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Abstract 
This paper examines the role of sustainability marketing orientation on mitigating 

climate change with focus on sustainable marketing and consumption. The paper 

discusses green marketing orientation, social marketing orientation, critical 

marketing orientation, sustainable marketing orientation, sustainable 

consumption, mindful consumption, responsible consumption, and anti-

consumption as marketing practices for mitigating climate change crises. The 

paper uses secondary data from existing literatures to examine the impact of 

sustainability marketing on climate change. It was concluded that marketing as a 

discipline and sustainability as a philosophy in marketing plays a significant role 

in climate change mitigation. The paper further suggested that Companies in 

Nigeria should integrate sustainability marketing orientation in their marketing 

model to help in climate change mitigation efforts. Also, there should be a radical 

change in our consumption behavior to sustainability to help save our planet. 

Similarly, Business enterprises should sponsor campaigns that enlighten people 

on the danger of unsustainable consumption, and finally, National orientation 

agency should as a matter of urgency embark on sensitization on the effects of 

unethical and unsustainable consumption of human and the planet. 

 

Keywords: Climate Change, Sustainable Market Orientation, Marketing and 

Mitigating 

 

 

Introduction 
The threat pose by climate change has 

been with us since late 1970s with 

consequences on the entire universe 

(Ellie, 2020). According to publication in 

the Proceedings of the National Academy 

of Sciences, deadly heat waves from 

climate change could hit over 350 million 

inhabitants of megacities in the world 
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every year by 2050 (Matthews et al., 2017).  Climate change is broadly referred to as 

“any change in climate over time whether due to natural variability or as a result of 

human activity.” (Intergovernmental Panel for Climate Change, 2022). 

The glaring effects of climate change is visible in increasing temperature, increasing 

climate variability, increased rainfall and snowfall, changes in earth systems, extreme 

weather, rise in sea levels, ocean acidification, drought, flooding, hurricanes, sandy 

storms, earthquakes, species extinction etc. which is detrimental to agriculture, 

biodiversity, human health, human settlements, and water availability among others 

(Le Quéré et al., 2018). Brulle and Dunlap (2015) claimed that human activities is a 

major cause of climate change which is adversely disrupting the normal conditions 

that make the planet a suitable home for all natural species and threatens the future of 

society. UNEP, (2014) further stated that climate change is perhaps one of the biggest 

environmental challenges of the modern era and its far-reaching global consequences 

on food and energy security, environmental sanctity and displacement of people has 

become a recurring theme of global concern.

However, the ever-expanding discussion on global climate change mitigation has 

extended beyond governments and international environmental institutions to the 

corporate sector. The Governor of the Bank of England, Mark Carney, in a speech to 

insurers and capital investment firms highlighted the growing threat of climate change 

to businesses and corporate organisations, especially insurance firms covering 

properties and other utilities with the potential to be affected by natural disasters linked 

to climate change shocks (Clark, 2015). Carney’s speech indicates the growing 

concerns amongst the business and finance sectors about the broader effects of climate 

change such as displacement of people and attendant humanitarian crisis, impacts on 

businesses and other commercial ventures and stoking environmental conflicts across 

the globe. As a result, climate change is no longer being viewed as a sole concern for 

governments and policymakers, but its broader effects have led to calls by major 

business leaders for the involvement of business and finance sectors in climate change 

mitigation efforts (UNEP, 2014).  

Interestingly, Marketing is concerned with creating demand, increase consumption 

and economic development through satisfaction of needs and wants. This implies that 

companies continue to produce and distribute products to meet the needs of the society. 

While doing that, they cause a lot of harm to the planet through unsustainable energy 

consumption and emission of greenhouse gas. Calvo-Porral, (2018) opined that the 

unsustainable nature of existing patterns of production, consumption, and 

development is increasing the actual concern about the environmental effects of 

companies’ practices. Similarly, economic data report that the majority of economic 

trends continue to move away from sustainability and that consumption patterns and 

levels are not environmentally sustainable (Zafar, et al., 2021).  
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Perhaps the main paradox of marketing is that on one hand, it focuses on an increased 

consumption and economic development, while on the other hand clamoring for 

sustainability (Gossen, & Heinrich, 2021). With increasing momentum on sustainable 

consumption to save the world from the effects of climate change, no one is doubting 

the inherent power of marketing to create change in the entire supply chain and the 

consumer behavior. Thus, leveraging on sustainability consumer orientation is viable 

in mitigating climate change. Calvo-Porral, (2018) observed that marketing plays a 

key role in environmental issues, since marketing can influence and change consumer 

behavior. Moreover, marketing can encourage individuals to reuse, recycle, or save 

energy, provide ethical products, as well as address the goal of sustainability, serving 

consumer and society needs (Ottman, 2017). Still, marketing can provide strategies 

for radical changes to the unsustainable consumption.  

Hence, the focus of this paper is to examine the role of sustainability marketing 

orientation and consumer behavior in mitigating climate change crises with focus on 

green marketing orientation, social marketing orientation, critical marketing 

orientation, and sustainable marketing orientation. Also, the paper will discuss new 

ways of consumption including sustainable consumption, mindful consumption, 

responsible consumption, and anti-consumption as means of mitigating climate 

change crises.  

 

How the Sustainable Marketing Orientation Helps Mitigate Climate Change 

Sustainability can be viewed from the perspective of the industries who manufacture 

products and services on one hand and the consumers who make final use of those 

products on the other hand. From the perspective of the industries, sustainability 

entails adherence to practices that ensure the safety and future of the environment 

while meeting the increasing demand for products and services. Through sustainable 

marketing, companies could introduce sustainability into the core marketing strategies 

and actions, ensuring that product design and development, manufacturing, 

distribution, and promotion are made sustainable and, further, reduce consumption and 

waste (Awan, et al., 2019). However, while any act of consumption will inevitably 

have some impact on the environment, consumers have the responsibility towards 

climate mitigation by changing their behavior to suite ethical and sustainable 

consumption (Leontief, 2018). Furthermore, it was observed that if consumers do not 

change their consumption behavior to become more sustainable, then little will be 

achieved in mitigating climate change. Hence, the need to direct marketing efforts 

towards sustainable consumption (Bahl, Milne, Ross, Mick, Grier, Chugan & Boesen-

Mariani, 2016). 
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Sustainability from the Perspective of the Company  

Green Marketing Orientation  

Green marketing orientation is an environmental conscious marketing practice 

responsible for identifying, anticipating, and satisfying the requirements of consumers 

and society in a profitable and sustainable way, developing sustainable practices from 

production to post-purchasing services (Sima, & Gheorghe, 2015). It facilitates the 

development and commercialization of more sustainable products and services thereby 

addressing the challenge of current marketing practice and ecological and social 

realities (Dangelico et al., 2017).  Similarly, Papadas et al. (2017) conceptualized the 

green marketing orientation as the extent to which an organization engages in strategic, 

tactical, and internal processes and activities which aim to create, communicate, and 

deliver products and services with the minimal environmental impact.  

However, keeping a conventional marketing orientation, while encouraging product 

substitutions in favor of green products, has neglected other important environmental 

issues, such as energy consumption, resource depletion, species extinction, or 

ecosystem destruction. In this vein, some authors pointed out that the green marketing 

orientation was entirely geared toward trying to persuade consumers to buy more green 

products or to dispose them more responsibly, thus not making a substantive 

contribution toward sustainability (Peattie, 2016). Therefore, the green marketing 

orientation should imply a much broader adoption of sustainability behavior including 

product-related decisions to reduce the environmental footprint, tools to reduce the 

negative environmental impact of the company, environmentally responsible 

packaging, recyclable or reusable content, the re-examination of the product life cycle, 

and the reverse supply chain approach to recover the product’s maximum possible 

value (Papadas et al., 2017). 

 

Social Marketing Orientation  

The term social marketing was first introduced in 1971 by Kotler and Zaltman to 

denote the use of marketing principles and techniques that advance a social idea, cause, 

or behavior (Akbar, et al., 2019). Similarly, social marketing can be referred to the use 

of marketing principles and techniques to influence a target audience to voluntarily 

accept, reject, modify or abandon a behavior for the benefit of society as a whole 

(Serrat, 2017). The concept is concerned with the application of marketing knowledge, 

concepts, and techniques to achieve social and economic goals and with the analysis 

of the social consequences of marketing policies, decisions, and activities. It is a 

marketing orientation which holds that marketing activities should take into 

consideration the welfare of society and the interests of consumers and business 

shareholders (Anker et al., 2021).  
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So, the social marketing orientation involves using the power of marketing to 

encourage sustainable behavior among consumers and to evaluate the impact of 

current marketing practices on sustainability. That is, social marketing seeks to go 

beyond changing attitudes to changing human behavior, as a way to encourage 

sustainable marketing solutions for the benefit of the society as a whole. Further, the 

principles and practices of the social marketing orientation provide solutions to 

environmental problems and to tackle climate change, such as recycling, composting, 

energy efficiency and sustainable transport use, and the promotion of sustainable 

lifestyles (Lim, 2017).    

 

Critical Marketing Orientation 

The critical marketing orientation entails a critical appraisal of marketing theory and 

encourages a marketing system in which sustainability is the key goal. Similarly, this 

marketing orientation focuses less on encouraging unnecessary consumption and more 

toward encouraging sustainability, stimulating sustainable marketing practices, and 

supporting customers to make informed choices that do not harm societal well-being. 

That is, critical marketing encourages sustainability, rather than unnecessary 

consumption (Calvo-Porral, 2019). 

Additionally, the role of critical marketing is not only the application of a critical 

viewpoint to the marketing discipline but also the examination of some of the 

fundamental principles and concepts of marketing. Thus, critical marketing is involved 

with the evaluation of the impact of conventional marketing on society (Tadajewski et 

al., 2018). Further still, critical marketing orientation could be used to challenge the 

dominant marketing theory and practice, shifting the focus from encouraging 

consumption to other marketing goals such as satisfaction, sustainability, and quality 

of life. Accordingly, the emphasis of critical marketing orientation is sustainability, 

quality of life, quality of services and products, and consumer satisfaction (Peattie, 

2016). 

 

Sustainable Marketing Orientation 

Sustainability could become a major component of marketing theory and practice. It 

is referred to the consumption of goods and services that meet basic needs and quality 

of life, without jeopardizing the needs of future generations thereby considering both 

the needs of current and future generations (Quoquab, & Mohammad, 2017). The 

concept of sustainable marketing orientation recognizes that current consumption 

patterns are unsustainable hence the requirement of changes in consumer behavior 

(White et al., 2019). Thus, sustainable marketing offers products and services 

marketed in a responsible way that does not adversely impact upon environment 

sustainability. Still, the sustainable marketing orientation develops strategies and 
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actions so that only items that are considered as “needs” are commercialized and 

marketed, while those considered as “wants” are not thereby encouraging consumers 

to develop a more resource-efficient way of consumption, including the acceptance of 

consumption reduction, responsible consumption, and sustainable lifestyle (Peattie, 

2016: Calvo-Porral, 2020)   

Moreso, sustainability marketing orientation is based on three dimensions visa-vis 

social dimension which is related to the company’s impact on society and the human 

well-being, including social equity and community relations. Second dimension is the 

environmental component that focuses on the company’s activities relative to natural 

resources, as well as the company contribution to environmental sustainability. And 

the last dimension is the economic one, which refers to the value generation and 

financial performance of companies (Lučić, 2020). 

 

Sustainability from Consumption Perspective 

Even though there is a consensus on the need to reduce resource utilization and energy 

or reduce carbon emissions as part of sustainable development, a lack of consensus 

exists on whether consumption should be reduced or just changed and whether 

individual consumers have the capability to significantly contribute to resource 

conservation. However, major changes in current consumption patterns are required 

to solve the global environmental issues, such as climate change (Chasek et al., 2018).  

 

Sustainable Consumption  

Many consumers find it difficult to consume sustainably, because the acts of 

consuming and sustaining are contradictory to each other. Therefore, the concept of 

sustainable consumption itself is a problematic concept, and the reason is that to 

consume something means to use it up or to destroy it. In this context, consumption is 

being increasingly challenged by consumerist and anti-consumption movements, and 

a new perspective of consumption is required. This new perspective could be the so-

called sustainable consumption, which is a concept that goes beyond the traditional 

understanding of consumption (Lim 2017). 

Sustainable consumption should meet current needs and wants without impoverishing 

future generations and the planet’s ability to meet these needs and wants (Sesini, et al., 

2020). Sustainable consumption is referring to as “the use of goods and services that 

respond to basic needs and bring better quality of life, while minimizing the use of 

natural resources, toxic materials and emissions of waste and pollutants over the life 

cycle, so as not to jeopardize the needs of future generations.” So, in general terms, 

the sustainable consumption emphasizes the need for a reduction in overall resource 

consumption and the assumption that changes in consumption levels and patterns are 

needed to achieve sustainability (Quoquab, & Mohammad, 2017).  
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Additionally, Cummins et al. (2014), viewed sustainable consumption as the purchase 

and use of more efficiently produced goods, and environmentally friendly 

consumption practices, to address the resource needs of current and future generations. 

Likewise, sustainable consumption includes meeting needs, improving quality of life, 

improving efficiency, minimizing waste, and taking a life cycle perspective while 

contributing to reducing environmental damage. So, sustainable consumption is a way 

of life that rejects consumerism, high consumption, and materialistic lifestyle (Calvo-

Porral, 2019). 

 

Responsible Consumption  

Responsible consumption is referred to as rational and efficient use of resources with 

respect to the global human population. Responsible consumption means the 

acquisition, usage, and disposition decisions based on the desire to minimize or 

eliminate any harmful effects and maximize the long-term beneficial impact on the 

society and the environment. Other definitions of responsible consumption report that 

ethical, social, and environmental dimensions should be incorporated into the term of 

responsible consumption (Lim 2017). Furthermore, it is a consumer behavior with 

emphasis on environmental effects of consumption. A socially conscious consumer is 

one who considers the public consequences of his or her private consumption or who 

attempts to use his or her purchasing power to bring about social change. Based on a 

social involvement model, he suggested that socially conscious consumers must have 

three characteristics. First, they should notice a social problem and be motivated to 

buy products or services that are responsive to it. Second, they should feel that they 

have power to influence society. Third, they should be active in social affairs and 

community involvement. He developed the Socially Conscious Consumer index, but 

that index focused only on environmental consciousness (Prendergast, & Tsang, 

2019).  

 

Anti-consumption  

The anti-consumption movements highlight the excessive unsustainable consumption. 

Further, the anti-consumption orientation makes some propositions such as “we need 

to consume less,” “you don’t buy happiness in a shop,” “new is not always better,” or 

“maintaining and repairing products is smart”. This concept is seeking to move 

individuals away from an intensive form of consumption. More precisely, this new 

way of consumption considers three dimensions. In the first place, it considers the 

importance of non-purchase elements of consumer behavior including product use and 

disposal. Second, it considers the potential importance of non-purchase-based 

behaviors as the means for consumers to meet their needs and achieve satisfaction. 
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Finally, this way of consumption considers the social and environmental concern to 

encourage a reduction in the total level of consumption (Ziesemer et al., 2021).  

Lim (2017) conceptualized anti-consumption as a subjective consumer practice 

motivated by personal interests or social or environmental concerns, in which the 

consumer rejects the consumption of a particular product/brand on both a personal and 

societal level. However, Makri, et al., (2020) opined that anti consumption includes 

rejection, restriction, and reclamation. First, in the process of rejecting, consumers 

intentionally exclude products/brands from their consumption. When total anti-

consumption is not possible, consumers can choose to restrict consumption of 

products/brands. Then, reclamation represents an ideological shift to a holistic process 

that includes acquisition, use, and dispossession.  

Additionally, the anti-consumption orientation creates savings rather than expenses. 

So, the costs of changing behavior into anti-consumption are not financial, and costs 

may be in terms of psychological barriers, related with not keeping up with fashion or 

trends or matching the consumption patterns and levels of peers (Calvo-Porral, 2019). 

Additionally. it is difficult to make consumption reduction appealing to consumers, 

and in developed countries, promoting consumption reduction goes against the highly 

consumption-orientated dominant social paradigm (Hwang et al., 2016). 

 

Mindful Consumption 

The seminal work of Sheth et al. (2011) offers the first extensive conceptual 

integration of the notion of mindfulness with consumption. Mindfulness could be 

conceptualized as the open and receptive attention to and awareness of what is 

occurring in the present moment. Similarly, mindfulness consumption is viewed as the 

behavior of the consumer who guides his/her consumption behavior on whether to 

consume sustainably or unsustainably (Milne, et al., 2020). Lim (2017) claimed that 

the core attribute of mindfulness consumption is consumer temperance in 

consumption, with the goal of enhancing personal well-being in a way that is 

consistent with personal values. So, consumers who engage in mindfulness 

consumption make conscious choices fully understanding the consequences of their 

consumption choices and practices.  

 

Conclusion 

Notwithstanding the fact that climate change is a threat to humanity and all other living 

species in the universe, there is hope that with genuine resolve and commitment such 

threat can be averted. It can therefore be concluded that marketing as a discipline has 

a great deal of contribution in mitigating the effects of climate change through 

sustainability marketing orientation.  
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Way forward 

The concept of sustainability marketing is seldom discussed in the context of 

marketing in Nigeria. Its impact on climate change mitigation cannot be over 

emphasized. Thus, this paper suggests as follows: 

1. Companies in Nigeria should integrate sustainability marketing orientation in 

their marketing model to help in climate change mitigation efforts (zero plastic 

packaging, and alternative energy use). 

2. There should be a radical change in our consumption behavior to sustainability 

to help save our planet (less use of plastics and non-biodegradable products). 

3. Business enterprises should sponsor campaigns that enlighten people on the 

danger of unsustainable consumption. 

4. National Orientation Agency (NOA) should as a matter of urgency embark on 

sensitization on the effects of unethical and unsustainable consumption of 

human and the planet.   

5. Businesses should sponsor trees plantation and environmental sanitations as 

Corporate Social Responsibility (CSR) 
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