AND FUTURE RESEARCH DIRECTIONS  

This article only includes peer -reviewed academic articles being published in 

high-quality journals that are included in key rankings. Therefore, books and grey 

literature are not studied and thus constitute a limit of this SLR. Future research could 

examine the grey literature of this topic to further evaluate any other insight about 

ÐÕÍÓÜÌÕÊÐÕÎɯÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙɯÜÚÐÕÎɯÔÈÙÒÌÛÐÕÎɯÈÊÛÐÝÐÛÐÌÚȭ 

Secondly, since the data have been extracted from major academic databases, there 

have been instances where the data extracted were erroneous and/or unidentifiable. This 

could have led to potentially relevant items not being included or unidentified techni cal 

errors. However, the authors try their best to identify relevant papers that meet our 

criteria. Additionally, such papers could provide for a future systematic literature review, 

which not only takes in account these papers, but also additional future research. 

One of the limitations of the existing literature concerning this research question 

is the lack of longitudinal studies that can capture the dynamics and evolution of 

consumer behavior and attitude over time. Many of the studies in the document are based 

on small-scale experiments or surveys, which may not fully capture the complexity and 

dynamics of consumer behavior in real -world settings. Moreover, most studies focus on 

short-term effects and individual behaviors, while the long -term effects and systemic 
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impacts of the interventions are often overlooked. Therefore, future research should 

adopt longitudinal designs that can track and measure the changes and outcomes of 

sustainability marketing over a longer period and across different contexts and situation s. 

Future research should also employ more robust and diverse methods, such as field 

experiments and system dynamics modeling, to gain deeper and broader insights into 

the processes and outcomes of sustainability marketing interventions. 

Another limitation of the existing literature is the reliance on self -reported data, 

such as surveys, and a lack of real behavioral data, which  may not accurately represent 

ÊÖÕÚÜÔÌÙÚɀɯÈÊÛÜÈÓɯÉÌÏÈÝÐÖÙȭɯ2ÌÓÍ-reported data can be subject to various biases, such as 

ÚÖÊÐÈÓɯËÌÚÐÙÈÉÐÓÐÛàȮɯÔÌÔÖÙàȮɯÖÙɯÊÖÕÚÐÚÛÌÕÊàȮɯÛÏÈÛɯÊÈÕɯËÐÚÛÖÙÛɯÖÙɯÌßÈÎÎÌÙÈÛÌɯÊÖÕÚÜÔÌÙÚɀɯ

responses (Fisher & Katz, 2000). Moreover, self-reported data can only capture 

ÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÈÓɯÐÕÛÌÕÛÐÖÕȮɯÞÏÐÊÏɯÔÈàɯÕÖÛɯÛÙÈÕÚÓÈÛÌɯÐÕÛÖɯÈÊÛÜÈÓɯÉÌÏÈÝÐÖÙɯËÜÌɯÛÖɯÛÏÌɯ

intention -behavior gap. Therefore, future research should use more objective and direct 

methods to collect and analyze ÊÖÕÚÜÔÌÙÚɀɯ ÈÊÛÜÈÓɯ ÉÌÏÈÝÐÖÙȮɯ ÚÜÊÏɯ ÈÚɯ ÖÉÚÌÙÝÈÛÐÖÕȮɯ

experimentation, or digital tracking.  

A third limitation of the existing literature is the lack of qualitative understanding 

ÖÍɯ ÛÏÌɯ ÜÕËÌÙÓàÐÕÎɯ ÍÈÊÛÖÙÚɯ ÈÕËɯ ÔÌÊÏÈÕÐÚÔÚɯ ÛÏÈÛɯ ÐÕÍÓÜÌÕÊÌɯ ÊÖÕÚÜÔÌÙÚɀɯ ÚÜÚÛÈÐÕÈÉÓÌɯ

consumption and behavior. Most of the studies are quantitative and statistical, which 

may ÕÖÛɯÊÈ×ÛÜÙÌɯÛÏÌɯÙÐÊÏÕÌÚÚɯÈÕËɯÊÖÔ×ÓÌßÐÛàɯÖÍɯÊÖÕÚÜÔÌÙÚɀɯ×ÚàÊÏÖÓÖÎàȮɯÐÕÊÓÜËÐÕÎɯÛÏÌÐÙɯ

experiences, perceptions, and motivations. Therefore, future research should use more 
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qualitative methods, such as case studies, ethnography, or narrative analysis, to explore 

and explain the phenomena of sustainability marketing in depth and detail. For example, 

future research could use anonymized data to understand the intention -behavior gap, to 

ÐÕÝÌÚÛÐÎÈÛÌɯÛÏÌɯÙÌÈÚÖÕÚɯÉÌÏÐÕËɯÊÖÕÚÜÔÌÙÚɀɯÊÏÖÐÊÌÚɯÈÕËɯÈÊÛÐÖÕÚȮɯÈÕËɯÛÖɯÚÖÓÝÌɯÛÏÌɯÈÉÖÝÌ-

mentioned discordances. 

A fourth limitation of the existing literature is the lack of attention to the value 

creation and delivery for both the environment and the individual consumers. Most of 

the studies focus on the environmental benefits and impacts of sustainability marketin g 

but neglect the individual benefits and values that consumers seek and expect from 

sustainable products and services. Therefore, future research should explore and identify 

the ways that can generate value for both the environment and the individual cons umers, 

such as functional, emotional, social, or symbolic values, and how these values can 

ÐÕÍÓÜÌÕÊÌɯÊÖÕÚÜÔÌÙÚɀɯÞÐÓÓÐÕÎÕÌÚÚɯÈÕËɯÚÈÛÐÚÍÈÊÛÐÖÕȭɯ%ÖÙɯÌßÈÔ×ÓÌȮɯÍÜÛÜÙÌɯÙÌÚÌÈÙÊÏɯÊÖÜÓËɯ

ÌßÈÔÐÕÌɯÏÖÞɯÚÜÚÛÈÐÕÈÉÐÓÐÛàɯÔÈÙÒÌÛÐÕÎɯÊÈÕɯÌÕÏÈÕÊÌɯÊÖÕÚÜÔÌÙÚɀɯÚÌÓÍ-expression, self -

esteem, or well-being. 

A fifth limitation of the existing literature is the potential influence of social 

ËÌÚÐÙÈÉÐÓÐÛàɯÉÐÈÚɯÖÕɯÊÖÕÚÜÔÌÙÚɀɯÙÌÚ×ÖÕÚÌɯÛÖɯÚÜÚÛÈÐÕÈÉÐÓÐÛàɯÔÈÙÒÌÛÐÕÎȭɯ2ÖÊÐÈÓɯËÌÚÐÙÈÉÐÓÐÛàɯ

bias (Fisher & Katz, 2000) refers to the tendency of consumers to present themselves or 

their social groups in a favorable or consistent way, especially when they are aware of 

ÉÌÐÕÎɯÖÉÚÌÙÝÌËɯÖÙɯÌÝÈÓÜÈÛÌËɯÉàɯÖÛÏÌÙÚȭɯ3ÏÐÚɯÉÐÈÚɯÊÈÕɯÈÍÍÌÊÛɯÊÖÕÚÜÔÌÙÚɀɯÙÌÚ×ÖÕÚÌɯÛÖɯ
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sustainability marketing, as they may adjust their behavior or attitude to conform to the 

Ìß×ÌÊÛÌËɯÖÙɯËÌÚÐÙÌËɯÕÖÙÔÚɯÖÙɯÐÔÈÎÌÚȭɯ3ÏÌɯ×ÈÙÛÐÊÐ×ÈÕÛÚɯÐÕɯÛÏÌɯÐÕÊÓÜËÌËɯÈÙÛÐÊÓÌÚɀɯÚÛÜËÐÌÚɯ

who had direct contact with researchers may have exacerbated this bias, widening the 

gap between intention and behavior. Therefore, future research should use study designs 

that minimize self/social representation bias, such as using anonymous or confidential 

data collection, using implicit or indirect measures, or using natural or realistic settings. 

A sixth limitation of the existing literature is the lack of investigation of the issue 

ÖÍɯÚÜÚÛÈÐÕÈÉÐÓÐÛàɯÓÐÈÉÐÓÐÛàȭɯ"ÖÕÚÜÔÌÙÚɀɯØÜÈÓÐÛàɯ×ÌÙÊÌ×ÛÐÖÕÚɯÖÍɯ×ÙÖËÜÊÛÚɯÈÙÌɯÐÕÍÓÜÌÕÊÌËɯÉàɯ

numerous factors, including the sustainability claims made by marketers. However, the 

effect of sustainability on quality may not be straightforward, as some studies have 

suggested that consumers may have a bias against sustainable products, assuming that 

they are less effective or of lower quality than their conventional counterpar ts. This 

phenomenon, known as sustainability liability (Luchs et al., 2010), can pose a challenge 

not only for products labeled as green, but also the perception of consumers towards 

sustainability in general. Is sustainability liability a real phenomenon or just consumer 

ÉÐÈÚȳɯ6ÏÈÛɯ ËÖɯÊÖÕÚÜÔÌÙÚɯÙÌÈÓÓàɯ ÏÈÝÌɯÐÕɯ ÔÐÕËɯÞÏÌÕɯÛÏÌɯ ÞÖÙËɯɁÚÜÚÛÈÐÕÈÉÐÓÐÛàɂɯÐÚɯ

mentioned? 

Finally, tailoring communication messages, as seen from this review, is important 

for sustainability marketing , yet is lacking in the current research. With the advent of AI 

and other technologies, mass personalization may not be far. Future research could 
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explore and evaluate the use of AI and other technologies to create and deliver messages 

that promote sustainable consumption and behavior to consumers based on their 

characteristics, preferences, and behavior. For example, future research could use natural 

language processing and machine learning to generate and test diverse types of messages 

ÛÏÈÛɯÈ××ÌÈÓɯÛÖɯËÐÍÍÌÙÌÕÛɯÊÖÕÚÜÔÌÙÚɀɯÝÈÓÜÌÚȮɯÌÔÖÛÐÖÕÚȮɯÈÕËɯÔÖÙÈÓɯÍÖÜÕËÈÛÐÖÕÚɯÙÌÓÈÛÌËɯÛÖɯ

sustainability. Future research could also use big data and analytics to segment and target 

consumers based on their behavioral patterns, consumption habits, and environmental 

impact to facilitate and optimize pro -environmental behaviors.  
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Figure 36 Suggested future research directions for behavior change marketing interventions.  
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2.3.1.2 THEORETICAL CONTRIBUTIONS  

This systematic literature review  makes three interrelated theoretical 

contributions to scholarship on pro -environmental behavior change. First, it consolidates 

and reconfigures a fragmented theoretical landscape into a coherent, multi-level portfolio 

of mechanisms and outcomes. Second, it advances a staged process view of sustained 

behavior change by linking intervention mechanisms to the BaumanɀÚɯ'ierarchy of 

Effects (Bauman et al., 2002), thereby theorizing when and how particular logics are likely 

to produce movement from intention to trial and, ultimately, to durable success. Third, it 

ÊÓÈÙÐÍÐÌÚɯÛÏÌɯÍÐÌÓËɀÚɯÜÕËÌÙÓàÐÕÎɯÒÕÖÞÓÌËÎÌ-production patternsɭusing the Colquitt and 

Zapata-Phelan (2007) taxonomyɭto show where theory building and testing have 

concentrated and where new integrative theorizing is warranted. Together, these 

contributions move the literature beyond isolated demonstrations of effect toward a more 

cumulative account of how mark eting interventions generate and maintain sustainable 

consumption practices. 

The first contribution is an integrative mapping of the main theoretical 

mechanisms used to design behavior-change interventions for sustainability and the 

relationships among them. The review shows that while a few perspectives recurɭmost 

notably nudge and social identityɭauthors draw on a wide array of theories spanning 

psychology and behavioral science, marketing and social marketing, sociology and 

public policy, and design thinking (e.g., co -creation/co-design, elaboration likelihood, 
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fluency, innovation diffusion, operant conditioning, perceived value, self -determination, 

social influence, social marketing, and theory of planned behavior)  (Gallopel-Morvan & 

Crié, 2022; Tajfel et al., 1979; Thaler & Sunstein, 2008). This pluralism is visible in the data: 

nudge and social identity are the most frequently mobilized, but many other mechanisms 

appear at least once or in a second tier of use, indicating a rich, multidisciplinary 

approach to changing consumer behavior tow ard sustainability. The SLR documents 

these distributions and their disciplinary anchors, thereby providing a theoretically 

grounded map that future studies can use to select, sequence, and combine mechanisms 

rather than defaulting to single -theory interve ntions. 

Further consolidation emerges when the mechanism map is related to success 

cases. The analysis identifies operant conditioning as disproportionately represented 

ÈÔÖÕÎɯÐÕÛÌÙÝÌÕÛÐÖÕÚɯÛÏÈÛɯÙÌÈÊÏÌËɯÛÏÌɯɁ2ÜÊÊÌÚÚɂɯÚÛÈÎÌɯÐÕɯÛÏÌɯÏÐÌÙÈÙÊÏàɯÖÍɯÌÍÍÌÊÛÚɭi.e., 

where adoption is not only achieved but maintained beyond the intervention period ɭ

suggesting that contingent reinforcement structures embedded in environments or 

gamified services may be especially potent for sustaining change (Skinner, 1969). By 

contrast, many other mechanisms dominate earlier stages such as intention or trial. This 

cross-tabulation of mechanisms by stage contributes theoretically by specifying which 

classes of theory are most plausibly associated with initiation versus maint enance of 

behavior change, thereby connecting choice-architecture, identity -based, and 

reinforcement-based accounts. 
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The second contribution builds a processual account that links intervention logics 

to the Bauman hierarchy of effects, which the SLR uses to classify outcomes from 

exposure and attention through understanding, acceptance, intention, trial, and success 

(Bauman et al., 2002). By organizing empirical findings along these stages, the review 

ÔÖÝÌÚɯÉÌàÖÕËɯɁÞÏÌÛÏÌÙɯÈÕɯÐÕÛÌÙÝÌÕÛÐÖÕɯÞÖÙÒÚɂɯÛÖɯÛÏÌÖÙÐáÌɯɁÏÖÞɯÈÕËɯÞÏÌÕɯÐÛɯÞÖÙÒÚɂɯ

across the pathway to durable adoption. Several patterns emerge. First, numerous 

interventions succeed in producing intention and trial, yet fewer reach demonstrated, 

ÓÖÕÎÐÛÜËÐÕÈÓÓàɯÝÌÙÐÍÐÌËɯÚÜÊÊÌÚÚȭɯ3ÏÐÚɯ×ÈÛÛÌÙÕɯÐÚɯÊÖÕÚÐÚÛÌÕÛɯÞÐÛÏɯÈɯɁÍÜÕÕÌÓÐÕÎɂɯËàÕÈÔÐÊɯ

predicted by the hierarchy and underscores the importance of designing for maintenance, 

not only initiation. Se cond, interventions grounded in informational or persuasive logics 

(e.g., elaboration likelihood, fluency) are more frequently associated with actions through 

understanding and intention, whereas identity -relevant and social-normative logics (e.g., 

social identity, social marketing) appear to facilitate acceptance and translation into trial 

by aligning behavior with valued identities and perceived norms . Third, operant 

conditioning mechanismsɭoften implemented in gamified or app -based 

environmentsɭcorrespond to the success stage, where reinforcement schedules and 

feedback loops consolidate habits (Skinner, 1969). The contribution here is a theorized 

alignment of mechanism classes with transition points in the hierarchy, yielding a 

sequenced model in which choice architecture and persuasive communication generate 
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initial consideration, identity and norms convert to trial, and reinforcement architecture 

consolidate and sustain behavior. 

This staged view also incorporates diffusion -of-innovation dynamics to explain 

population -level spread and normalization of sustainable practices. The SLR shows that 

perceived relative advantages, compatibility, complexity, trialability, and observability 

shape adoption rates in real-world sustainability contexts, implying that interventions 

which redesign the practice to be trialable and visible can accelerate transitions from 

individual trial to social diffusion  (Rogers, 2003). Theoretically, this extends the stage 

model beyond the individual to the meso -level of social systems, linking individual 

maintenance to social signal visibility and network contagion.  

A third contribution concerns the meta -theoretical status of the literature. Using 

the Colquitt and Zapata -Phelan (2007) taxonomy, the review classifies most empirical 

ÚÛÜËÐÌÚɯÈÚɯɁ0ÜÈÓÐÍÐÌÙÚɂɯÖÙɯɁ$ß×ÈÕËÌÙÚɂɭthat is, studies with moderate to high intentions 

for both theory building and testing that introduce moderators/mediators or extend 

existing theoriesɭÞÏÐÓÌɯɁ1Ì×ÖÙÛÌÙÚɂɯÈÕËɯɁ!ÜÐÓËÌÙÚɂɯÈÙÌɯÚ×ÈÙÚÌȭɯ3ÏÐÚɯ×ÈÛÛÌÙÕɯÐÕËÐÊÈÛÌÚɯÈɯ

field oriented towards  elaborating and extending known frameworks rather than 

replicating or introducing entirely new constructs, with few pure tests of the validity 

boundaries of extant theories. Theoretically, this diagnosis helps explain the proliferation 

of context-specific findings and the relative paucity of integrative, longitudinal tests of 

maintenance mechanisms. It also motivates a cumulative research agenda that prioritizes 
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(a) stronger theory testing of maintenance-relevant mechanisms across contexts (e.g., 

reinforcement architectures versus identity -based appeals), (b) theory building that 

articulates cross-level mechanisms linking individual, social, and infrastructural 

determinants, and (c) replication and adversarial collaboration to resolve discrepancies 

around the durability of effects.  

This SLR also maps the literature surrounding the research question, evaluating, 

and mapping the periphery to the core of this topic. This can provide future research with 

a clear overview of the current state of knowledge, the main gaps and challenges, and the 

potential directions for further investigation. Despite not being included in the final 

sample to be included, the articles that have been filtered immediately following the 

searches are very high-quality journals situated at the intersection between  marketing 

and sustainability themes. They are already grouped into sub-themes, which can build a 

foundation for further research. The trends and key topics in the cluster analysis could 

also help identify niche themes yet to be investigated. 

On this basis, the review advances three integrative propositions for future theory. 

First, interventions are most effective when mechanisms are sequenced to match stage-

specific bottlenecks: choice-architecture and persuasive mechanisms to generate 

intent ion; identity -normative mechanisms to convert intention to trial; and 

reinforcement-habit mechanisms to secure maintenance. Second, cross-level alignment 

enhances durability: interventions that simultaneously make the behavior easy and 
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rewarding (operant), normatively appropriate (social identity/norms), and visibly 

advantageous (diffusion attributes) are more likely to produce success. Third, co-creation 

and co-design should be theorized not only as participatory methods but as mechanisms 

that embed identity -congruent meanings and social proof into the practice itself, thereby 

strengthening the pathway from acceptance to trial and sustaining engagement through 

user-shaped reinforcement structures. 

Finally, the review contributes conceptual clarity by distinguishing initiation 

versus maintenance mechanisms and by situating social marketing and transformative 

marketing within a broader ecosystem of theories. It delineates the roles of emotional, 

ident ity, normative, and reinforcement processes in the transition from attitude change 

to habit formation, and it positions social marketing and transformative marketing as 

macro-level strategies that orchestrate these mechanisms to shift cultural norms and 

infrastructures rather than simply influence individual choices  (Kumar, 2018; Lowe et al., 

2015; Rundle-Thiele et al., 2021). This clarifies how upstream strategies (e.g., authenticity 

and transparency to counter skepticism; norm-shaping campaigns; infrastructure that 

rewards the target practice) complement downstream choice-architecture and persuasive 

tactics in a full -stack theory of sustainable behavior change. 

2.3.2 MANAGERIAL  CONTRIBUTIONS AND I MPLICATIONS  

This SLR offers valuable insights and guidance for marketing practitioners who 

seek to design and implement effective sustainability marketing interventions in their 
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businesses or organizations. It provides a framework for selecting and tailoring the most 

suitable type of intervention for different sustainability goals, consumer segments, and 

consumption domains. It also suggests best practices and recommendations for 

enhancing the intervention effectiveness, such as using multiple channels and techniques, 

leveraging social influence and feedback, and aligning the intervention with consumer 

values and motivations. Moreover, it highlights the importance of continuous mon itoring 

and evaluation of the intervention outcomes, using both objective and subjective 

measures, and making necessary adjustments or improvements. 

Back to our research question "What are the marketing actions, backed by 

empirical findings, can businesses do, in applying marketing concepts, to change 

ÊÖÕÚÜÔÌÙÚɀɯÉÌÏÈÝÐÖÙÚɯÛÖɯÉÌɯÚÜÚÛÈÐÕÈÉÓÌɯȹÖÙɯ×ÙÖ-environmental)?". Following is a list of 

marketing actiÖÕÚɯ ÛÏÈÛɯ ÉÜÚÐÕÌÚÚÌÚɯ ÊÈÕɯ ÊÖÕÚÐËÌÙɯ ÛÈÒÐÕÎɯ ÛÖɯ ÊÏÈÕÎÌɯ ÛÏÌÐÙɯ ÊÖÕÚÜÔÌÙÚɀɯ

behavior, depending on the target audiences, the resources, timing, strategies, level of 

effects desired, and contexts of planned interventions. These items are taken from 

individual studie s selected for the analysis that have been empirically proven to change 

ÊÖÕÚÜÔÌÙÚɀɯ ÜÕËÌÙÚÛÈÕËÐÕÎȮɯ ÐÕÛÌÕÛÐÖÕÚȮɯ ÈÕËɯ ÉÌÏÈÝÐÖÙÚȭɯThey fall into the following 

categories: 

Marketing mix elements : The basic elements of marketing that create and deliver 

value to customers (e.g., Product, Price, Place, Promotion, Positioning, Menu design, 
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Product and service innovation, Sustainable luxury, Identity -based Product Lines, 

Personalized Packaging, Friendly service) 

Information and education : The methods of providing information and education 

to consumers about the benefits and impacts of sustainable consumption and behavior 

(e.g., Information and education, Information provision, Informational value, Educating 

and informing consumers, Environmental messaging, Eco-labeling, providing 

information about the positive actions of dissociative out -groups in public settings, 

Increase the fluency or ease of comprehension of the pro-environmental messages, 

Leverage the spillover effects of pro-environmental messages on related behaviors, use 

persuasive appeals that match the moral foundations of the target consumers). 

Incentives and rewards : The methods of offering incentives and rewards to 

consumers for engaging in sustainable consumption and behavior (e.g., financial 

incentives, Monetary incentives, offering incentives and rewards, Loyalty Programs, 

Feedback, Feedback and rewards, Reward type, Short-term and long -term rewards, 

Reward-based game design elements, Using reward-based game mechanics). 

Nudging and choice architecture ȯɯ3ÏÌɯÔÌÛÏÖËÚɯÖÍɯÐÕÍÓÜÌÕÊÐÕÎɯÊÖÕÚÜÔÌÙÚɀɯÊÏÖÐÊÌÚɯ

and behavior by subtly altering the choice environment or framing the options (e.g., 

Nudging, Nudging, Nudging, Nudging, Choice Architecture, Opt -out strategy, 

Subordinate-options strategy, Digital nudges, Me nu design, Framing, Framing, Message 

framing, Normative appeals, Emotional appeals, Emotional appeals, Appeal type, Social 



143 

norms, Social norms, Creating social norms and expectations, Modelling, Providing 

consumers with functional and emotional value).  

Gamification and serious games : The methods of applying game design elements 

and principles to non -game contexts or creating games for educational or social purposes 

(e.g., Gamification, Gamification, Gamified app design, designing serious games, 

Challenge, Flow, Goal setting, Autonomy , Character or avatar, Creativity priming, 

Inspiration, End -use ideation). 

Co-creation and partnership : The methods of involving consumers in the creation 

or delivery of value or establishing collaborative relationships with consumers or other 

stakeholders (e.g., Co-creation, Partnership, Establishing partnerships with consumers, 

Collaborations with Influe ncers, Community -based Marketing, Customer engagement, 

Social marketing,  and engagement).  

Social marketing : The methods of applying marketing techniques to influence 

social change or promote social causes (e.g., Social marketing, Social Marketing, Social 

marketing, Social Marketing, Social marketing techniques, Addressing sociocultural and 

institutional influe ÕÊÌÚȮɯ"21Ȯɯ ××ÓàÐÕÎɯÛÏÌɯÉÌÏÈÝÐÖÙÈÓɯÓÌÈÙÕÐÕÎɯÏÐÌÙÈÙÊÏàɯÖÍɯɁËÖ-learn-

ÍÌÌÓɂȮɯ+ÌÝÌÓɯÖÍɯÚÌÓÍȮɯ/ÌÙÚÖÕÈÓɯÙÌÓÌÝÈÕÊÌɯÈÕËɯÐÕÝÖÓÝÌÔÌÕÛȮɯ5ÈÓÜÌ-in-behavior, Designing 

SMI services with innovation diffusion characteristics, Increasing the visibility and 

communication of SMI services, Promoting alternative sources, Waste disposal 

infrastructure, Word -of-mouth).  
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Anti -consumption and signaling : The methods of discouraging or reducing 

ÊÖÕÚÜÔ×ÛÐÖÕɯ ÖÙɯ ÚÐÎÕÈÓÐÕÎɯ ÖÕÌɀÚɯ ÐËÌÕÛÐÛàɯ ÖÙɯ ÝÈÓÜÌÚɯ ÛÏÙÖÜÎÏɯ ÊÖÕÚÜÔ×ÛÐÖÕɯ ÖÙɯ ÕÖÕ-

consumption (e.g., Anti -consumption, Institutional anti -consumption messages, 

Conspicuous anti-consumption signals, Costly signaling theo ry, Consumer messages, 

Context of return, Return mechanism).  

Following is a matrix that summarizes the above -mentioned categories into a 

matrix of the level (intrapersonal or interpersonal) and longevity (short or long term) of 

the interventions.  

 
Figure 37 Matrix of marketing  interventions for consumer behavior change. 

A comprehensive list of marketing interventions that businesses can conduct to 

promote sustainable behavior among consumers, drawn from the included literature , can 

be found in Appendix  9.2. 
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3 CHAPTER 3: !42(-$22$2ɀɯ/$12/$"3(5$ɯɬ CASE STUDY ANALYSIS 

OF SUSTAINABLE MARKETING CAMPAIGNS (PROJECT 2)  

This project aims to bridge the gap between theoretical insights from the previous  

Systematic Literature Review (SLR) and real-world marketing practices by analyzing 

successful sustainable marketing campaigns. While the SLR identified the challenges in 

achieving long-term consumer behavior change, it primarily focused on theoretical 

lit erature. Businesses are increasingly developing innovative and practical marketing 

strategies that influence consumer behaviors toward sustainability , sometimes yet to be 

included in the academic literature . 

By conducting a case study analysis, Chapter 3 will offer practical insights into 

how businesses from various industries apply  these strategies in practice. Understanding 

how ÉÜÚÐÕÌÚÚÌÚɀɯsuccessful marketing  campaigns design their messaging for 

sustainability is essential to identify  the best practices for promoting sustainable 

consumption. The focus on real-world campaigns also enables the project to uncover 

effective techniques that can inform both academia and practitioners on how to tailor 

sustainable marketing messages for broader consumer engagement and long-term 

behavior changes. 

This project seeks to answer the following research questions: 

¶ RQ1: What types of marketing interventions that have been shown in 

academic literature to foster sustainable consumer behavior manifest in 

real-world award -winning campaigns?  
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¶ RQ2: Which emotional strategies are most frequently deployed in award-

winning sustainable marketing campaigns, and how do these emotions 

align with the theoretical frameworks identified in the SLR?  

¶ RQ3: How do linguistic patterns ɭ including frequent words, n -grams, and 

key topics ɭ reflect theoretical constructs of consumer behavior change? 

¶ RQ4: In what ways do businesses assign responsibility for sustainability 

within their campaign discourse, and how does this resonate with the 

agentɬtarget dynamics found in the SLR? 

¶ RQ5. How have the rhetorical and emotional expressions of sustainable 

campaigns evolved over time, and what continuities or divergences can be 

traced between scholarly insights and campaign practices? 

3.1 METHODOLOGY  

This project adopts a case study methodology to explore the defining features of 

award-winning sustainable marketing campaigns. Case studies are particularly well 

suited to the examination of contemporary phenomena in real -world contexts, as they 

enable the integration of detailed, context -rich data with systematic analysis (Yin, 2018). 

In this instance, the focus is placed on campaign discourse, with the aim of understanding 

how businesses employ language to influence consumer behavior toward sustainability.  

The methodological foundation of the project rests on two complementary 

computational techniques: web scraping and natural language processing (NLP). Web 
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scraping provides a means of collecting large volumes of text in a consistent and 

replicable manner, allowing access to the video transcripts of award-winning campaigns 

at scale (Mitchell, 2018). This automated process not only ensures efficiency but also 

reduces the potential for human bias in data collection, thereby strengthening the 

reliability of the dataset. The exclusive use of video transcripts reflects a deliberate choice: 

campaign videos are a medium through which businesses directly address consumers, 

combining narrative, visual, and emotional elements to persuade audiences. By focusing 

on this medium, the study captures the language that is most intentionally crafted to 

shape perceptions and encourage behavioral change. 

Once collected, the transcripts are subjected to analysis through natural language 

processing techniques. NLP is a branch of computational linguistics and artificial 

intelligence that enables the systematic study of large-scale textual data (Cambria & 

White, 2014). It provides tools for uncovering patterns that are not readily identifiable 

through manual reading, such as recurrent word combinations, sentiment orientations, 

emotional tones, and the distribution of linguistic structures  (Miner, 2012). Through its 

capacity to quantify textual features while maintaining sensitivity to linguistic nuance, 

NLP is particularly suited to the study of persuasive communication. In the context of 

sustainability  marketing  campaigns, these techniques make it possible to identify 

recurring emotions, narrative strategies, and rhetorical devices that underpin effective 

messaging. 
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The integration of web scraping and NLP thus allows the project to bridge the gap 

between qualitative depth and quantitative scale. On one hand, the data are rooted in the 

real-world context of award -winning campaigns, ensuring validity. On the other hand,  

computational methods enable the systematic extraction of patterns across a large corpus, 

generating insights that move beyond individual case impressions to more generalizable 

tendencies. This dual approach positions the study at the intersection of computational 

social science, marketing research, and sustainability communication. 

Finally, the interpretation of findings is guided by perceived value theory, which 

highlights the importance of functional, emotional, social, and symbolic value in shaping 

consumer responses (Boksberger & Melsen, 2011; Hur et al., 2013; Keser et al., 2020; 

Sánchez-Fernández & Iniesta-Bonillo, 2007). While the immediate analytical focus lies on 

linguistic and discursive patterns, perceived value theory provides a theoretical 

framework through which these patterns can be situated within broader consumer 

behavior research. By connecting campaign discourse to established dimensions of value, 

the study ensures that its findings contribute not only to the description of 

communication strategies but also to the understanding of how such strategies create 

relevance and resonance for consumers in the context of sustainability, which is often 

overlooked in sustainability research (Luchs et al., 2010; Probst, 2023). 
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3.1.1 WEB SCRAPING 

The ongoing digitization of information and the growth of open -access online 

resources have transformed the ways in which researchers can collect and analyze data 

at scale. One methodological development of particular relevance is web scraping, which 

enables the automated and systematic extraction of textual material from publicly 

accessible digital sources (Mitchell, 2018). Within marketing and sustainability research, 

this approach is especially valuable given that evidence of impactful campaigns is often 

dispersed across award platforms and industry -specific repositories. In this project, web 

scraping serves as the principal means of identifying and assembling a corpus of video 

transcripts from ÉÜÚÐÕÌÚÚÌÚɀɯaward-winning  marketing  campaigns for behavior change, 

thereby capturing the language businesses use when directly addressing consumers. 

Compared with manual collection or the purchase of proprietary databases, web scraping 

offers a replicable and scalable means of constructing a dataset that reflects 

communication practices already validated by industry recognition.  

The data collection process unfolded in two stages. In the first stage, award-

winning campaigns were identified and extracted from a combination of award websites 

and award-related PDF files made publicly available by organizers. These files and 

databases provided structured information about campaigns, including titles, brands, 

and years of recognition. Where award databases were openly accessible, automated 

scraping techniques were applied directly. However, when databases were restricted or 
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located behind paywalls, alternative strategies were adopted, such as consulting third -

party websites that reproduced official awardee lists.  

The second stage involved the semi-automatic retrieval and transcription of 

campaign videos. After compiling a main list  of award-winning marketing  campaigns 

for sustainable sustainability , each was manually traced to its corresponding official or 

publicly accessible video. These videos were then processed through an automated 

transcription pipeline built using yt-dlp for video downloading, FFmpeg for audio 

ÌßÛÙÈÊÛÐÖÕȮɯÈÕËɯ.×ÌÕ (ɀÚɯWhisper for speech-to-text transcription. The pipeline enabled 

efficient and consistent transcript generation across campaigns, while subsequent post-

processing steps included spelling correction, text cleaning, and, where necessary, 

translation into English. These procedures ensured the creation of a coherent and 

standardized textual dataset suitable for large-scale natural language processing. 

To assemble a comprehensive and analyzable corpus of award-winning 

sustainability campaigns, this project employed a multi -layered data acquisition strategy 

that combined both manual curation and automated scraping techniques. Because 

award-related materials are dispersed across a wide range of formats and repositoriesɭ

ranging from structured websites and PDF catalogues to images and video contentɭno 

single method was sufficient. Accordingly, the project developed and deployed a series 

of customized scrapers targeting distinct data modalities: structured website data, PDF 
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documents, images, and video transcripts. The codes for these scrapers are included in 

the appendices. 

Table 5 Awards included for scraping.  

Award Name  Website/Link  

Campaign Ad Net Zero 
Awards 

https://www.campaignadnetzeroawards.com/winners-2024 

Cannes Lions ï SDG 
Lions (Sustainable 
Development) 

https://www.canneslions.com/awards/lions/sustainable-development-goals 
https://www.lovethework.com/ 
https://www.lovetheworkmore.com/ 

D&AD Impact Awards https://www.dandad.org/en/d-ad-impact/ 

Drum Marketing 
Awards 

https://www.thedrum.com/awards 

Effie Awards ï Positive 
Change 
(Environmental) 

https://www.effie.org/cases/?cases-category=positive-change-environmental-brands 

Global Good Awards 
(Behavior Change) 

https://globalgoodawards.co.uk/2024-global-good-award-winners/ 

One Show ï Green 
Pencil 

https://oneshow.org/categories/green-pencil/ 

World Sustainability 
Awards 

https://worldsustainabilityleaders.com/events/awards/ 

3.1.1.1 A WARDS SCRAPED 

Across the global marketing and sustainability landscape, a wide array of award 

programs has emerged to recognize campaigns that advance sustainable behavior 

change. These initiatives are often designed not only to celebrate creativity but also to 

highligh t the role of marketing in driving measurable environmental and social 

outcomes. Such awards provide visibility to innovative practices, offer benchmarks of 

excellence, and signal to both industry actors and the public which campaigns are 

considered exemplary in addressing pressing sustainability challenges. 

Despite the growing number of sustainability -related awards, only a limited set 

could be meaningfully incorporated into this project. Several challenges restrict their use. 

First, many award databases remain behind expensive subscription models or 

https://www.campaignadnetzeroawards.com/winners-2024
https://www.canneslions.com/awards/lions/sustainable-development-goals
https://www.lovethework.com/
https://www.lovetheworkmore.com/
https://www.dandad.org/en/d-ad-impact/
https://www.thedrum.com/awards
https://www.effie.org/cases/?cases-category=positive-change-environmental-brands
https://globalgoodawards.co.uk/2024-global-good-award-winners/
https://oneshow.org/categories/green-pencil/
https://worldsustainabilityleaders.com/events/awards/
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membership-only access, which renders them inaccessible for independent academic 

research (e.g., the Anvil Awards). Second, some award platforms do not provide publicly 

available records of past winners, or their winners are not businesses employing 

marketing interventions but rather NGOs, government bodies, or individual advocates. 

Third, the scope of this study requires a focus on business-led campaigns that explicitly 

employ marketing strategies to influence consumer behavior toward sustainability. 

Award s without a clear connection to such businessÌÚɀɯÔÈÙÒÌÛÐÕÎ interventions are 

therefore excluded. 

Consequently, this project relies on a carefully curated subset of awards that meet 

three essential criteria: (i) they provide publicly accessible and verifiable information ɭ

either directly from the official award organizers or, where necessary, through re liable 

third -party platforms that reproduce the list of winning campaigns; (ii) they explicitly 

recognize marketing campaigns with a sustainability focus; and (iii) they highlight 

initiatives validated as successful by industry experts through prestigious distinctions. 

These awards function not only as benchmarks within the marketing industry but also as 

academically valuable sources since they offer an externally validated basis for 

identifying impactful marketing campaigns for change in consumer behavior. 

The following awards are thus included in the dataset:  
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3.1.1.1.1 CAMPAIGN AD NET ZERO  

The Campaign Ad Net Zero Awards represent a targeted initiative within the 

advertising industry to highlight sustainable practices. Data for 2022 winners were 

collected through web scraping (cf. Appendix 9.3.1.5). For 2023 and 2024, results were 

made available exclusively in PDF format, necessitating the development of a Python-

based PDF scraper for this study (cf. Appendix 9.3.2). 

3.1.1.1.2 CANNES LIONS ɬ SUSTAINABLE DEVELOPMENT GOALS  

The Cannes Lions Sustainable Development Goals (SDG) Lions (Cannes Lions, 

2025) ÊÌÓÌÉÙÈÛÌɯÊÙÌÈÛÐÝÌɯÔÈÙÒÌÛÐÕÎɯÚÖÓÜÛÐÖÕÚɯÛÏÈÛɯÈËËÙÌÚÚɯÛÏÌɯ4ÕÐÛÌËɯ-ÈÛÐÖÕÚɀɯ2ÜÚÛÈÐÕÈÉÓÌɯ

Development Goals (SDGs). This category, introduced in 2018, has quickly become one 

of the most prominent recognitions for purpose -driven advertising and communications. 

It showcases campaigns that drive positive societal change while fostering sustainable 

consumer behaviors at a global level. 

The SDG Lions are structured around five overarching themes: People, Planet, 

Prosperity, Peace, and Partnership. Given the environmental orientation of this 

dissertation, the Planet category is prioritized. Within this category, the following sub -

categories are particularly relevant:  

¶ B01 ɬ Clean Water and Sanitation 

¶ B02 ɬ Affordable and Clean Energy  

¶ B03 ɬ Sustainable Cities and Communities 
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¶ B04 ɬ Responsible Consumption and Production  

¶ B05 ɬ Climate Action  

¶ B06 ɬ Life Below Water  

¶ B07 ɬ Life on Land  

For campaigns to qualify for inclusion in this research, they must demonstrate 

clear environmental implications, be executed by for -profit businesses through 

marketing interventions, and have received recognition from industry experts via Grand 

Prix, Gold,  Silver, or Bronze awards. 

It is important to note, however, that the official Cannes Lions website 

(lovethework.com) only provides the names of winning campaigns, without making the 

associated campaign materials publicly available without payment. To address this 

limitation, the da taset construction drew on an alternative platform, 

lovetheworkmore.com, which reproduces the list of winners and, crucially, hosts the 

creative materials linked to those campaigns. Accordingly, the official Cannes Lions site 

was used for scraping the names of award-winning campaigns, while 

lovetheworkmore.com served as a complementary source for accessing campaign 

content. 

3.1.1.1.3 D&AD AWARDS  

The D&AD (Design and Art Direction) Awards are widely recognized as a global 

benchmark for excellence in creative advertising and design. Renowned for their rigor 
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and integrity, they celebrate commercially released campaigns that deliver tangible, 

measurable impact. Of particular importance to this study are the Impact, Future Impact, 

and Sustained Impact categories, which acknowledge initiatives leading to 

environm ental, social, policy, or behavioral improvements.  

These categories ensure that winning work is not only creative but also effective 

in fostering long -term change. Eligible initiatives include large -scale campaigns, 

transformative business initiatives, early -stage concepts with demonstrable potential, 

and sustained efforts that have achieved durable impact. 

3.1.1.1.4 DRUM MARKETING AWARDS  

The Drum Marketing Awards, established in 2021, are recent but already span 

three global regions: Americas, APAC (Asia Pacific), and EMEA (Europe, Middle East, 

and Africa) . 

¶ In the Americas, sustainability data are missing for 2022 and 2023, and 2021 

featured no dedicated sustainability category. The first full dataset appears 

in 2024. 

¶ In EMEA, the sustainability category also emerges in 2024. 

¶ In APAC, no sustainability winners were found at the time of writing.  

In 2024, six winners (Gold, Silver, Bronze for each region) were announced in both 

the Americas and EMEA divisions, of which five campaigns were led by for -profit 

businesses. 
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3.1.1.1.5 EFFIE AWARDS ɬ POSITIVE CHANGE EFFIES 

The Effie Awards for Positive Change ɬ Environmental ɬ Brands (Effie, 2025) 

represent one of the most rigorous recognitions of marketing effectiveness. They 

celebrate campaigns that both shift consumer behavior toward sustainability and deliver 

meaningful business results. In this category, sustainability is not peripheral but a core 

strategic objective. 

¶ Evaluation focuses on demonstrated outcomes such as: 

¶ Raising public awareness of environmental challenges 

¶ Generating first -time trials of sustainable products or services 

¶ Promoting eco-conscious alternatives in mainstream markets 

¶ Altering patterns of product use in favor of sustainable practices  

!àɯÐÕÚÐÚÛÐÕÎɯÖÕɯÉÖÛÏɯÉÌÏÈÝÐÖÙÈÓɯÈÕËɯÉÜÚÐÕÌÚÚɯÐÔ×ÈÊÛȮɯ$ÍÍÐÌɀÚɯ×ÙÖÝÐËÌɯ×ÈÙÛÐÊÜÓÈÙÓàɯ

valuable data for this study, as they highlight campaigns where sustainability is tied 

directly to measurable performance. 

Nevertheless, it is important to note a key limitation: the Effie case database is 

located behind a paywall. While the award framework and categories are publicly 

available, full access to detailed campaign case studies requires paid subscriptions. As a 

result, this study relies on the publicly accessible descriptions of award -winning 

campaigns and categories rather than the complete proprietary case library. 
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Figure 38 Subscription fees for the Effie database. 

3.1.1.1.6 GLOBAL GOOD AWARDS  

Founded in 2015, the Global Good Awards celebrate businesses, NGOs, charities, 

and social enterprises for their leadership in sustainability and ethics (Global Good 

Awards, 2025). The awards emphasize practical, scalable, and replicable initiatives with 

measurable societal and environmental benefits. 

The Behavior Change Campaign of the Year category, introduced in 2022, is 

particularly relevant, as it explicitly recognizes environmental behavior change 

campaigns. This ensures that winning cases align with the core research objective of 

studying how bus inesses leverage marketing to influence sustainable consumer 

behavior. 

3.1.1.1.7 ONE SHOW ɭ GREEN PENCIL 

The Green Pencil at The One Show is awarded to campaigns that demonstrate 

significant environmental impact. It was first introduced in 2010, then paused, before 
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being reintroduced in 2019 and awarded annually thereafter. Its objective is to highlight 

collaborations between advertising professionals and environmental organizations, 

rewarding projects that combine creative excellence with tangible ecological outcomes. 

This award is relevant for its explicit focus on environmental metrics, offering examples 

of campaigns where sustainability is not only a theme but a measurable result. 

3.1.1.1.8 WORLD SUSTAINABILITY AWARDS  

Among the recent additions to sustainability -focused recognition programs is the 

World Sustainability Awards (Procurement Leaders Limited, 2025), which honor 

exemplary corporate efforts in advancing sustainability across various domains. Notably, 

the Communications Campaign Award category specifically designed to recognize 

outstanding sustainable behaviorɭwas introduced in 2024, making it a partic ularly 

relevant and contemporary benchmark for this research. While the awards themselves 

are new, with the earliest documented entries dating back to 2022, their structured focus 

on sustainability leadership and communications excellence offers valuable real-world 

case studies for examining how strategic messaging influences consumer behavior in the 

context of sustainability.  

Since the Communication category only appeared in 2024, we do not scrape this 

website and manually picked up the winner for the winner of the Communications 

Campaign Award 2024 directly.  
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3.1.1.2 THE SCRAPING PROCESS 

3.1.1.2.1 AWARDS SITES 

The initial phase of data collection concentrated on extracting campaign-level 

information directly from award websites. To this end, the platform Webscraper.io was 

utilized as the primary technical tool for structured data extraction. This service enables  

ÙÌÚÌÈÙÊÏÌÙÚɯÛÖɯËÌÍÐÕÌɯɁÚÐÛÌÔÈ×ÚȮɂɯÞÏÐÊÏɯÍÜÕÊÛÐÖÕɯÈÚɯÚÛÙÜÊÛÜÙÌËɯÉÓÜÌ×ÙÐÕÛÚɯÖÍɯÈɯÞÌÉ×ÈÎÌȭɯ

These sitemaps guided the scraper in systematically retrieving information such as award 

categories, winning campaigns, organizational descriptions, and hyperlinks  (cf. 

Appendix 9.3.1). 

This method proved highly effective when award organizers maintained 

accessible and well-structured online repositories. However, challenges arose when 

databases were either restricted behind paywalls, restricting the ability to build 

comprehensive corpora. For instance: 

¶ https://datarade.ai/search/products?category%5B%5D=consumer-behavior-

data&category%5B%5D=sustainability-data&category%5B%5D=un-sustainable-

development -data&commit=Apply  

¶ https://www.talkwalker.com/pricing  

¶ https://nielseniq.com/global/en/insights/pricing -and-promotion/  

¶ https://www.effie.org/caselibraryhome  

¶ https://www.adforum.com/info/pricing/creative -library/individual  

https://datarade.ai/search/products?category%5B%5D=consumer-behavior-data&category%5B%5D=sustainability-data&category%5B%5D=un-sustainable-development-data&commit=Apply&utm_source=chatgpt.com
https://datarade.ai/search/products?category%5B%5D=consumer-behavior-data&category%5B%5D=sustainability-data&category%5B%5D=un-sustainable-development-data&commit=Apply&utm_source=chatgpt.com
https://datarade.ai/search/products?category%5B%5D=consumer-behavior-data&category%5B%5D=sustainability-data&category%5B%5D=un-sustainable-development-data&commit=Apply&utm_source=chatgpt.com
https://www.talkwalker.com/pricing?utm_source=chatgpt.com
https://nielseniq.com/global/en/insights/pricing-and-promotion/?utm_source=chatgpt.com
https://www.effie.org/caselibraryhome?utm_source=chatgpt.com
https://www.adforum.com/info/pricing/creative-library/individual?utm_source=chatgpt.com
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In cases where alternative third-party repositories or secondary databases 

reproduced official awardee lists, these were consulted to supplement the dataset. When 

no such alternatives were available, the award in question had to be excluded from the 

collection process. This approach ensured that the datasets remained as comprehensive 

as possible within the limits of publicly accessible information.  

3.1.1.2.2 PDF FILES 

In numerous instances, award organizers released their records of winning 

campaigns exclusively in PDF format. While these documents provided valuable 

information, they lacked the structured markup necessary for conventional web scraping. 

To address this, a custom Python-based script was developed (cf. Appendix 9.3.2). This 

program utilized the PyMuPDF library to parse the text from PDF documents, identify 

structural  markers, and systematically extract associated campaign details, including 

titles, brand names, and descriptive notes. The extracted data were then exported into 

tabular form, ensuring that campaigns presented in non -standardized archival formats 

could be incorporated into the dataset on equal terms with those derived from websites.  

3.1.1.2.3 IMAGES 

Although textual information formed the foundation of the dataset, image 

scraping was utilized as an auxiliary method to validate campaign identification and 

facilitate the accurate tracing of corresponding videos. On several occasions, the title of a 

campaign listed on award sites or in PDF catalogues did not readily match the titles under 
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which videos were available on public platforms. Ambiguities arose, for example, when 

campaign titles were generic, abbreviated, or inconsistently translated. 

To resolve these uncertainties, a custom Python-based image scraper was 

employed (cf. Appendix 9.3.3). The scraper automated the retrieval of campaign-related 

images from award listings and stored them in a standardized directory structure using 

a campaign-year naming convention. These images served as an additional point of 

reference during the manual vi deo search process: by visually comparing retrieved 

images with video thumbnails or campaign materials, it became possible to confirm the 

authenticity of the match. In this way, image scraping functioned not primarily as a 

dataset but as a triangulation tool that safeguarded against errors in campaign-to-video 

attribution.  

3.1.1.2.4 VIDEOS TRANSCRIPTIONS 

The central analytical material for this project consisted of video transcripts of 

award-winning campaigns. After identifying campaigns and locating their 

corresponding official or publicly available videos, a dedicated transcription pipeline was 

deployed (cf. Appendix 9.3.4). This pipeline integrated multiple open -source tools to 

ensure accuracy and reproducibility. First, yt-dlp was used to download campaign 

videos. Next, FFmpeg extracted the audio track from each file. Finally, the audio was 

ÛÙÈÕÚÊÙÐÉÌËɯÜÚÐÕÎɯ.×ÌÕ (ɀÚɯ6ÏÐÚ×ÌÙȮɯÈɯÚÛÈÛÌ-of-the-art neural speech recognition system. 
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The initial transcripts were subsequently subjected to a series of post-processing 

steps designed to enhance accuracy and consistency. This included spelling correction  

using SymSpell, automated language detection, and, where necessary, machine 

translation into English to standardize the corpus. In rare instances where Whisper did 

not generate adequate transcriptions, additional optical character recognition (OCR) 

techniques were employed to extract embedded text from video frames. When the OCR 

output prove d unintelligible and the language could not be meaningfully interpreted, the 

corresponding campaign was necessarily omitted from the dataset. The overall pipeline 

thus yielded a corpus of clean, standardized transcripts exported in CSV format, ensuring 

comparability across campaigns and enabling subsequent natural language processing. 

3.1.2 EXPLORATORY QUALITATIVE ANALYSIS  

This exploratory qualitative analysis synthesized a corpus of brand -led video 

transcripts from  marketing initiatives aimed at pro -environmental attitude and behavior 

change among consumers collected from the web scraping of awards. The dataset 

comprised data from the transcript s together with campaign -level metadata identifying 

the company and agency. 

The coding strategy followed a hybrid, abductive design that combined directed 

content analysis with inductive thematic development  (Braun & Clarke, 2006; Hsieh & 

Shannon, 2005). The directed component operationalized the four mechanism families 

highlighted in Chapter 2ɭnudges/choice architecture, social norms, monetary 
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incentives, and identity -relevant appealsɭtreating Chapter 2ɀÚɯÚàÕÛÏÌÚÐÚɯÈÚɯÈÕɯÈɯ×ÙÐÖÙÐɯ

codebook to enable direct triangulation. In parallel, inductive open coding identified 

recurrent practice patterns that repeatedly appeared across cases but were not fully 

captured by the priori set, including transformative marketing/market design, co -

creation/co-design, circularity/resource recovery, technology enablement, and 

governance/credibility practices (e.g., open data, third -party verification). Code 

definitions were iteratively refined through constant comparison until theoretical 

saturation for this dataset was reached (Braun & Clarke, 2006; Jick, 1979). 

Implementation used a rule -guided approach appropriate for short, rhetorically 

compressed texts. Each theme was specified by a set of inclusion rules, anchored with 

regular -expression patterns and exemplar phrases derived from the corpus (e.g., 

ɁËÌÍÈÜÓÛȮɂɯɁ×ÙÌ-ÚÌÛȮɂɯɁÈÜÛÖ-ȮɂɯÈÕËɯɁÖ×Û-ÖÜÛɂɯÍÖÙɯÊÏÖÐÊÌɯÈÙÊÏÐÛÌÊÛÜÙÌȰɯɁÐÕËÜÚÛÙà-ÞÐËÌȮɂɯ

ɁÖ×ÌÕɯ ÓÌÛÛÌÙȮɂɯ ÈÕËɯ ɁÚÛÈÕËÈÙËɂɯ ÍÖÙɯ ÛÙÈÕÚÍÖÙÔÈÛÐÝÌɤÔÈÙÒÌÛ-design moves). Because 

campaigns often deploy multiple mechanisms, codes were non-mutually exclusive; a 

single transcript could receive several theme flags. 

Analysis proceeded in two stages. Stage one produced binary theme flags at the 

transcript level and descriptive statisticsɭcounts and percentagesɭusing the transcripts 

of the cases. Stage two generated brief analytic vignettes for each theme and verifying 

that the cited text segments instantiated the code definition. Throughout, triangulation 

with the 2+1ɀÚ conclusions in Chapter 2 guided interpretation.  
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Four priori  categories were anchored in Chapter 2ɭtransformative marketing, 

social marketing, nudging, and co -creation/co-designɭwhile additional categories were 

permitted to emerge inductively . A light -touch dictionary procedure was used to flag 

candidate passages for each theme; these flags were then reviewed and consolidated into 

campaign-level codes. This hybrid procedure follows established practice in exploratory 

thematic work where the objective is descriptive mapping rather than saturation  (Braun 

& Clarke, 2006; Nowell et al., 2017). 

3.1.3 NLP ANALYSIS  

3.1.3.1 RESEARCH DESIGN AND A NALYTICAL FRAMEWORK  

This study adopts a multi -method natural language processing (NLP) framework 

to examine how sustainability marketing campaigns construct meaning through 

language, emotion, and framing. The decision to employ multiple techniques stems from 

the recognition t hat campaign discourse is multi -layered: it is simultaneously lexical (the 

words chosen), affective (the emotions conveyed), thematic (the issues emphasized), and 

syntactic (the assignment of responsibility). By integrating frequency analysis, lexicon -

based emotion scoring, clustering, topic modeling, dependency parsing, and sentiment 

analysis, the research aims to provide a comprehensive account of discursive strategies 

employed in award -winning campaigns.  

The overarching design is exploratory and descriptive, seeking not to test 

hypotheses but to generate an empirically grounded map of the rhetorical repertoires 
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mobilized in sustainability communication. Each technique was selected because of its 

suitability to capture a particular dimension of discourse, and the convergence of results 

across methods enhances interpretive validity. 

3.1.3.2 CORPUS CONSTRUCTION AND PREPROCESSING 

The empirical corpus comprises 184 transcriptions of award-winning marketing 

campaign videos promoting behavior change, drawn from the awards identified above. 

These entries correspond to 178 distinct campaigns, as some won several awards. The 

transcriptions range in length from brief slogans to extended narrative accounts and were 

systematically preprocessed to ensure consistency and comparability across subsequent 

analyses. 

Standard NLP preprocessing steps were applied (detailed below) . Texts were 

lowercased to eliminate capitalization biases and stripped of punctuation, numerals, and 

non-alphabetic characters using regular expression rules. Stopwords ɭ common 

ÍÜÕÊÛÐÖÕɯÞÖÙËÚɯÚÜÊÏɯÈÚɯɁÛÏÌɂɯÖÙɯɁÈÕËɂɯÛÏÈÛɯÊÈÙÙàɯÓÐÛÛÓÌɯÚÌÔÈÕÛÐÊɯÞÌÐÎÏÛɯɭ were removed 

using the NLTK English stopword list. Lemmatization was performed using the WordNet 

lemmatizer, reducing inflected words to their sematic roots, thereby consolidating lexical 

variation.  

This procedure produced a cleaned corpus (Cleaned_Description.csv), a 

standardized textual dataset suitable for lexical, thematic, and syntactic analysis. To 

capture affective dimensions specifically, a second corpus was derived by filtering all 
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tokens against the NRC (National Research Council of Canada) Emotion Lexicon 

(Mohammad & Turney, 2013). This Emotional_Description.csv corpus retained only 

words associated with one or more of the eight basic emotions (anger, anticipation, 

disgust, fear, joy, sadness, surprise, trust), or with polarity categories  (positive vs 

negative emotions), allowing a focused examination of affective vocabulary.  

3.1.3.3 LEXICAL A ND FREQUENCY A NALYSES 

3.1.3.3.1 N -GRAM M ODELING  & FREQUENCY DISTRIBUTION  

The initial phase of the analysis focused on examining surface-level lexical 

patterns, which are the basic structures and arrangements of words in the text. To achieve 

this, N-gram modeling was employed using a bag -of-words approach. This method 

involves breaking down the text into unigrams (single words), bigrams (pairs of 

consecutive words), and trigrams (triplets of consecutive words). By doing so, it captures 

not only individual words but also multi -word collocations, which are combinations of 

words tha t frequently appear together. These collocations are particularly significant in 

marketing discourse, where slogans and catchphrases play a leading role in conveying 

messages effectively. 

Frequency distributions were computed, and results were visualized through 

word clouds, which scale font size according to frequency and provide an accessible 

overview of the dominant vocabulary.  Because raw frequency counts can be distorted by 

boilerplate or overly generic expressions, we undertook an iterative, manual refinement 
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using deletion lists. The procedure began with a full inspection of the raw frequency 

outputs; terms judged to be non-informative or context -independent (across unigrams, 

bigrams, and trigrams) were manually removed to produce a final clean list. The set of 

excluded items was reconstructed ex post by programmatically comparing the clean list 

with the original frequency list ( cf. Appendix 9.5.2 for code), thereby identifying precisely 

which terms had been deleted. This approach provides a transparent trail and a reusable 

filter for future corpora ɭwhile preserving the possibility of reintroducing specific terms 

if later analyses warrant their inclusion.  

3.1.3.3.2 TYPE-TOKEN RATIO  

Beyond raw counts, lexical richness was assessed using the typeɬtoken ratio (TTR). 

TTR is calculated by dividing the number of unique words (types) by the total number of 

words (tokens) in each text. This measure provides insight into the variety and 

distribution of vocabulary: higher scores indicate greater lexical diversity, whereas lower 

scores point to more repetition or reliance on a limited set of terms. Although TTR is 

sensitive to text lengthɭshorter texts tend to yield artificially higher scores ɭit  remains 

a widely used indicator of linguistic variety and expressive range (McCarthy & Jarvis, 

2010; Richards, 1987). 

In the context of sustainability campaigns, lexical richness can be interpreted as a 

proxy for stylistic sophistication and narrative elaboration. Campaigns with higher TTR 

values may employ a wider range of expressions to articulate complex messages, evoke 
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emotions, or appeal to different audiences. By contrast, campaigns with lower TTR values 

may rely more heavily on formulaic or repetitive messaging, which can be effective for 

memorability but less indicative of linguistic diversity. Thus, TTR serves as a useful 

diagnostic for comparing the rhetorical strategies of campaigns, complementing 

frequency-based and thematic analyses. 

3.1.3.3.3 TERM FREQUENCY-INVERSE DOCUMENT FREQUENCY  

To complement measures of raw frequency and lexical richness, the analysis 

incorporated Term FrequencyɬInverse Document Frequency (TFɬIDF) weighting. Unlike 

simple frequency counts, which prioritize words that occur most often, TF ɬIDF adjusts 

for the distr ibution of terms across documents by down -weighting those that appear in 

nearly all texts while up -weighting those that are distinctive to documents (Sparck Jones, 

1972). Formally, the method combines a term frequency (TF) component, which captures 

how often a word occurs in each document, with an inverse document frequency (IDF) 

component, which penalizes words that are ubiquitous across the corpus. The resulting 

scores highlight vocabulary that is unique to individual campaign descriptions and thus 

more likely to represent salient rhetorical or thematic choices. 

The use of TFɬIDF is well established in both information retrieval  (Manning et 

al., 2008) and text mining  (Aggarwal & Zhai, 2012) , where it serves as a baseline yet 

powerful method for surfacing distinctive terms that may otherwise be overshadowed 

by high -frequency but semantically generic vocabulary. In the context of  businessesɀɯ
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sustainability  marketing  campaigns, TFɬIDF offers a means of identifying linguistic 

ÔÈÙÒÌÙÚɯ ÛÏÈÛɯ ËÐÍÍÌÙÌÕÛÐÈÛÌɯ ÖÕÌɯ ÊÈÔ×ÈÐÎÕɀÚɯ ÔÌÚÚÈÎÐÕÎɯ ÍÙÖÔɯ ÈÕÖÛÏÌÙȮɯ ÛÏÌÙÌÉàɯ

complementing frequency -based analyses that emphasize commonalities across the 

corpus. Therefore, TFɬIDF provides an additional layer of interpretive granularity, 

particularly useful for capturing campaign -specific rhetorical strategies. 

At the lower bound, the minimum possible score is zero, which occurs when a 

term is absent from a document or appears in every document, resulting in no 

discriminative value. At the upper bound, the maximum possible score is not fixed 

universally but depends on corpus size and term distribution. A term that o ccurs many 

times within a single document but in very few other documents will yield a high TF ɬ

IDF score, approaching the theoretical maximum defined by the logarithm of the corpus 

size (Manning et al., 2008). In practice, this means TFɬIDF values highlight words that are 

frequent locally yet rare globally, with scores ranging from zero up to positive values 

bounded by both document length and the rarity of the term across the dataset. 

For implementation, the analysis employed the TfidfVectorizer module from the 

Python scikit-learn library  (Pedregosa et al., 2011). This tool allows for efficient 

computation of TFɬIDF values across large text corpora and integrates seamlessly with 

other preprocessing steps such as tokenization, stopword removal, and lemmatization. 

The output of this procedure was a weighted representation of the campaign corpus in 

which each description could be profiled according to its most distinctive terms. As such, 
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TFɬIDF not only enriched the methodological toolkit of this study but also ensured that 

both shared and differentiating features of sustainability discourse were systematically 

captured. 

3.1.3.4 EMOTION  PROFILING  

To assess the affective content of campaign discourse, each transcript was 

analyzed using the NRC Emotion Lexicon  (Mohammad & Turney, 2013). This lexicon-

based resource maps over 14,000 English words to eight fundamental emotion 

categoriesɭanger, anticipation, disgust, fear, joy, sadness, surprise, and trustɭin 

addition to polarity classifications (positive vs. negative). The NRC lexicon is a mong the 

most widely used affective dictionaries in computational linguistics and has been 

repeatedly validated in fields such as sentiment analysis, computational social science, 

and psychology of language for capturing the emotional orientation of texts (Dodds & 

Danforth, 2010; Mohammad & Turney, 2013). Its application in this project allowed for a 

systematic exploration of how sustainability campaigns mobilize emotions to shape 

consumer perceptions and behavior. 

The lexicon was applied to the corpus through a lexicon-matching procedure, in 

which each token in a transcript was compared against the entries in the NRC resource. 

Words with emotional associations were assigned to the corresponding categories, 

generating a structured representation of affective vocabulary within each campaign. 
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This enabled the analysis of not only which emotions were present but also how 

intensively they were expressed across campaigns. 

Two metrics were derived from this procedure:  

1. Emotion scores (emotion_scores.csv): Raw counts of words associated with 

each of the eight emotion categories, providing a quantitative distribution 

of affective terms across campaigns. 

2. Emotional density ( emotional_density_scores.csv): The proportion of 

emotion-bearing words relative to the total word count of a transcript. This 

measure captures the intensity of affective expression, complementing 

simple counts by reflecting how saturated a campaign is with emotional 

language. 

This multi -metric approach acknowledges the multidimensionality of emotional 

appeal in marketing communication  for sustainable behavior changes among consumers. 

Campaigns may differ not only in the type of emotions they invoke (e.g., joy versus fear) 

but also in the degree to which emotional vocabulary permeates their discourse. By 

triangulating scores, dominant labels, and density, the analysis captures both qualitative 

differences in affective strategy and quantitative variation in emotional intensity. In  the 

context of sustainability communication, these insights shed light on how campaigns 

attempt to mobilize affectɭwhether by instilling trust, evoking fear of environmental 
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risk, or inspiring anticipation of future change ɭto persuade audiences and promote 

sustainable practices. 

3.1.3.5 CLUSTERING AND TEMPORAL DYNAMICS  

To uncover broader patterns of emotions used across campaigns, unsupervised 

clustering was applied. Clustering offers a means of identifying latent structures in data 

without predefined labels, allowing campaigns with similar affective repertoires to be 

grouped together   (Jain, 2010). Among available algorithms, k-means clustering was 

selected due to its computational efficiency, interpretability, and long -standing 

application in text mining and social science research (Hartigan & Wong, 1979; 

MacQueen, 1967). K-means partitions high -dimensional data into k groups by 

minimizing within -cluster variance, thereby ensuring that campaigns assigned to the 

same cluster share similar  emotional distributions.  

Exploratory analyses were conducted with multiple values of k to evaluate 

stability and conceptual coherence. A three-cluster solution was retained, as it produced 

groupings that were both statistically stable and substantively interpretable. This 

ÊÖÕÍÐÎÜÙÈÛÐÖÕɯÙÌÝÌÈÓÌËɯËÐÚÛÐÕÊÛɯɁÍÈÔÐÓÐÌÚɂɯÖÍɯÊÈÔ×ÈÐÎÕÚȮɯÌÈÊÏɯÊÏÈÙÈÊÛÌÙÐáÌËɯÉàɯÈɯÚÏÈÙÌËɯ

emotional repertoire. Such clustering provides insight into the diversity of affective 

appeals employed in sustainability  marketing  communication, highlighting clusters of 

emotions campaigns tend to emphasize on. 
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In addition to clustering, temporal analyses were undertaken to examine how the 

use of emotional language evolved over time. Emotion scores were aggregated by year, 

producing two complementary series. The first series consisted of raw annual counts of 

emotion words, which reflects the total prevalence of affective vocabulary across all 

campaigns submitted each year. The second series consisted of normalized per-campaign 

averages, calculated by dividing annual totals by the number of campaigns available for 

that year. This normalization controls for fluctuations in dataset size, thereby ensuring 

that observed changes represent genuine shifts in rhetorical strategy rather than artifacts 

of sample volume (Grimmer & Stewart, 2013). Together, these approaches enabled the 

study to track not only how emotions cluster across sustainability marketing discourse 

but also how their relative prominence changes longitudinally . 

3.1.3.6 TOPIC M ODELING  

To capture latent thematic structures in the campaign corpus, the analysis 

employed Latent Dirichlet Allocation (LDA), a probabilistic topic modeling method 

widely used in computational text analysis  (Blei et al., 2003). Topic models such as LDA 

are designed to uncover patterns in large collections of documents by assuming that (i) 

each document is a mixture of latent topics, and (ii) each topic is a distribution of words 

that tend to co-occur across documents. This generative framework enables the discovery 

of underlying themes that are not explicitly annotated in the data but can be statistically 

inferred from word co -occurrence patterns. In other words, rather than relying solely on 
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frequency counts, LDA allows texts to be represented in terms of their probabilistic 

affiliation with multiple themes, thereby revealing nuanced structures in discourse  (Blei, 

2012). 

Technically, LDA operates by iteratively estimating two sets of probability 

distributions: (1) the distribution of words within topics and (2) the distribution of topics 

within documents. These distributions are informed by Dirichlet priors, which control 

the sparsity of assignments, that is, how concentrated or diffuse topics are expected to be 

across documents and how tightly topics cluster around their most characteristic words. 

This probabilistic approach has made LDA one of the most influential tools i n natural 

language processing and social science research for exploring unlabeled text corpora 

(DiMaggio et al., 2013; Jansson-Boyd & Zawisza, 2017). 

In this study, two models were estimated, each with five topics. The first model 

was applied to the Cleaned corpus (where generic and non-informative words had been 

removed), enabling the identification of substantive themes such as waste reduction, 

energy and technology, and corporate responsibility. The second model was applied to 

the Emotional corpus (restricted to words with emotional or polarity associations), 

highlighting affective framings such as urgency, hope, and empowerment. This dual 

modeling st rategy allowed for a distinction between content -oriented themes (what 

campaigns are about) and emotion-oriented framings (how campaigns seek to resonate 

emotionally  with consumers). 
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Interpretation proceeded by examining the top keywords associated with each 

topic, which serve as linguistic markers of its thematic focus. In addition, campaign -level 

topic mixtures were analyzed to explore how individual entries combined different 

themes ÈÕËɯÍÙÈÔÐÕÎÚȭɯ%ÖÙɯÐÕÚÛÈÕÊÌȮɯÈɯÊÈÔ×ÈÐÎÕɯÔÐÎÏÛɯÚÛÙÖÕÎÓàɯÈÓÐÎÕɯÞÐÛÏɯÈɯɁÞÈÚÛÌɯ

ÙÌËÜÊÛÐÖÕɂɯ ÛÖ×ÐÊɯ ÞÏÐÓÌɯ ÈÓÚÖɯ ËÙÈÞÐÕÎɯ ÏÌÈÝÐÓàɯ ÖÕɯ ÈÍÍÌÊÛÐÝÌɯ ÍÙÈÔÐÕÎÚɯ ÖÍɯ ɁÏÖ×Ìɂɯ ÈÕËɯ

ɁÌÔ×ÖÞÌÙÔÌÕÛȭɂɯ3ÏÐÚɯÔÐßÛÜÙÌ-based perspective reflects the reality that campaigns 

rarely rely on a single narrative but instead weave together multiple substantive and 

emotional dimensions to shape consumer engagement. 

3.1.3.7 SUBJECT AND FRAMING A NALYSIS  

Because the attribution of agency is a central element of persuasion, the analysis 

examined how campaigns construct responsibility through grammatical structures. To 

achieve this, dependency parsing, a natural language processing technique that maps the 

syntactic structure of a sentence by identifying words (tokens) and the grammatical 

relationships that link them  (Jurafsky & Martin, 2025), was applied. Dependency parsing 

allows the exploration of how linguistic roles such as subjects, objects, and modifiers are 

distributed within texts.  

The analysis was carried out using the spaCy natural language processing library 

(Ines Montani et al., 2023), specifically the en_core_web_sm pipeline. Within this 

framework, tokens annotated with the label nsubj (nominal subject) were extracted. These 

tokens represent the grammatical subjects of clausesɭthe entities that perform or are 
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attributed with actions in campaign discourse. To ensure that results reflect meaningful 

actors rather than grammatical filler, non -informative pronouns (e.g., ɁÛÏÐÕÎȮɂ 

ɁÚÖÔÌÛÏÐÕÎɂ) and generic placeholders were systematically filtered out.  

This procedure provided a systematic and replicable way of identifying the agents 

of responsibility highlighted in campaign messaging. By aggregating subjects across the 

corpus, the analysis was able to reveal broader patterns in how agency is discursively 

framed. Campaigns could then be compared according to whether they emphasized: 

¶ Collective responsibility, through subjects such as ɁweȮɂ ɁpeopleȮɂ or 

Ɂcommunitiesȭɂ 

¶ Individual responsibility, through direct address to the audience with 

subjects like Ɂyouȭɂ 

¶ Institutional responsibility, through references to companies, brands, or 

organizations. 

Such distinctions illuminate the rhetorical strategies by which sustainability 

campaigns seek to allocate responsibility for change. Whereas appeals to individual 

agencies encourage personal action, appeals to collective or institutional actors situate 

sustainability within broader systems of shared accountability. This way, dependency 

parsing offer s a conceptual lens into how campaigns frame the locus of responsibility in 

pursuit of persuasive impact.  



177 

3.1.3.8 COMPLIMENT SENTIMENT A NALYSIS  

To validate and complement the lexicon-based findings derived from the NRC 

Emotion Lexicon, four sentiment analysis methods were applied. Sentiment analysis 

refers to the computational assessment of texts in terms of their evaluative orientation, 

often described along a continuum of positivity, negativity, and neutrality  (Liu, 2012). 

Employing multiple approaches reduces the risk of methodological bias, as each tool 

captures various aspects of sentiment expression. 

1. TextBlob : TextBlob is a Python library that applies a lexicon - and rule-

based approach to sentiment analysis. It computes two key metrics: polarity 

(ranging from negative to positive sentiment) and subjectivity (ranging 

from objective to subjective language). Its simplicity  and transparency 

make it a useful baseline tool for text evaluation  (Loria, 2018). 

2. VADER  (Valence Aware Dictionary and sEntiment Reasoner): VADER is a 

sentiment model optimized for social media language, where informality, 

slang, and intensifiers are common. It is particularly sensitive to negations 

(e.g., Ɂnot goodɂ) and amplifiers (e.g., Ɂvery important ɂ), which are often 

missed by simpler lexicon-based approaches. VADER has been validated 

extensively for short, user-generated texts but is also adaptable to longer 

forms such as campaign transcripts (Hutto & Gilbert, 2014) . 
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3. Afinn : The Afinn lexicon assigns integer scores (positive or negative) to 

words, and document -level sentiment is calculated as the sum of these 

values. Its strength lies in its straightforward scoring mechanism and 

transparent weighting, which provide interpreta ble aggregate sentiment 

measures across texts (Nielsen, 2011). 

4. BERT (Bidirectional Encoder Representations from Transformers): BERT 

represents a more advanced, deep learningɬbased approach to sentiment 

analysis. Trained as a transformer model on large-scale corpora, BERT 

captures contextual meaning by considering both left and right word 

contexts simultaneously (Devlin et al., 2018). For sentiment tasks, BERT can 

be fine-tuned on annotated datasets, enabling it to detect subtle evaluative 

cues and contextual nuances beyond the reach of purely lexicon-based 

models. 

In combining these approaches, this study hopes to ensure a robust triangulation 

of sentiment signals. Lexicon-based methods such as TextBlob, VADER, and Afinn offer 

transparency and interpretability, while BERT provides contextual sensitivity and 

adaptability to nuanced discourse. The convergence of results across these tools increases 

confidence that observed sentiment patterns reflect genuine rhetorical strategies rather 

than artifacts of a single methodological approach (Grimmer & Stewart, 2013). 
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3.2 RESULTS 

3.2.1 WEB SCRAPING 

By the end of the web scraping process, a combined dataset of all award-winning 

186 campaigns was created (cf. Appendix 9.4). As outlined earlier, inclusion criteria were 

applied: campaigns that could not be recognized by language detection or transcription 

methods (including OCR  ɬ Optical Character Recognition), or those not executed by for-

profit businesses, were removed from the final dataset , resulting in 184 campaigns. 

In addition, when a single campaign was awarded across multiple competitions, 

it was retained as a repeated entry in the database. This repetition is deliberate, as it 

reflects the relative weight of such campaigns in the field and highlights the extent to  

which they were recognized by different award bodies. In turn, this approach strengthens 

the analysis by allowing the study to better capture the linguistic and communicative 

characteristics of campaigns that consistently achieved industry recognition, th ereby 

offering a more nuanced understanding of the language strategies associated with 

award-winning sustainability marketing.
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3.2.2 EXPLORATORY QUALITATIVE ANALYS IS 

Drawing on 184 analyzable video-transcript cases, an inductiveɬdeductive coding 

scheme was applied to characterize the behavioral mechanisms, strategic logics, and 

design moves used by for-profit firms when promoting pro -environmental behaviors  via 

marketing activities . 

Four levers foregrounded in Chapter 2ɭnudges, social norms, incentives, and 

identity -relevant appealsɭwere retained as a priori codes and extended with additional 

themes that emerged from the corpus (e.g., transformative marketing, co-creation/co-

design, and infrastructure enablers). The resulting distribution provides an empirical 

counterpart to Chapter 2ɀÚɯÔÈ××ÐÕÎɯÖÍɯÛÏÌɯÛÏÌÖÙÌÛÐÊÈÓɯÛÌÙÙÈÐÕȯɯÚÖÊÐÈÓɯÕÖÙÔÚɯÔÖÉÐÓÐáÈÛÐÖÕɯ

is the most prevalent pattern, present in 73 of 184 cases (39.7%); transformative marketing 

appears in 71 cases (38.6%); incentives (e.g., monetary) in 61 (33.2%); equityɬinclusionɬ

justice framings in 43 (23.4%); circularity/resource recovery in 38 (20.7%); nudges/choice 

architecture in 36 (19.6%); techno-solutionism in 29 (15.8%); education/awareness in 24 

(13.0%); identity-relevant appeals in 23 (12.5%); social marketing for public good in 17 

(9.2%); infrastructure enablers in 15 (8.2%); regulatory/legalistic levers in 12 (6.5%); co-

creation/co-design in 10 (5.4%); and offsets/limits/accounting in 7 (3.8%). 

3ÏÌÚÌɯ×ÈÛÛÌÙÕÚɯÙÌÚÖÕÈÛÌɯÞÐÛÏɯÛÏÌɯÓÐÛÌÙÈÛÜÙÌɀÚɯÌÔ×ÏÈÚÐÚɯÖÕɯÚÖÊÐÈÓɯÐÕÍÓÜÌÕÊÌɯÈÕËɯ

choice architecture/nudging (Boenke et al., 2022; Gallopel-Morvan & Crié, 2022; Thaler & 

Sunstein, 2008; White et al., 2019), while also revealing underutilization of participatory 
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co-creation and legally binding approaches that could address the well -documented 

intentionɬbehavior gap and social desirability dynamics  (Delmas & Burbano, 2011; 

Sheeran, 2002). 

Across cases, social norms mobilization functions through public adoption by 

salient reference groups, norm-signaling language, and visible collective commitments. 

3ÐËÌɀÚɯTurn to Cold enlisted NFL teams and celebrities to normalize cold-water washing, 

ÛÙÈÕÚÍÖÙÔÐÕÎɯÈɯ×ÙÐÝÈÛÌɯÏÖÜÚÌÏÖÓËɯÏÈÉÐÛɯÐÕÛÖɯÈɯÚÖÊÐÈÓÓàɯÓÌÎÐÉÓÌɯÕÖÙÔȭɯ"ÖÙÖÕÈɀÚɯPlastic 

Fishing Tournament ÜÚÌËɯÊÖÔ×ÌÛÐÛÐÝÌɯÚÖÊÐÈÓɯ×ÙÖÖÍɯÈÔÖÕÎɯÍÐÚÏÌÙÚɯÛÖɯÙÌÍÙÈÔÌɯɁÊÈÛÊÏÐÕÎɯ

×ÓÈÚÛÐÊɂɯÈÚɯÊÖÔÔÜÕÐÛà-ÝÈÓÜÌËɯÉÌÏÈÝÐÖÙȮɯÞÏÐÓÌɯ-ÈÛÐÖÕÈÓɯ&ÌÖÎÙÈ×ÏÐÊɀÚɯGreen Definition 

framed energy-ÚÈÝÐÕÎɯÝÐÌÞÐÕÎɯÈÚɯÚÖÔÌÛÏÐÕÎɯɁÌÝÌÙàÖÕÌɂɯÊÈÕɯËÖɯÚÐÔÜÓÛÈÕÌÖÜÚÓàȭɯ#/ɯ

6ÖÙÓËɀÚɯ,ÖÝÌɯÛÖɯǸƕƙɯȘ" crystalized a descriptive norm at the inter -firm level by inviting 

competitors to co-sign an open industry standard. These executions align with evidence 

that descriptive and injunctive  social norms can produce large, durable effects when 

messaged with care to avoid boomerang effects (Allcott, 2011; Boenke et al., 2022; 

Cialdini, 2003; Schultz et al., 2007; White & Simpson, 2013). 

The second most common pattern, transformative marketing, goes beyond 

persuasive messaging to re-design offerings, standards, or market infrastructure for 

societal well-being (Anderson et al., 2013; Kumar, 2018)ȭɯ#/ɯ6ÖÙÓËɀÚɯ,ÖÝÌɯÛÖɯǸƕƙɯȘ" 

altered a century-old logistics standard without new capex; Google and American 

Airlines piloted AI -guided contrail avoidance tools that re -specify routing practices with 
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ÔÌÈÚÜÙÈÉÓÌɯÊÓÐÔÈÛÌɯÉÌÕÌÍÐÛÚȰɯ1ÌÕÈÜÓÛɀÚɯPlug-Inn platform reconfigures EV access through 

peer-to-×ÌÌÙɯÊÏÈÙÎÐÕÎȰɯÈÕËɯ4ÕÐÓÌÝÌÙɀÚɯSmart Fill replaces unit packaging with in -store 

dispensing. These initiatives exemplify a transformative marketing logic in which firms 

create new value propositions that make the sustainable choice easier, cheaper, or the 

default, thereby mitigating the attitude/ intentionɬbehavior gap highlighted in Chapter 2 

(Sheeran, 2002; White et al., 2019). 

Incentives appear in one-third of cases (33.2%), frequently paired with norms and 

×ÓÈÛÍÖÙÔɯËÌÚÐÎÕȭɯ"ÖÙÖÕÈɯ×ÈÐËɯÍÐÚÏÌÙÚɯ×ÌÙɯÒÐÓÖÎÙÈÔɯÖÍɯɁ×ÓÈÚÛÐÊɯÊÈÛÊÏȮɂɯ+ÐÍÌɯ-ÜÛÙÐÛÐÖÕɀÚɯ

Reversible Barcode ÈËËÌËɯÈɯÖÕÌɯËÖÓÓÈÙɯɁÙÌÝÌÙÚÌɯÚÊÈÕɂɯËÖÕÈÛÐÖÕɯÈÛɯÊÏÌÊÒÖÜÛȮɯÈÕËɯ"ÜÙÙàɀÚɀɯ

trade-in program monetized household e -waste. These examples reflect robust evidence 

that well -targeted, salient incentives can unlock adoption, particularly when they 

complement (rather  than substitute for) intrinsic and normative motives  (Gneezy et al., 

2011). Nudgesɭdefaults, simplification, salience, and timely prompts ɭare present in 

about one-fifth of the corpus (19.6%) (Gallopel-Morvan & Crié, 2022; Thaler & Sunstein, 

2008)ȭɯ'ÜÚØÝÈÙÕÈɀÚɯRewilding Mode makes biodiversity a one-button lawn -care default; 

-ÌÚÛɀÚɯÌÊÓÐ×ÚÌɯÐÕÛÌÙÝÌÕÛÐÖÕɯ×ÙÌ-ÊÖÖÓÌËɯÏÖÔÌÚɯÚÖɯÛÏÈÛɯÛÏÌÙÔÖÚÛÈÛÚɯÊÖÜÓËɯɁÙÐËÌɯÛÏÙÖÜÎÏɂɯÈɯ

ÛÌÔ×ÖÙÈÙàɯËÐ×ɯÐÕɯÚÖÓÈÙɯÎÌÕÌÙÈÛÐÖÕȰɯÈÕËɯ3ÐËÌɀÚɯTurn to Cold combined salient on-screen 

prompts with perceived efficacy. This moderate incidence of nudges, relative to norms 

and incentives, supports Chapter 2ɀÚɯÊÖÕÊÌÙÕɯÛÏÈÛɯÕÜËÎÐÕÎɯÖÍÛÌÕɯÙÌÔÈÐÕÚɯÊÖÕÊÌ×ÛÜÈÓÓàɯ

central yet operationally secondaryɭdeployed most effectively when bundled with 
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social proof and capability enhancements rather than as information -only appeals (White 

et al., 2019). 

Identity -relevant appeals are used sparingly (12.5%) but powerfully when 

tethered to group affiliations. Tide leveraged team fandom to legitimize new washing 

ÙÖÜÛÐÕÌÚɯȹɁwe wash in coldɂȺȮɯÈÕËɯ ÕËÌÓɀÚɯ×ÙÖ-wind campaign reframed acceptance as part 

of local civic identity. Such tactics leverage self-signaling and moral identity processes 

that can sustain behavior change beyond initial prompts  (Van Der Werff et al., 2013). 

Meanwhile, social marketing for public good (9.2%) appears when firms collaborate with 

-&.ÚɯÖÙɯ×ÜÉÓÐÊɯÉÖËÐÌÚɯÖÕɯÚÖÊÐÌÛÈÓɯÖÜÛÊÖÔÌÚȮɯÈÚɯÐÕɯ$ÕÌÓɀÚɯNest Address (citizen science to 

protect storks) and 3ÏÌɯ+ÐÖÕɀÚɯ2ÏÈÙÌ (0.5% media-spend donations for wildlife)  (Kotler & 

Zaltman, 1971; Peattie & Peattie, 2009). 

Several additional themes help explain where practice departs from theory. 

Circularity/resource recovery (20.7%) is salient in market-facing innovations that reduce 

ÓÐÍÌÊàÊÓÌɯÐÔ×ÈÊÛÚɯÞÐÛÏÖÜÛɯÙÌØÜÐÙÐÕÎɯÊÖÕÚÜÔÌÙÚɯÛÖɯÚÈÊÙÐÍÐÊÌɯ×ÌÙÍÖÙÔÈÕÊÌȯɯ#ÖÓÌɀÚɯPiñatex 

valorizes pineapple-ÓÌÈÍɯÞÈÚÛÌȰɯ2ÈÓÛÞÈÛÌÙɯ!ÙÌÞÌÙàɀÚɯÌËÐÉÓÌɯÙÐÕÎÚɯËÐÚ×ÓÈÊÌɯ×ÓÈÚÛÐÊȰɯ#!ɯ

!ÙÌÞÌÙÐÌÚɀɯBrewtroleum repurposes brewing by -products. Techno-solutionism (15.8%)ɭ

AI, sensors, and engineered materials as primary leversɭÍÌÈÛÜÙÌÚɯÐÕɯ&ÖÖÎÓÌɀÚɯÊÖÕÛÙÈÐÓɯ

effortȮɯ%ÖÙÛÜÔɀÚɯFish-Heart ȹ (ɯÚ×ÌÊÐÌÚɯËÌÛÌÊÛÐÖÕɯÐÕɯÏàËÙÈÜÓÐÊɯ×ÈÚÚÈÎÌÚȺȮɯÈÕËɯ6ÈÛÌÙ+ÐÎÏÛɀÚɯ

salt-ionization lanterns. Although technology provides new affordances, theory warns 

that it rarely suffices without complementary changes to incentives, norms, or 
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infrastructure  (White et al., 2019). Education/awareness efforts remain visible (13.0%)ɭ

ÍÖÙɯÌßÈÔ×ÓÌȮɯ'ÈÔÉÜÙÎɀÚɯFour Seasons by Climate Data and the Plastic Forecastɭyet Chapter 

2ɀÚɯÚàÕÛÏÌÚÐÚɯÊÈÜÛÐÖÕs that information -only strategies struggle to overcome entrenched 

habits and structural barriers  (Kollmuss & Agyeman, 2002; Sheeran, 2002). 

Under -representation of co-creation/co-design (5.4%) constitutes a notable 

discordance with the participatory ideals increasingly advocated in sustainability 

ÛÙÈÕÚÐÛÐÖÕÚȭɯ $ßÊÌ×ÛÐÖÕÚɯ ÐÕÊÓÜËÌɯ 1ÌÕÈÜÓÛɀÚɯPlug-Inn, which invites villagers to share 

ÊÏÈÙÎÌÙÚɯÈÕËɯÚÏÈ×ÌɯÓÖÊÈÓɯÛÖÜÙÐÚÔɯÚ×ÐÓÓÖÝÌÙÚȮɯÈÕËɯ"ÖÙÖÕÈɀÚɯÛÖÜÙÕÈÔÌÕÛȮɯÞÏÐÊÏɯ×ÖÚÐÛÐÖÕÚɯ

fishers as co-producers of environmental outcomes and livelihoods. The relative scarcity 

of co-created designs suggests missed opportunities to surface local constraints, reduce 

post-adoption friction, and build shared ownership ɭcapacities linked in prior work to 

greater durability and legitimacy of change  (Messiha et al., 2023; Prahalad & 

Ramaswamy, 2004; Tarabashkina et al., 2022). Likewise, infrastructure enablers (8.2%) 

and regulatory/legalistic strategies (6.5%) appear less frequently than one might expect 

ÎÐÝÌÕɯÛÏÌɯÚÛÙÜÊÛÜÙÈÓɯÕÈÛÜÙÌɯÖÍɯÔÈÕàɯÌÕÝÐÙÖÕÔÌÕÛÈÓɯÉÌÏÈÝÐÖÙÚȯɯ4ÕÐÓÌÝÌÙɀÚɯÙÌÍÐÓÓɯÚÛÈÛÐÖÕÚɯ

ÈÕËɯ 1ÌÕÈÜÓÛɀÚɯ ×ÌÌÙ-to-peer charging directly remove feasibility barriers, while 

"ÈÙÙÌÍÖÜÙɀÚɯBlack Supermarket ÈÕËɯ$ÊÜÈËÖÙɀÚɯNature Represented articulate legal levers that 

lock in change. Finally, offsets/limits/accounting mechanisms (3.8%) (e.g., #ÖÊÖÕÖÔàɀÚɯ

DO Black) are present but rare, perhaps reflecting both implementation complexity and 
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concerns about moral licensing when used in isolation (Kouchaki, 2011; White et al., 

2019). 

Taken together, the corpus both corroborates and nuances Chapter 2ɀÚɯ

conclusions. The high salience of social norms and the frequent presence of incentives 

ÌÊÏÖɯÛÏÌɯÓÐÛÌÙÈÛÜÙÌɀÚɯÎÜÐËÈÕÊÌɯÖÕɯÚÖÊÐÈÓɯÐÕÍÓÜÌÕÊÌɯÈÕËɯ×ÈàÖÍÍɯÚÛÙÜÊÛÜÙÌÚȭɯ ÛɯÛÏÌɯÚÈÔÌɯÛÐÔÌȮɯ

the data foreground transformative marketing ɭmarket redesigns that change what is 

being asked of consumersɭas a central pathway in contemporary practice, suggesting 

ÛÏÈÛɯÛÏÌɯÔÖÚÛɯÝÐÚÐÉÓÌɯɁÔÈÙÒÌÛÐÕÎɂɯÍÖÙɯÚÜÚÛÈÐÕÈÉÐÓÐÛàɯÐÕÊÙÌÈÚÐÕÎÓàɯÖÊÊÜÙÚɯÛÏÙÖÜÎÏɯ×ÙÖËÜÊÛɬ

service systems, standards, and platforms rather than message-only tactics (Anderson et 

al., 2013; Kumar, 2018). The comparatively modest incidence of nudges and identity 

appeals, and the limited use of co-creation and formal limits, helps to explain persistent 

discordances identified in the SLR: information and inspiration are common, but 

participatory design, dur able enabling infrastructures, and binding commitments remain 

less prevalent. This imbalance plausibly contributes to the attitude/ intentionɬbehavior 

gap and to the risk of social desirability responding without sustained adoption (Delmas 

& Burbano, 2011; Sheeran, 2002). 
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3.2.3 NLP ANALYSIS  

3.2.3.1 LEXICAL PATTERNS AND FREQUENCY D ISTRIBUTIONS 

3.2.3.1.1 N -GRAM MODELING  & FREQUENCY DISTRIBUTION  

The frequency analysis revealed that campaign discourse, after cleaning, is 

anchored in a narrow  set of recurrent lexical items, many of which reflect the dominant 

vocabulary of contemporary sustainability issues. At the unigram level (single -word 

units), the most frequent terms include ɁwaterȮɂ ɁplasticȮɂ ɁenergyȮɂ ÈÕËɯɁclimateȭɂ These 

results are unsurprising, as such terms occupy a central position in global discourses on 

environmental responsibility  (Dryzek, 2022). However, their ubiquity also highlights a 

degree of homogenization in sustainability messaging: campaigns converge on a shared 

lexicon that, while resonant, may limit opportunities for differentiation and innovation.  

When progressing to higher -order n-gram analysis, the evaluation of bigrams 

(sequences of two words) and trigrams (sequences of three words) yield  additional 

understanding of the rhetorical strategies present within the campaign texts . Frequently 

occurring bigrams such as Ɂclimate changeɂ and Ɂwind turbine ɂ illustrate foreground 

salient issues alongside proposed interventions. Likewise, trigrams including Ɂbrand 

new productȮɂ Ɂfight food wasteȮɂ Ɂturn cold washingȮɂ and Ɂreduce carbon footprintɂ 

convey solution -oriented imaginaries, often framed through directive language that 

encourages behavioral change. The recurrent use of such concise, action-driven phrases 

indicates a strategic reliance on sloganeeringɭa communicative approach recognized for 
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its mnemonic efficacy (Keller, 2009), albeit one that may constrain narrative complexity 

and thematic depth. Subsequent sections provide a more granular analysis of these lexical 

patterns through visualizations of word cloud distributions.  

 

Figure 39 Most Frequent Unigrams in Award -Winning Campaigns  

This unigram word cloud presents the most frequent single words across the 

campaign transcripts in their raw, unprocessed form. The visualization is dominated by 

common lexical items such as ɁchangeȮɂ ɁwasteȮɂ ɁtimeȮɂ ɁfoodȮɂ and Ɂgoodȭɂ While 

these words capture recurrent themes in sustainability discourse, many also reflect 

generic or high-frequency terms that add limited analytical value. Their prevalence 

underscores the importance of further refining the dataset to distinguish between  

meaningful rhetori cal vocabulary and formulaic or context -independent expressions. 
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Figure 40 Most Frequent Bigrams in Award -Winning Campaigns  

Likewise, th e bigram word cloud illustrates the most frequent two -word 

combinations identified in the campaign transcripts before cleaning. Here, combinations 

such as Ɂtime timeȮɂ Ɂcold coldȮɂ and Ɂgood goodɂ appear prominently. Many of these 

pairs reflect transcription artifacts, repetitions, or filler sequences rather than deliberate 

rhetorical constructions. Although some combinations (e.g., Ɂfood wasteȮɂ Ɂsave moneyɂ) 

point toward thematically relevant messaging, the overall frequency distribution 

highlights the extent of noise present in raw n -gram outputs. This visualization therefore  

further  demonstrates the necessity of cleaning the raw output  to isolate n-grams with 

genuine semantic or communicative significance. 
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Figure 41 Most Frequent Tri grams in Award -Winning Campaigns  

Similarly, t he trigram word cloud displays three -word sequences as they occur in 

the raw transcripts. As previous  outputs, the visualization is heavily shaped by 

transcriptional noise and redundancies, with frequent trigrams such as Ɂworking 

working working Ȯɂ Ɂcold cold coldȮɂ and Ɂgood good goodȭɂ While these patterns 

illustrate the rhythm and repetition of spoken discourse, they do not contribute 

substantively to the identification of rhetorical strategies. At the same time, some 

trigrams (e.g., Ɂsave money treeȮɂ Ɂfight food wasteɂ) reveal the presence of campaign-

relevant expressions that warrant retention in cleaned analyses. 
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Figure 42 Most frequent meaningful unigrams  in award -winning campaigns. 

This cleaned unigram word cloud illustrates the most frequent meaningful single 

words that remain after generic or non -informative terms were removed. Prominent 

lexical items such as ɁplasticȮɂ ɁwaterȮɂ ɁcarbonȮɂ ɁenergyȮɂ ɁclimateȮɂ and Ɂwasteɂ 

reflect the central thematic concerns of sustainability campaigns, highlighting the salience 

of environmental issues and material -specific challenges. Compared with the raw 

unigram visualization, the cleaned output reduces noise and reveals vocabulary mor e 

directly tied to campaign narratives and sustainability discourse.  
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Figure 43 Most frequent meaningful bigrams  in award -winning campaigns. 

The bigram word cloud displays the most common two -word combination  once 

generic or redundant phrases have been excluded. Expressions such as Ɂcarbon 

footprint Ȯɂ Ɂclimate changeȮɂ Ɂnet zeroȮɂ Ɂfood wasteȮɂ and Ɂrenewable energyɂ 

dominate the landscape, pointing toward the rhetorical centrality of carbon mitigation, 

environmental accountability, and sustainable consumption. The removal of 

transcription artifacts and filler language enables the bigrams to surface as coherent, 

domain-specific concepts rather than statistical accidents of spoken discourse. 
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Figure 44 Most frequent meaningful trigrams in award -winning campaigns. 

This trigram word cloud presents the most frequent three -word sequences 

retained after refinement. Here, expressions such as ɁÛÜÙÕɯÊÖÓËɯÞÈÚÏÐÕÎȮɂ ɁÙÌËÜÊÌɯÊÈÙÉÖÕɯ

footprint Ȯɂ Ɂbrand new productȮɂ and ɁÍÐÎÏÛɯÍÖÖËɯÞÈÚÛÌɂ emerge as meaningful multi -

word units that capture the framing of campaign messages. These trigrams reveal how 

sustainability narratives are embedded in longer rhetorical constructions that often 

combine calls to action (ɁÛÜÙÕɯÊÖÓËɯÞÈÚÏÐÕÎɂ ÖÙɯɁÉÙÈÕËɯÕÌÞɯ×ÙÖËÜÊÛɂ) with practical 

outcomes (Ɂreduce carbon footprintȮɂ ɁÍÐÎÏÛɯÍÖÖËɯÞÈÚÛÌɂ). Compared with the raw 

trigram cloud, the cleaned version allows genuinely substantive campaign discourse to 

stand out from generic phrasing. 
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3.2.3.1.2 LEXICAL  RICHNESS ANALYSIS  

Lexical richness analysis provides an important counterpoint to raw frequency 

counts. Lexical richness refers to the diversity of vocabulary used in a text and as 

discussed previously, is often operationalized through the type ɬtoken ratio (TTR), the 

ratio of unique words (types) to total words (tokens)  (McCarthy & Jarvis, 2010; Richards, 

1987). Higher TTR values indicate greater diversity, while lower values suggest 

repetition. In the corpus, some campaign descriptions exhibited exceptionally low  TTR 

scores, signaling reliance on a small pool of repetitive words and buzzwords. These 

campaigns prioritized concise slogans, which, while punchy, limited communicative 

variety. In contrast, other campaigns demonstrated markedly higher TTR values, 

suggesting the use of more diverse vocabularies and storytelling techniques that 

expanded beyond formulaic  phrasing. This variation is significant: lexical diversity has 

long been associated with linguistic sophistication and, in persuasive contexts, with 

greater rhetorical effectiveness (Malvern, 2008). 
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Figure 45 +ÌßÐÊÈÓɯ1ÐÊÏÕÌÚÚɯ#ÐÚÛÙÐÉÜÛÐÖÕɯÖÍɯÉÜÚÐÕÌÚÚÌÚɀɯÞÐÕÕÐÕÎɯÔÈÙÒÌÛÐÕÎɯÊÈÔ×ÈÐÎÕÚɯÍÖÙɯÉÌÏÈÝÐÖÙɯchanges. 

The distribution of lexical richness scores across the corpus of 178 campaigns (cf. 

Figure 45) underscores both the general tendency toward moderately high vocabulary 

diversity and the important heterogeneity in stylistic approaches. Lexical richness ranged 

from 0.43 to 1.00, with a mean of 0.77 and a median of 0.77. The interquartile range (0.71ɬ

0.83) shows that most campaigns clustered tightly within an upper -middle band of 

scores, suggesting a dominant norm of moderate-to-high lexical variety.  

The shape of the distribution provides further insight. The histogram reveals a 

slight right skew, with most campaigns concentrated between 0.70 and 0.85 but with a 
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long tail extending toward the maximum score of 1.00. This skewness indicates that 

although campaigns with extremely high lexical richness are rare, they nevertheless form 

a distinctive subgroup within the award -winning corpus. At the opposite end, a smaller 

left tail highlights campaigns with markedly lower scores, emphasizing repetition and 

formulaic language.  

 ÛɯÛÏÌɯÓÖÞɯÌßÛÙÌÔÌȮɯɁ"ÖÓËɯ"ÈÓÓÌÙÚɂɯȹ331ɯǻɯƔȭƘƗȺɯÈÕËɯɁ,ÈÒÐÕÎɯÛÏÌɯÉÐÎÎÌÚÛɯÚÏÖÞÚȮɯ

ÞÐÛÏɯÛÏÌɯÚÔÈÓÓÌÚÛɯÍÖÖÛ×ÙÐÕÛɂɯȹ331ɯǻɯƔȭƘƛȺɯÌßÌÔ×ÓÐÍàɯÊÈÔ×ÈÐÎÕÚɯÞÏÌÙÌɯÓÈÕÎÜÈÎÌɯÐÚɯÏÐÎÏÓàɯ

repetitive. These cases likely rely on the reiteration of key slogans or buzzwords, a 

strategy well established in advertising research for its ability to enhance memorability, 

brand recall, and processing fluency (Alter & Oppenheimer, 2009; Keller, 2009). While 

such campaigns may lack lexical diversity, their repetitive nature is not necessarily a 

weakness. Instead, it reflects a deliberate communicative choice to privilege catchiness 

and recall over richness and elaborationɭan approach that can be particularly effective 

in contexts such as television or digital ads, where brevity and memorability are 

paramount.  

 ÛɯÛÏÌɯÏÐÎÏɯÌßÛÙÌÔÌȮɯÍÐÝÌɯÊÈÔ×ÈÐÎÕÚɯȹɁ+Èɯ$ÚÊÜÌÓÈɯ#Ìɯ+Èɯ2ÖÚÛÌÕÐÉÐÓÐËÈËȮɂɯɁ4Õ×ÓÜÎɯ

#ÌÕÔÈÙÒȮɂɯɁ6ÌɯÓÐÎÏÛɯÜ×ɯÖÜÙɯÊÐÛÐÌÚȮɂɯɁ+ÐÝÐÕÎɯÖÜÙɯ×ÜÙ×ÖÚÌȮɂɯÈÕËɯɁ(ÕÛÌÎÙÈÛÌËɯ,ÈÙÒÌÛÐÕÎɯ

ÍÖÙɯ,ÐËÌÈɯ-ÌÞɯ6ÐÕËÓÌÚÚɯ ÐÙɯ"ÖÕËÐÛÐÖÕÌÙɂȺɯÈÓÓɯÈÊÏÐÌÝÌËɯÛÏÌɯÔÈßÐÔÜÔɯ331ɯÚÊÖÙÌɯÖÍɯƕȭƔƔȭɯ

This means that every word in their transcripts , after cleaning, was unique, resulting in 

the complete absence of repetition. Such scores are rare in natural language and suggest 
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the presence of highly elaborated storytelling structures. Campaigns at this end of the 

spectrum appear to be very succinct or employ rich descriptive language, domain -

specific terminology, and nuanced narrative development, emphasizing originality and 

stylistic sophistication. While this variety enhances expressive power, it also risks 

reducing linguistic reinforcement, that is, the reinforcement of key messages through 

repetition. Thus, extremely high lexical richness may embody a different rhetorical 

gamble: emphasizing novelty and depth at the possible expense of clarity and 

memorability.  

Between these two extremes lies the modal cluster of campaigns with scores 

between 0.70 and 0.85. This middle group reflects a balanced rhetorical strategy, 

combining enough diversity to avoid monotony while still retaining some degree of 

repetition to anchor key concepts. Campaigns in this range exemplify  what could be 

ËÌÚÊÙÐÉÌËɯ ÈÚɯ Èɯ ɁÚÞÌÌÛɯ Ú×ÖÛɂɯ ÐÕɯ ÚÜÚÛÈÐÕÈÉÐÓÐÛàɯ ÔÌÚÚÈÎÐÕÎɭrich enough to convey 

complexity and maintain audience engagement but not so varied as to obscure the central 

message. This balance resonates with theories of optimal processing fluency in 

persuasion, which suggest that messages are most effective when they are neither overly 

simplistic nor excessively complex (Reber et al., 2004). 

Together, these findings demonstrate that award-winning sustainability 

campaigns do not adhere to a single rhetorical formula but instead exhibit multiple 

communicative repertoires:  
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¶ Formulaic campaigns at the low end, characterized by repetitive slogans and a 

narrow lexicon, emphasizing memorability and brand salience.  

¶ Narratively rich campaigns at the high end, deploying wide -ranging vocabularies 

and elaborate discourse, signaling sophistication and thematic depth. 

¶ Balanced campaigns at the center strategically blending repetition with variety to 

achieve both clarity and nuance. 

This heterogeneity is theoretically important. Lexical diversity has long been 

associated with linguistic sophistication and is often interpreted as a proxy for persuasive 

depth (Malvern, 2008; McCarthy & Jarvis, 2010). At the same time, communication 

research emphasizes that repetition is a cornerstone of effective advertising, 

strengthening recall and increasing the likelihood of behavioral compliance  (Tellis, 2004). 

The coexistence of high and low lexical richness in award-winning campaigns therefore 

suggests that both strategies can be successful, depending on contextual factors such as 

audience, medium, and campaign objectives. 

3.2.3.1.3 TFɬIDF A NALYSIS 

As mentioned previously, u nlike raw frequency counts, which privilege words 

that occur most often across the dataset, TFɬIDF balances term frequency (TF) within 

individual winning sustainability marketing campaigns  against inverse document 

frequency (IDF) across the entire collection (Robertson, 2004; Sparck Jones, 1972). As such, 

it highlights words that are highly salient within specific campaigns while discounting 
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those that appear uniformly across the corpus (Manning et al., 2008). TFɬIDF helps 

surface distinctive vocabulary that might otherwise be obscured by high -frequency but 

semantically generic terms (Aggarwal & Zhai, 2012; Rayson & Garside, 2000). 

 

Figure 46 Top 10 Keywords by Average TF -IDF Score 

In this analysis, the ten terms with the highest average TFɬIDF scores were 

ɁworldȮɂ ɁmakeȮɂ ɁyearȮɂ ɁpeopleȮɂ ɁchangeȮɂ ɁnewȮɂ ɁenergyȮɂ ɁplasticȮɂ ɁproductȮɂ 

and Ɂwaterȭɂ These terms fall into two analytically distinct layers.  

Table 6 Top 10 Keywords by Number and Percentages of Appearances in Document  

Keyword  Number of campaigns  % 

world 81 44.02 

make 72 39.13 

year 71 38.59 

people 65 35.33 

new 61 33.15 

change 59 32.07 

energy 35 19.02 

product 33 17.93 
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water 26 14.13 

plastic 25 13.59 

At the top of the list are generalized rhetorical terms, including Ɂworldɂ (present 

in 44.0% of campaigns), Ɂmakeɂ (39.1%), Ɂyearɂ (38.6%), Ɂpeopleɂ (35.3%), Ɂnewɂ 

(33.2%), and Ɂchangeɂ (32.1%). These tokens form the core rhetorical scaffold of award-

winning campaigns, collectively constructing a discourse that emphasizes global scope 

(Ɂworldɂ), collective actors (Ɂpeopleɂ), temporal urgency (ɁyearȮɂ Ɂnewɂ), and agency 

(ɁmakeȮɂ Ɂchangeɂ). The prevalence of these terms suggests a degree of homogenization 

in sustainability marketing messaging, where campaigns converge on a shared 

persuasive register centered around urgency, globalism, and collective action. 

By contrast, the second layer of TFɬIDF results consists of content-specific 

environmental tokens such as Ɂenergyɂ (19.0% of campaigns), Ɂproductɂ (17.9%), 

Ɂwaterɂ (14.1%), and Ɂplasticɂ (13.6%). These terms represent selective thematic anchors, 

surfacing only in subsets of campaigns that foreground ecological issues. Their lower  

coverage demonstrates how campaigns differentiate themselves through domain-specific 

emphases, whether on energy transition, water conservation, plastic reduction, or 

sustainable products. 

Table 7 Keywords co -occurrences 

Keyword 1  Keyword 2  Co-occurrences  

change world 41 

world year 39 

people world 38 

make world 38 

make people 34 

people year 34 

make year 30 

new year 29 

change make 28 
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Keyword 1  Keyword 2  Co-occurrences  

new world 27 

make new 26 

change year 26 

change people 26 

new people 24 

change new 22 

product world 20 

energy new 18 

energy make 18 

people product 16 

product year 16 

energy year 16 

make product 16 

plastic world 15 

energy world 15 

make water 15 

energy people 14 

water year 14 

change energy 13 

new product 13 

change product 12 

water world 12 

new plastic 11 

plastic product 11 

people water 11 

people plastic 11 

change plastic 11 

plastic year 11 

make plastic 10 

change water 10 

product water 9 

new water 8 

plastic water 7 

energy water 7 

energy product 5 

energy plastic 3 
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Figure 47 Top 20 Co-occurring TF -IDF Keyword Pairs Across Campaigns  

Patterns of keyword co-occurrence reinforce this bifurcation. Among rhetorical 

terms, combinations such as Ɂchangeɂɬ Ɂworldɂ (41 campaigns), Ɂworldɂɬ Ɂyearɂ (39), 

Ɂpeopleɂɬ Ɂworldɂ (38), and Ɂmakeɂɬ Ɂworldɂ (38) dominate, illustrating the frequent 

pairing of global scope, temporal framing, and collective agency. These clusters 

exemplify the framing conventions of sustainability discourse: changing the world, 

shaping the future, making change together. In contrast, environmental tokens tend not 

to cluster wi th one another. For example, Ɂproductɂɬ Ɂworldɂ appears in twenty  

campaigns and Ɂenergyɂɬ Ɂmakeɂ in eighteen, but co-occurrences among substantive 

tokens themselves (e.g., Ɂenergyɂɬ Ɂplasticɂ or Ɂwaterɂɬ Ɂproductɂ) are rare. This 

suggests that campaigns typically highlight one central environmental theme at a time, 
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framed within the more general rhetorical scaffold, rather than combining multiple 

substantive issues in a single narrative. 

The TFɬIDF analysis thus reveals a dual-layer structure in award -winning 

sustainability marketing communication s. On the one hand, campaigns share a 

homogenized rhetorical repertoire, ensuring that their messages resonate with widely 

recognized discursive frames. On the other hand, campaigns seek differentiation by 

embedding distinctive terms tied to specific sustainability challenges. 

3.2.3.2 THEMATIC STRUCTURES VIA TOPIC M ODELING  

Latent Dirichlet Allocation (LDA) topic modeling was applied to the corpus of 

sustainability campaign transcripts to uncover latent thematic structures in award -

winning cases. As shown previously, t wo distinct corpora were analyzed: the 

preliminarily c leaned corpus and the emotional corpus, which emphasized affective 

vocabulary , to different iate between substantive issue domains and emotional framing 

strategies (Blei et al., 2003; Mohr & Bogdanov, 2013). 

3.2.3.2.1 STRUCTURAL THEMES IN THE CLEANED CORPUS  

The five dominant topics extracted from the cleaned campaign corpus highlight 

the material, the corporates, and the systemic underpinnings of sustainability discourse 

(cf. Figure 48ɬFigure 52): 

1. Topic 1 ɬ Resource Use and Industry Sustainability (Water, Carbon, 

Brewing):  This cluster foregrounds the salience of water, carbon, and 
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sector-specific practices (e.g., beer, brewery). The presence of water as the 

most prominent keyword underscores the resource intensity of food and 

beverage industries, reflecting widespread recognition of water scarcity as 

a strategic issue for firms (Peattie & Belz, 2010). The interlinkage with 

carbon further signals how companies increasingly position themselves in 

terms of emissions reduction, while anchoring sustainability to tangible 

industrial processes. 

 

Figure 48 Top Keywords in LDA Topic 1 on Cleaned Corpus  

2. Topic 2 ɬ Corporate Futures in Food, Energy, and Climate Responsibility: 

Here, business, food, and energy intersect with emission and future, 

pointing to corporate discourses that extend beyond compliance into 

narratives of long -term responsibility. Notably, the inclusion of woman 

reflects gender-sensitive framings of sustainability, consistent with 

scholarship on inclusive climate communication (Carvalho et al., 2013). The 
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forward -looking emphasis resonates with transformative narratives 

advocating for changes, often positioned in terms of intergenerational 

responsibility and planetary futures.  

 

Figure 49 Top Keywords in LDA Topic 2 on Cleaned Corpus  

3. Topic 3 ɬ Climate Change and Plastic Pollution Narratives:  The 

prevalence of climate, carbon, plastic, cold, and change makes this topic a 

direct reflection of environmental crises dominating public debates. Cold 

suggests energy efficiency and refrigeration-related initiatives, while help 

underscores appeals to collective action. This discourse is closely aligned 

with the heightened urgency surrounding the Paris Agreement, COP 

summits, and public mobilizations such as Fridays for Future (United 

Nations Development Program, 2015; Wallis & Loy, 2021). 
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Figure 50 Top Keywords in LDA Topic 3 on Cleaned Corpus  

4. Topic 4 ɬ Waste, Consumer Products, and Branding Discourses:  The 

centrality of product, waste, and brand signals how campaigns embed 

sustainability in consumer -facing narratives. This framing draws on 

branding strategies that link environmental responsibility with identity and 

consumption practices, thereby embedding ecological values into brand 

loyalty (Peattie & Crane, 2005). Such positioning reflects the rise of circular 

economic discourses, in which waste reduction is both an ecological 

imperative and a brand differentiation strategy.  



206  

 

Figure 51 Top Keywords in LDA Topic 4 on Cleaned Corpus  

5. Topic 5 ɬ Innovation, Technology, and Organic Sustainability Practices:  

With new, technology, organic, and tree as anchors, this cluster illustrates 

the dual emphasis on technological innovation (e.g., renewable energy, 

smart packaging) and organic authenticity (e.g., local farming, natural 

products). The presence of million points to the quantitative legitimation 

ÚÛÙÈÛÌÎÐÌÚɯÜÚÌËɯÉàɯÍÐÙÔÚɯȹÌȭÎȭȮɯɁÔÐÓÓÐÖÕÚɯÖÍɯÉÖÛÛÓÌÚɯÚÈÝÌËɂȺȮɯÌÊÏÖÐÕÎɯ×ÙÐÖÙɯ

findings that metrics and quantification enhance the credibility of c orporate 

sustainability claims (Nyilasy et al., 2014). 
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Figure 52 Top Keywords in LDA Topic 5 on Cleaned Corpus  

Collectively, these topics demonstrate that corporate sustainability campaigns are 

structurally organized around resources, systemic change, crisis response, consumer 

waste reduction, and innovation. These themes provide the backbone upon which 

emotional appeals are subsequently layered. 

3.2.3.2.2 AFFECTIVE THEMES IN THE EMOTION -LADEN CORPUS 

The affective corpus reveals how award-winning marketing campaigns for 

behavior change frame these structural issues through emotional narratives designed to 

resonate with stakeholders. 

1. Topic 1 ɬ Transformation and Community:  Anchored by words such as 

change, community, and important, this topic frames sustainability as a 

shared, moral imperative. The discourse invokes collective responsibility, 

consistent with work showing that appeals to community and shared 

identity enhance pro-environmental engagement (Reese & Junge, 2017). 
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Figure 53 Top 10 Keywords per Topic from Emotional Descriptions  ɬ Topic 1 

2. Topic 2 ɬ Technology, Solutions, and Problem -Solving:  Terms such as 

technology, problem, beer, and solution reflect innovation -oriented 

affective framings, especially in the beer industry, where urgency is 

balanced with optimism about human capacity to solve crises and joy. Such 

ɁÛÌÊÏÕÖ-Ö×ÛÐÔÐÚÔɂɯÕÈÙÙÈÛÐÝÌÚɯhave been observed as central to business-

led climate communication (Bäckstrand & Lövbrand, 2006). 
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Figure 54 Top 10 Keywords per Topic from Emotional Descriptions ɬ Topic 2 

3. Topic 3 ɬ Risk, Law, and Disaster:  With keywords like law, disaster, trash, 

and trust, this cluster reflects the emotional register of risk and governance. 

Campaigns here mobilize fear of catastrophe, tempered by appeals to trust 

in institutions and corporate actorsɭa pattern resonant with  research on 

risk communication and environmental crises (Spence & Pidgeon, 2010). 
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Figure 55 Top 10 Keywords per Topic from Emotional Descriptions ɬ Topic 3 

4. Topic 4 ɬ Green Action and Love:  The coupling of green, change, action, 

friend, and love highlight emotionally positive mobilizations. This topic 

reflects affective strategies that personalize sustainability, framing it as an 

act of care for loved ones and future generations (Nabi et al., 2018). 
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Figure 56 Top 10 Keywords per Topic from Emotional Descriptions ɬ Topic 4 

5. Topic 5 ɬ Food, Waste, and Organic Practices: Strongly anchored in cold, 

food, waste, and organic, this topic situates sustainability in everyday 

consumption. By appealing to both anxiety (waste) and virtue (organic), 

campaigns make abstract environmental challenges relatable and 

emotionally charged.  
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Figure 57 Top 10 Keywords per Topic from Emotional Descriptions ɬ Topic  5 

Altogether, these affective clusters demonstrate that campaigns selectively 

amplify emotions such as trust, anticipation, and fear, embedding them in structural 

narratives of resource use, climate change, and innovation. 

3.2.3.2.3 STRUCTURAL-AFFECTIVE INTERPLAY  

Comparing both corpora reveals how structural themes and emotional framing 

intertwine marketing  for sustainability . Structural issues such as climate change and 

waste are rarely presented in isolation; they are infused with affective cues designed to 

mobilize trust, urgency, or community engagement. For example, campaigns addressing 

plastic waste (structural) often pa ir the narrative with appeals to care or love (affective), 

thereby embedding environmental action within moral and emotional registers. 

Similarly, innovation -oriented campaigns (structural) are coupled with optimism about 

human ingenuity (affective), reinforcing narratives of progress rather than decline.  
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This dual LDA analysis on thematic structures and affective strategies supports 

recent theoretical claims that sustainable marketing must be understood as both 

discursive and affective practice (Carvalho et al., 2013; White et al., 2019). Whereas 

structural topics establish credibility and situate campaigns within global environmental 

debates, affective tokens provide the emotional resonance necessary to capture attention, 

elicit engagement, and foster consumer alignment. The analysis thus provides a holistic 

understanding of how award-winning sustainability  marketing  campaigns seek to 

balance rational credibility with emotional resonance ɭa balance that is increasingly 

recognized as central to effective sustainability communication  (Nyilasy et al., 2014; 

Peattie & Crane, 2005; Reese & Junge, 2017). 

3.2.3.3 FRAMING OF RESPONSIBILITY 

To further examine the distribution of agency in sustainability discourse, we 

applied dependency parsing to identify the grammatical subjects ( nsubj) within campaign 

transcripts. In linguistic terms, the subject is the entity designated as performing the 

action in a sentence, thus providing insight into how responsibility is framed in discourse 

(Fairclough, 2010). By extracting and filtering subject terms, it is possible to assess 

whether campaigns emphasize individual, collective, or institutional agents in their 

narratives of change. 
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3.2.3.3.1 SUBJECT EXTRACTION 

The filtered subject frequency analysis (cf. Figure 58) revealed that the most 

frequently occurring subjects were personal pronouns such as ɁIɂ (83), Ɂweɂ (52), and 

Ɂyouɂ (38), alongside collective categories such as Ɂpeopleɂ (76) ÖÙɯ ɁÞÖÙÓËɂȹƖƝȺ. 

Institutional actors such as Ɂcompanyɂ (15), Ɂcommunityɂ (12), and ɁÉÙÈÕËɂ (11) were 

markedly less frequent. 

 

Figure 58 Top Subjects in Campaign Transcripts after cleaning.  

This distribution indicates that award -winning sustainability campaigns construct 

agencies at the level of individual consumers and collective publics, rather than 
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corporations or industries. The findings align with previous scholarship noting the 

rhetorical tendency of sustainability communication to foreground individual and 

collective responsibility while downplaying systemic drivers of unsustainability  

(Maniates, 2001; Peattie & Peattie, 2009). 

3.2.3.3.2 AGENGIES INTERPRETATION  

The prominence of ɁIɂ and Ɂweɂ reflects what Banet-Weiser (2012) describes as the 

discursive construction of authenticity in brand culture, where personal and collective 

voices are mobilized to foster trust and legitimacy. The subject Ɂweɂ is particularly 

polysemous: it suggests inclusivity and shared responsibility but also risks collapsing the 

boundary between corporate and consumer actors, thereby masking power asymmetries 

(Hall, 1985; Weder et al., 2021). 

The frequent use of Ɂyouɂ underscores the personalization of responsibility, 

directly addressing the audience and positioning the consumer as the agent of 

transformation. Escalas (2004) terms this rhetorical technique narrative transportation, 

where the individual is invited to imagine themselves as the protagonist of the 

sustainability story. This strategy resonates with findings in social psychology that direct, 

personalized appeals can be effective motivators of behavior  (Moser, 2010). However, it 

ÈÓÚÖɯÙÐÚÒÚɯÙÌÐÕÍÖÙÊÐÕÎɯɁÎÙÌÌÕɯÊÖÕÚÜÔÌÙÐÚÔɂɭthe idea that sustainability can be achieved 

primarily through individual purchasing decisions  (Nyilasy et al., 2014). 
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By contrast, institutional subjects such as ɁcompanyȮɂ ɁindustryȮɂ and 

Ɂcommunityɂ appeared far less often. This imbalance illustrates what Maniates (2001) 

identifies as the individualization of responsibility, where systemic issues rooted in 

global production and corporate practices are reframed as matters of individual choice. 

This discursive move is characteristic of neoliberal logics of individualized re sponsibility, 

which prioritize market mechanisms, consumer behavior, and voluntary action over 

regulation and structural change  (Shove, 2010). Neoliberalism, broadly understood, is an 

economic and cultural paradigm that shifts responsibility for systemic problems onto 

individuals and away from institutions or states  (Brown, 2015) (Brown, 2015). In 

sustainability marketing, this manifests in appeals to recycle, consume ethically, or adopt 

sustainable lifestyles, while less attention is given to lobbying for regulatory 

interventions or confronting corporate malpractices  (Guthman, 2007). 

Interestingly, the subject ɁcommunityȮɂ while infrequent, signals attempt  to 

construct sustainability as a shared social endeavor. This aligns with traditions of social 

marketing, where collective practices, networks, and norms are leveraged to foster pro-

environmental behaviors  (Peattie & Peattie, 2009). However, its limited prevalence 

compared to ɁyouȮɂ or Ɂweɂ suggests that such community-centered framings remain 

peripheral in award -winning  marketing  campaigns for sustainability by businesses. 

Overall, the subject-extraction results reveal a rhetorical paradox. On the one 

hand, campaigns clearly acknowledge sustainability as a shared societal challenge, 
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invoking Ɂweɂ and Ɂpeopleɂ to mobilize collective responsibility. On the other hand, the 

overwhelming reliance on ɁIɂ and Ɂyouɂ reinforces a consumer-oriented discourse that 

foregrounds personal lifestyle changes as the solution, thereby deflecting attention from 

corporate or industrial accountability. This duality reflects the consumer -facing 

orientation of award-winning marketing campaigns but also perpetuates neoliberal 

narratives (Maniates, 2001; Shove, 2010). 

These findings contribute to broader debates on the politics of sustainability 

communication. By privileging individual agencies, campaigns foster empowerment and 

accessibility, yet they simultaneously constrain the discursive space for systemic critique. 

Understanding this dynamic is crucial for scholars and practitioners alike, as it shapes 

both the cultural imagination of sustainability and the range of solutions perceived as 

viable. 

3.2.3.4 EMOTION -BASED CLUSTERING 

The systematic clustering of campaigns according to their emotional composition 

revealed three distinct and theoretically meaningful groups ( cf. Figure 59 and Figure 60). 

The identification of these clusters is consistent with a growing body of research 

demonstrating that discrete emotions shape message perception, decision-making, and 

behavioral outcomes across domains of sustainability communication and social 

marketing  (Lerner et al., 2015; Nabi et al., 2018; Smith & Ellsworth, 1985). The clusters 

share similar emotions yet differ in their magnitude. Whereas some campaigns rely on 
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intense and multi -faceted emotional expression, others deploy emotion sparingly or 

balance positive and negative tones in moderation. 

 

Figure 59 Unique Campaign Count per Emotion Cluster  






















































































































































































































































































































































































































































































































































































































































































