
 

 

 Using Marketing to Encourage Sustainability and Sustainable Living: The impact of emotions and 
motivation on sustainable behaviour 

Outline of project 

Why do people behave in sustainable or unsustainable ways? Why do people recycle, use public 
transport or reduce their consumption? And what can organisations and their marketers do to 
encourage more sustainable behaviour? “Social marketing is about influencing behaviours utilising a 
systematic planning process that applies marketing principles and techniques, focusing on priority 
target audience segments and delivering a positive benefit for individuals and society” (Lee & Kotler, 
2011, p. 8). In other words, social marketing consists of using marketing tools in order to change 
behaviour for good.  Recent studies have highlighted the importance of understanding psychological 
aspects driving sustainable behaviours (GarneloGomez, 2017), but these insights have yet to be 
explored in relation to the interplay between motivation and emotion, and, in particular, 
systematically in a social purpose marketing context. This PhD project should thus focus on 
developing and testing social marketing interventions leveraging emotional and motivational factors 
aimed at encouraging consumers to engage in sustainable living behaviours. After conducting an 
extensive review of relevant literature in the areas of social marketing, social-psychology and 
sustainable behaviour, a model of behaviour change in relation to sustainable living will be 
developed.   
 
Context:  
Sustainable living is defined as the “patterns of action and consumption, used by people to affiliate 
and differentiate themselves from other people, which: meet basic needs, provide a better quality of 
life, minimise the use of natural resources and emissions of waste and pollutants over the lifecycle 
and do not jeopardise the needs of future generations” (Bedford et al., 2004, p.48). This definition 
would include behaviours such as those related to household consumption, transportation or 
disposable habits. For the purpose of this study, a holistic approach might be taken, looking at 
sustainable living as a whole. A more specific context might be decided upon after conducting the 
literature review, and collecting qualitative data.  

This more specific context will then be the foundation of a potential quantitative experiment.  
Methods:  Qualitative semi-structured interviews with both consumers engaged and non-engaged in 
sustainable living behaviours will be first conducted, with a special focus on sustainable practices, 
the motivations to engage with them and the emotions arising when consuming sustainably. The 
results of these interviews will inform the development of one or several social marketing 
interventions, likely to be bested in the form of a quantitative experiment, mainly focused on the 
impact of motivations and emotions sustainable living behaviour.   

Potential research questions:   
• What is the interplay between motivations and emotions in sustainable behaviour?  
• What motivations and emotions could engage more people in sustainable behaviour?  
• How can social marketing help changing behaviours for good in terms of sustainability? i.e. what 
aspects campaigns need to include. 

 



Candidate profile 

The ideal candidate will have a background in social marketing, sociology, psychology or related 
areas. Importantly, the candidate will have an interest in sustainability issues and, more generally, in 
research focused on pro-social and proenvironmental behaviours. Knowledge of both qualitative and 
quantitative research methods preferred, but the candidate could attend courses to improve those 
skills. 

Contact details 

Dr Irene Garnelo-Gomez – i.garnelo-gomez@henley.ac.uk  +44 (0) 1491 418719 
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