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Abstract
Purpose – This study aims to explore the foundations and current research streams of sustainability
communication (SC) within the marketing field through a comprehensive analysis of the existing literature.
Furthermore, it identifies promising areas, gaps, and guides for future contributions in SC literature.

Design/methodology/approach – This study relies on a sample of 103 articles published in high-
ranked marketing journals. Through co-citation and qualitative thematic analyses, it examines a network
over the foundations and central themes in current literature.

Findings – In the marketing field, the foundations of SC rest on institutional and stakeholder theories,
corporate social responsibility (CSR) communication and its effectiveness, green advertising, ethical
consumerism and marketing strategies, and social marketing for sustainable consumption. Additionally, the
analysis reveals four core current themes: reporting sustainability, sustainability advertising, consumer
reactions, and promoting pro-sustainable behaviour.

Research limitations/implications – This paper defines the foundations and boundaries of SC in
marketing based on a comprehensive evaluation of existing research. By doing so, it offers a valuable
reference for future research, enabling scholars to understand better the past and current state of SC in
marketing and to identify areas for further investigation.

Practical implications – Businesses and marketers can use the findings to develop more effective SC
strategies and to focus on the main topics that require their attention.

Social implications – This research is of societal importance because it deepens our understanding of SC
in marketing. It illuminates uncharted territory and helps decision-makers across sectors create a more
sustainable future. In essence, this research enriches society by promoting sustainability awareness and
guiding the development of practices that emphasize the value of SC.

Originality/value – This study advances previous literature reviews on SC in themarketing field by providing a
roadmap for researchers to delve deeper and contribute to the field of SC in marketing, advancing our understanding
of the importance of organizations effectively communicating their sustainability strategies to stakeholders.
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1. Introduction
At the firm level, term corporate sustainability summarizes the notion of sustainable
development. It serves as an umbrella term encompassing various concepts related to the
role of business in the world (Signitzer & Prexl, 2007). Companies are progressively
changing their organizational structures to balance economic objectives with ecological and
societal goals (Elkington, 2018).

In this process, the role of communication is paramount, as it can build legitimacy,
support trust in the relationship with different stakeholders and provide trustworthy and
transparent information (Crane & Glozer, 2016). Given its critical importance, sustainability
communication (SC) of companies and brands has attracted significant attention from
academics in the past decades. The term SC is recent (Adomßent & Godemann, 2011), yet it
has been the subject of exploration in prior literature reviews (Godemann &Michelsen, 2011;
Golob, Podnar, & Zabkar, 2023) across several disciplines, including communications,
sustainability, business and management. This paper focuses on examining the literature on
SC within the marketing field, including its foundations, research streams and main themes,
and suggests avenues for further advancing this body of work.

The increasing awareness of the need for SC motivated Godemann &Michelsen (2011) to
publish a handbook on the interdisciplinary perspectives and theoretical foundations of SC.
The handbook offers a compendium that explores the broad spectrum of SC across its
various facets, yet it does not claim to provide a complete review. In a recent study, Golob
et al. (2023) investigated key conceptual and empirical studies in the field of SC and found a
general understanding of sustainability as environmental impact, mainly within marketing
and communication literature. Moreover, prior literature perceives sustainability messages
as a critical element, but SC is not the central concept discussed in most cases. Besides,
research focuses either on communication tools and their impact, or on stakeholders’
reactions, mainly consumers’ responses.

In turn, our literature review advances prior literature in at least two significant ways.
Firstly, while previous literature reviews focus solely on bibliometric approaches, we
combine a quantitative bibliometric technique with a qualitative thematic analysis. This
approach provides a network view of the intellectual structure and research streams, along
with an overview of central themes of SC in the marketing field. This leads to our second
point, that is, while prior literature focused on the interdisciplinarity of SC literature, we
propose a focus only on marketing top journals (first quartile of marketing journals in
Scimago Journal & Country Rank) and in the analysis of promising areas for future
contribution on SC in the marketing field.

Furthermore, we propose using the concept of “sustainability”, which is broader than
“corporate social responsibility” (CSR). Following Dyllick&Hockerts (2002), we define the term
corporate sustainability “as meeting the needs of a firm’s direct and indirect stakeholders (such
as shareholders, employees, clients, pressure groups, communities), without compromising its
ability to meet the needs of future stakeholders as well” (Dyllick & Hockerts, 2002, p. 131).
Thereby, this term differs from CSR as it does not address only events or situations; instead, it
focuses on the going-concern, long-term business models of firms (Lueg, Pedersen, &
Clemmensen, 2015) in a holistic and more supportive and responsible way (Ashrafi, Adams,
Walker, &Magnan, 2018).

From this premise, our research questions are: What are the intellectual structure,
research streams and promising areas for future contributions of SC in the marketing field?
To answer this question, we conducted a comprehensive analysis of existing research in SC
supported by recent advances in bibliometrics analysis (Aria & Cuccurullo, 2017; Zupic &
�Cater, 2015). Bibliometric methods allow us to base results on aggregated bibliographic data
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generated by researchers. When this data is combined and examined, insights can be
generated about the structure of the field, social networks and topics of interest, and help
identify gaps to guide future research.

This study contributes to the field of SC in marketing in at least two ways. Firstly, by
using bibliometrics, this study offers a better understanding of the foundations of SC
literature in marketing, revealing the connections of its key pillar areas. These key pillars
are institutional and stakeholder theories, CSR communication and its effectiveness, green
advertising, ethical consumerism and marketing strategies and social marketing for
sustainable consumption.

Secondly, this study also offers a qualitative interpretation of predominant themes in the
area, helping to provide a more in-depth understanding of the research themes and topics for
a clear view of the field. Specifically, four streams were found: reporting sustainability,
sustainability advertising, consumer reactions and promoting pro-sustainable behaviour.
Each stream represents a unique yet interconnected aspect of SC research in marketing.
This demonstrates how researchers have intricately explored the intersection of
sustainability, communications and marketing practices.

Overall, these results point to a particular evolution of the co-citation groups to the
current broad themes in SC literature in marketing. Thus, this study provides a valuable
contribution to the field of SC by shedding light on the foundations of SC in marketing, as
well as on the key research streams and themes that are currently and will be in future
shaping the topic state of art.

2. Sustainability communication literature
SC is pivotal in fostering a deeper understanding and engagement in corporate sustainable
development. Godemann & Michelsen (2011) describe SC as a process of mutual
understanding focused on sustainability, highlighting the need to integrate
human� environment relationships into societal discourse. This approach emphasizes
enhancing awareness of environmental issues and societal values. Despite its broad
theoretical base, including roots in psychology and sociology, media, communication and
systems theories, SC faces challenges due to a lack of clear definitions, leading to conceptual
confusion (Golob et al., 2023). This ambiguity hinders theoretical coherence and underscores
the need for precise conceptualizations within SC research.

There is a notable focus on environmental aspects, often explored through green
advertising and one-way communication strategies (Golob et al., 2023). While such emphasis
is relevant, it suggests a need for more complete approaches considering social and
economic sustainability dimensions. Additionally, Golob et al. (2023) point to a trend
towards applied communication methods in empirical studies, which may limit the
exploration of broader systemic and theoretical issues.

Although different, CSR communications is a related phenomenon frequently explored
by prior literature reviews. Nielsen & Thomsen (2012) were pioneers in researching streams
and themes of CSR communication, finding two distinct perspectives: strategic (focus on the
strategy behind CSR communication) and operative (aimed to discuss how companies
communicate CSR). Furthermore, Golob et al. (2013) identified a broad array of perspectives,
including public relations, marketing and organizational communication, and themes, as
disclosure, accountability and the impacts of CSR communication.

Recently, Verk, Golob, & Podnar (2021) used a bibliometric approach and confirmed the
field’s fragmented nature and its interdisciplinary character, alongside two evolving
frameworks: the business case and reporting frames. The former explores the benefits of
corporate investments in CSR communication, involving direct and indirect measurement of
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its outcomes, and relates to a strategic approach. The latter refers to the idea of CSR
disclosure, derived from the fields of accounting and accountability. It is seen as a tool for
corporate disclosure tool of non-financial information, intended to highlight CSR activities.

Also, adopting a bibliometric approach, as seen in recent CSR communication studies
(e.g. Ji et al., 2020; Verk et al., 2021), our analysis expands the knowledge of SC literature in
the marketing field by using co-citation analysis (Zupic & �Cater, 2015) alongside qualitative
thematic analysis to uncover not just current intellectual trends and research streams, but
also to pinpoint promising areas for future contributions, offering a holistic understanding
of SC’s landscape in marketing.

3. Method
This study uses a comprehensive bibliometric and qualitative analysis to explore SC within
the marketing discipline. The methodology unfolds in distinct stages:

Data collection and sample selection. Firstly, the selection of relevant journals. Only journals
in the first quartile of peer-reviewed marketing journals of Scimago Journal & Country Rank
(SCI, 2021) were selected, totalling 47 journals. In sequence, the keywords “sustainab*”, “green”,
“environmental”, AND “communicat*” were used to search titles, abstracts and author
keywords across selected databases, yielding 115 articles. The search for articles occurred in
March 2021. Next, this initial sample was filtered, leading to the exclusion of 12 articles that
marginally mention sustainability and communication and not as part of its conceptualization
and main scope of discussion, which resulted in a final sample of 103 articles spanning 1993 to
2020, authored by 253 different authors and published in 33 different journals.

Bibliometric analysis.A bibliometric approach, specifically co-citation analysis, is used to
analyse the data using VOSviewer software. Co-citation analysis identifies the most
frequently cited publications within the SC field, revealing the intellectual structure and key
scholarly contributions (Zupic & �Cater, 2015). Co-citation analysis operates on the premise
that two documents are co-cited when they appear together in the reference list of a third
document, uncovering relationships between publications and revealing how pieces of work
are interconnected within the scholarly network. By examining the patterns and frequency
of co-citations, it is possible to identify the foundational works and emerging trends in the
SC field. This technique highlights the core literature that has significantly influenced the
discipline, enabling the mapping of theoretical framework and methodological approaches
supporting SC research (Zupic & �Cater, 2015).

Qualitative thematic analysis. Furthermore, a qualitative thematic analysis was
performed to interpret the main themes within the articles in the sample. Following prior
literature (e.g. Vedula et al., 2022), we developed a coding guide to collect information about
the papers’ objective, theoretical framework, main conclusions, definition of sustainability
and the focus on its economic, environmental or social dimensions, among other relevant
information. This process resulted in the definition of themes and subthemes that emerged
from the readings, encompassing four main themes: reporting sustainability, sustainability
advertising, consumer reactions and promoting pro-sustainable behaviour.

By combining quantitative bibliometric methods with qualitative analysis, this study
maps the intellectual and thematic landscape of SC in marketing and identifies critical
research streams and promising areas for future exploration.

4. Results
While the first articles in our sample were published in 1993, it was only in 2005 that
production started to increase. The annual growth rate is 25.42%, meaning research interest
in the topic is rising (see Figure 1). The journals with the most articles published on the
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subject are led by Public Relations Review (16), Journal of Business Research (10) and Journal
of Advertising (7).

4.1 Co-citation analysis
The co-citation analysis of publications revealed five foundational groups of SC in the
marketing field (Figure 2). This network not only maps the intellectual territory of SC
but also reveals the synergistic relationships among different research domains,
pointing towards an integrated approach to understanding and addressing
sustainability challenges.

At its core, Cluster 1 is rich in theory and highlights the relevance of institutional and
stakeholder frameworks as foundational to SC. In turn, Cluster 2 appears as a central cluster,
linking the theoretical insights of Cluster 1 with a focus on application, mainly regarding

Figure 1.
Number of articles

per year

Figure 2.
Bibliographic

coupling
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consumers’ attitudes and behaviours. Cluster 3 revolves around green marketing,
uncovering its practical implications for consumer behaviour and environmental
advertising. Cluster 4 interacts with both Clusters 3 and 5, suggesting a dialogue where
marketing strategies are informed by social marketing and the strategic implementation of
CSR. Cluster 5, while slightly more peripheral, connects the social marketing approaches to
the broader discourse of sustainability, emphasizing the role of marketing in driving
sustainable consumption.

Group 1 – Institutional and stakeholder theories. The first group focuses on the
foundations of institutional and stakeholder theory, exploring aspects such as institutional
isomorphism and legitimacy management (Meyer & Rowan, 1977; DiMaggio & Powell,
1983) and stakeholder engagement (Donaldson & Preston, 1995; Mitchell, Agle, & Wood,
1997; Porter & Kramer, 2006) connected with a strategic perspective (Freeman, 1984), often,
related to themes of sustainability and CSR (Carroll & Shabana, 2010; Du, Bhattacharya, &
Sen, 2010). This group represents a solid theoretical foundation that emphasizes formal
structures, legitimacy and stakeholder salience in sustainability practices.

Group 2 – CSR communication and its effectiveness. This collection of studies investigates
the relationship between CSR communication strategies and consumer engagement,
emphasizing the impact of CSR on consumer perceptions, attitudes and behaviours and the
strategic alignment and perceived authenticity of CSR efforts. The core discussion relies on
CSR initiatives and consumer responses to it (Bhattacharya & Sen, 2004; Ellen, Webb, &Mohr,
2006; Luo & Bhattacharya, 2006; Sen & Bhattacharya, 2001), underscoring the strategic value
of CSR alignment within business objectives. Again, the risks of consumer scepticism and the
negative impact of perceived greenwashing (Leonidou & Skarmeas, 2015; Parguel, Benoît-
Moreau, & Larceneux, 2011; Skarmeas & Leonidou, 2013) are highlighted, together with the
importance of credibility (Goldsmith, Lafferty, & Newell, 2000) and alignment with consumers
(Bhattacharya & Sen, 2003). Overall, this pillar of SC suggests that effective CSR
communication requires strategic coherence with the company’s core values, resonating with
consumers’ expectations to build trust and reputation.

Group 3 – Green advertising. Articles in this group delve into how green marketing
appeals affect consumer perceptions and behaviours, including the exploration of the
effectiveness of different stimuli (Schuhwerk & Lefkoff-hagius, 1995) when advertising a
green product and the effects of informational claims and virtual nature experiences on
consumer’s attitude towards a brand (Hartmann & Apaolaza-Ib�añez, 2009). This literature
also explores strategic aspects, such as the structure of green advertising on TV and printed
media (Banerjee, Gulas, & Iyer, 1995), and the impact of greenwashing on consumer attitude
(Nyilasy, Gangadharbatla, & Paladino, 2014; Schmuck, Matthes, & Naderer, 2018).

Group 4 – Ethical consumerism and marketing strategies. The fourth groups into ethical
consumerism and marketing strategies, with a notorious prevalence of the theme of
sustainability in the fashion industry (e.g. Caniato, Caridi, Crippa, & Moretto, 2012; Joy,
Sherry, Venkatesh, Wang, & Chan, 2012; Niinimäki, 2010). It underscores the strategic
engagement with ethical consumerism (e.g. Carrigan & Attalla, 2001; Eckhardt, Belk, &
Devinney, 2010; Sheth, Sethia, & Srinivas, 2011) and the implementation of marketing
strategies that resonate with consumers’ growing environmental consciousness (e.g.
Carlson, Grove, & Kangun, 1993; Cronin, Smith, Gleim, Ramirez, & Martinez, 2011; Phau &
Ong, 2007). The discussion extends to cause-related marketing (Varadarajan & Menon,
1988) and relationship marketing (Grönroos, 2004; Morgan & Hunt, 1994), highlighting the
need for strategic alignment of corporate objectives and efforts. This group reveals the
pivotal role of marketing strategies in navigating consumer expectations and fostering a
sustainable, ethical consumer culture.
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Group 5 – Social marketing for sustainable consumption. Lastly, articles in the fifth group
address the application of social marketing to promote sustainable consumption behaviours,
offering insights into how to encourage environmentally friendly consumer actions
(Laroche, Bergeron, & Barbaro-forleo, 2001; Ottman, Stafford, & Hartman, 2006) or critiques
into more profound pro-sustainability marketing (e.g. Gordon, Carrigan, & Hastings, 2011;
Vargo & Lusch, 2004). This area includes influential works like Kotler & Zaltman (1971)
pioneering social marketing for social change, McKenzie-Mohr (2000) on community-based
social marketing for sustainability, and Peattie & Peattie (2009) discussing social
marketing’s pathway to reducing consumption. This group suggests a foundation of the SC
field that explores the foster for a deeper understanding and commitment of marketing into
a pro-sustainable approach.

4.2 Qualitative thematic analysis
Next, a qualitative thematic analysis was conducted to better understand the main themes in
current SC literature. Four main themes were identified: reporting sustainability,
sustainability advertising, consumer reactions and promoting pro-sustainable behaviour.
We discuss each next.

The theme of reporting sustainability involves corporate communication aimed at
reporting sustainability issues, concerns and information. It is typically voluntary,
characterized by one-way communication, and occurs through public statements, reports
and press releases. It often involves understanding patterns and content of disclosure
adopted by companies (Golob & Bartlett, 2007; Lee, Chang, & Chen, 2017; Matthes, 2019;
Tate, Ellram, & Kirchoff, 2010), and the communication channels used to it, such as
corporative websites (Branco, Delgado, S�a, & Sousa, 2014; Da Giau et al., 2016; Hetze &
Winistörfer, 2016) and social media platforms (Reilly & Hynan, 2014). Within this theme,
institutional, neo-institutional, legitimacy and stakeholder theories predominate, as
identified in co-citation analysis. This suggests the motivation for companies to disclose and
report sustainability issues.

Sustainability advertising is another significant theme in SC literature. Through
advertising campaigns, companies communicate about sustainability to multiple
stakeholders, especially consumers. The discussion around this theme is heavily focused on
the promotion of sustainable products (e.g. Lopes & Veiga, 2019) and environmental and
social communication appeals (e.g. Atkinson & Rosenthal, 2014; Hsuan-Hsuan, Kuo, Wu, &
Wu, 2012; Usrey, Palihawadana, Saridakis, & Theotokis, 2020) aiming to provide greater
value to consumers that are more concerned about sustainable issues.

Furthermore, consumers play an essential role in SC, as they are the target audience for
many sustainability initiatives in marketing. Consumer reactions as a theme refer to
discussions over consumers’ perceptions and responses to companies’ sustainability
practices and communications (e.g. Chen, 2016), often it involves exploring effectiveness or
the best way to achieve this effectiveness (Kronrod, Grinstein, & Wathieu, 2012; Lee et al.,
2017). Understanding consumer perspectives on sustainability issues and communication
can help companies to develop more effective SC strategies and engage with consumers
meaningfully. As a result, this stream is typically practical and instrumentalist.

Finally, promoting pro-sustainable behaviour within SC emphasizes strategic efforts
aimed at encouraging environmentally friendly consumer actions and fostering a culture of
sustainability. This theme is built on theoretical frameworks from psychology and
communication, directing its focus towards practical methods and strategies that engage
individuals and communities in sustainable practices. It encompasses a range of tactics,
from social labelling as a tool to subtly activate environmental values (Cornelissen, Dewitte,
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Warlop, & Yzerbyt, 2007), to the utilization of green advertising that leverages virtual
nature experiences to enhance communication effectiveness (Hartmann & Apaolaza-Ib�añez,
2009). It also explores the framing of messages to appeal to individuals with egoistic values
(Lagomarsino, Lemari�e, & Puntiroli, 2020). Within this theme, it is highlighted the critical
role of targeted, psychologically informed communications in driving the transition towards
more sustainable consumption patterns.

5. Discussion
5.1 Intellectual structure
The intellectual structure of SC within the marketing field, as delineated through this study,
reveals theoretical foundations and strategic approaches that guide the discourse and
practice of SC. At the centre of this intellectual structure lies the institutional and
stakeholder theories, which provide a foundation for understanding the dynamics of SC.
These theories emphasize the importance of formal structures, legitimacy and stakeholder
engagement in shaping corporate sustainability practices. It explains SC as both a
communication practice and a strategic imperative that requires a deep understanding of
institutional norms and stakeholder dynamics.

Moreover, the integration of CSR communication and its effectiveness, green advertising,
ethical consumerism and marketing strategies, alongside social marketing for sustainable
consumption, extends the intellectual structure of SC into a multifaceted domain that
intersects with consumer behaviour, marketing strategy and ethical considerations. CSR
communication’s role in fostering consumer engagement and loyalty, the impact of green
advertising on consumer perceptions and behaviours and the strategic implementation of
marketing strategies that resonate with ethical consumerism, illustrate the broad spectrum
of research and practice in SC. These elements collectively represent the evolving nature of
SC in marketing, where the effectiveness of sustainability messages is critically evaluated in
terms of consumer response and the broader societal impact. The inclusion of social
marketing strategies further suggests a proactive approach to promoting sustainable
consumption behaviours through marketing initiatives.

5.2 Thematic structure
The thematic structure of SC within marketing is characterized by a set of themes that
collectively address sustainability within marketing practices. The identified main themes –
reporting sustainability, sustainability advertising, consumer reactions and promoting pro-
sustainable behaviour – contribute with unique insights into how sustainability is
communicated and perceived in marketing.

Reporting sustainability emphasizes the importance of transparency and accountability
in corporate communication about their environmental and social impacts, initiatives and
progress towards sustainability goals. Based on institutional and stakeholder frameworks,
the strategic use of disclosure to manage legitimacy and engage with key stakeholders
underlies this stream.

Sustainability advertising, consumer reactions and promoting pro-sustainable behaviour
further expand the thematic structure of SC, exploring how sustainability messages are
crafted and received. Sustainability advertising explores the strategies through which
companies communicate their commitment to sustainability or promote sustainable
products, practices and messages, aiming to influence consumer perceptions and
behaviours.

Consumer reactions to sustainability initiatives is also a central theme, as understanding
consumer attitudes and behaviours, especially to craft effective SC strategies. This theme
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explores the instrumental role of consumers in the success of sustainability initiatives,
emphasizing the need for messages that resonate with consumer values and expectations.

Lastly, promoting pro-sustainable behaviour focuses on the transformative potential of
SC to encourage more sustainable lifestyles, showcasing the strategic application of
marketing techniques to foster environmental and social change. Together, these themes
illustrate a comprehensive view of SC in marketing, where the interplay between corporate
communication strategies, consumer engagement and the promotion of sustainable
behaviours form the thematic structure of SC field.

Beyond the core streams, the findings pointed that the literature of SC within marketing
broadly discuss SC in terms of strategic aspects of it, referring to the plans and tactics used
to communicate about sustainability. In doing so, a significant part of this literature aims to
investigate efficiency and impacts that primarily benefit the company. Still, the stream is
concerned with promoting pro-sustainable behaviour, which also often relies on a strategic
approach.

Moreover, our findings highlight an interdisciplinary approach that resonates with
previous literature (Godemann & Michelsen, 2011; Verk et al., 2021), yet extends the
discourse with a nuanced focuses on consumer engagement and ethical consumerism.
Besides, our analysis finds a focus on strategic and operative dimensions, as outlined in CSR
communication by Nielsen & Thomsen (2012) and (Golob et al., 2013). As Golob et al. (2023),
we found a significant focus on the environmental dimension and a limited use of
sustainability encompassing social and economic dimensions.

6. Future directions
SC is an important field as it can help promote effective communication about sustainability,
including companies’ strategies towards sustainability and awareness of the need to meet
sustainable goals. However, a reflection on the existing perspectives of SC reveals that there
are several areas requiring further investigation. Table 1 presents a summary of the
uncovered SC themes and related gaps in the literature, and future directions that are
discussed in more detail below.

Firstly, future studies can explore how deploying sustainable initiatives and
communication throughout the value chain can affect the promotion of market changes
towards more sustainable consumption. Secondly, the SC strategies of small and medium-
sized enterprises (SMEs) and how they differ from larger companies require further
investigation. Comparative research between different industries and contexts can provide
insights into how idiosyncratic characteristics of firms influence their SC strategies. This is
particularly important, as SMEs often face challenges in implementing sustainability
strategies due to their limited resources and capacities. Understanding these challenges can
help researchers and organizations develop effective SC strategies for SMEs.

Thirdly, researchers have not extensively explored the internal communication of
sustainability strategies. The alignment between internal and external communication is
crucial to the success of a sustainable strategy, as inconsistencies harm companies’ image.
However, little research has been conducted on how to align internal and external
communication of sustainability strategies effectively. Future research should examine the
effects of alignment and misalignment of internal and external communication on the
success of sustainable strategies and consumer and public perception. This can help
organizations effectively communicate their sustainability strategies to their employees,
thereby enhancing their commitment to sustainability goals.

Fourthly, the digital domain of SC presents an opportunity for further exploration. Social
media platforms are increasingly being used as a means of SC, as they provide organizations
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with the ability to reach a wide range of stakeholders in a cost-effective way. However, the
use of algorithms and customization of social media content can significantly impact the
effectiveness of SC. Researchers should explore the dialogue between consumers and brands
in virtual spaces to gain insights into optimizing SC in these platforms. This can help
organizations to develop effective social media strategies for SC.

Furthermore, it is crucial to investigate the effectiveness of SC in influencing attitudes
and behaviour change towards a sustainability paradigm. It is essential for organizations to
understand how communication strategies can effectively drive behavioural change
towards sustainable practices. Research should explore the factors and techniques that can
bridge the gap between attitude change and actual behavioural adoption, contributing to the
development of impactful SC campaigns that drive tangible actions and positive
environmental outcomes.

7. Contributions
The contributions of this paper to the SC in the marketing landscape can be viewed from
theoretical and practical perspectives. From a theoretical perspective, this paper
significantly contributes by establishing the foundations and delineating the current field
boundaries of SC literature in the marketing field. By mapping this research field, this study
provides a reference for future research as it facilitates the selection of relevant studies and
themes within the discipline and points out possible outlets for future intellectual
productions. Furthermore, by identifying research gaps, this study can help researchers
define their research objectives, ensuring that future studies are more focused and targeted.

Furthermore, the identification of diverse elements such as CSR communication, green
advertising, ethical consumerism and social marketing into the intellectual structure of SC
represents a significant understanding of the field. It illustrates the complex nature of SC,
bridging consumer behaviour, marketing strategy and ethical considerations. This
approach broadens the scope of SC research and enriches the theoretical framework by
introducing interdependencies between various marketing strategies and their impact on
sustainable consumption. Moreover, the thematic analysis, which encompasses reporting
sustainability, sustainability advertising, consumer reactions and promoting pro-
sustainable behaviour, offers a comprehensive view of how sustainability is communicated
and perceived within the marketing domain. This thematic structure contributes to theory
by illustrating both the strategic and operative dimensions of SC, emphasizing the
transformative potential of marketing techniques in fostering environmental and social
change.

From a practical perspective, this paper’s contributions are also significant. By providing
a comprehensive overview of the adoption of SC in marketing, this study offers valuable
insights into the practical application of the research. For example, businesses and
marketers can use the insights gained from this study to develop more effective SC
strategies, leading to more sustainable business practices. Organizations have different
approaches when reporting sustainable practices aiming to attend to stakeholders’
expectations, especially shareholders, versus when adopting communication tools to
achieve customers.

This study reveals the boundaries among these areas within organizations and calls for
companies to adopt sustainable practices through a more integrated perspective. For instance,
reports should be a consequence of the company’s strategic plan and sustainable conduct
throughout the entire organization, reflecting shareholders’ interests and, especially, the
company’s cultural practices. That is, a genuine integration of sustainable practices and culture
consistently throughout the company. Companies are increasingly pressured by society and
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their consumer base to extend their sustainability efforts beyond mere reports and superficial
practices. Still, literature and practice reveal significant gaps as companies are not embedding
sustainability at their core (Tardin, Perin, Simões, & Braga, 2024).

Similarly, policymakers and non-governmental organizations can use the insights gained
from this study to develop more effective policies and programmes aimed at promoting SC
in marketing. Overall, the theoretical and practical contributions of this paper are
significant, providing valuable insights into the field of SC in marketing and offering a
reference for future research and practical applications.

8. Conclusion
The paper’s systematic literature review reveals that the field of SC has undergone
significant growth over the past 15 years. This growth has its foundations in five
interconnected groups: institutional and stakeholder theories, CSR communication and its
effectiveness, green advertising, ethical consumerism and marketing strategies, and social
marketing for sustainable consumption. Furthermore, four core themes shaping current
research on SC within marketing field were identified, namely: reporting sustainability,
sustainability advertising, consumer reactions, and promoting pro-sustainable behaviour.
These streams suggest an evolution of the prior clusters into these thematic in the
marketing’s perspective, but also show that scholars are interested in exploring various
aspects of SC from multiple perspectives. Overall, these results point to a particular
evolution of the co-citation groups to the current broad themes in SC literature in marketing.

One interesting finding of the study is that the research on SC has been conducted in top
marketing journals. This indicates that SC is becoming an increasingly important topic in
marketing. As sustainability becomes a more pressing issue, companies are more likely to
prioritize it in their communication efforts. Scholars have recognized the importance of
studying SC to inform best practices and better understand how companies can effectively
communicate their sustainability efforts to consumers.

The present study acknowledges its limitations regarding keyword selection and journal
inclusion. While the selected keywords were deemed appropriate for the research object, a
future expansion of this study should consider additional terms such as “environmental,
social, and governance” (ESG) literature. This would provide a more comprehensive review
of the research field of SC. Also, the study only considered a set of 47 journals, which are
considered high-impact journals in the marketing field. While these journals represent a
significant proportion of the research output in the field, expanding the journal selection
could provide a more significant number of articles and potentially different insights. It is
also worth noting that while the current study focuses on the marketing literature, SC is a
multidisciplinary field, and future studies may benefit from including literature from other
fields, such as communication studies, sociology and environmental sciences.

References
Adomßent, M., & Godemann, J. (2011). Sustainability communication: an integrative approach. In J.

Godemann, G. Michelsen, (Eds), Sustainability communication: Interdisciplinary perspectives and
theoretical foundations, 27–37. Dordrecht: Springer.

Aria, M., & Cuccurullo, C. (2017). Bibliometrix: an R-tool for comprehensive science mapping analysis.
Journal of Informetrics, 11(4), 959–975, doi: https://doi.org/10.1016/j.joi.2017.08.007.

Ashrafi, M., Adams, M., Walker, T. R., & Magnan, G. (2018). How corporate social responsibility can be
integrated into corporate sustainability: a theoretical review of their relationships. International

RAUSP
59,3

306

http://dx.doi.org/10.1016/j.joi.2017.08.007


Journal of Sustainable Development & World Ecology, 25(8), 671–681, doi: https://doi.org/
10.1080/13504509.2018.1471628.

Atkinson, L., & Rosenthal, S. (2014). Signalling the green sell: the influence of eco-label source,
argument specificity, and product involvement on consumer trust. Journal of Advertising, 43(1),
33–45, doi: https://doi.org/10.1080/00913367.2013.834803.

Banerjee, S., Gulas, C. S., & Iyer, E. (1995). Shades of green: a multidimensional environmental advertising.
Journal of Advertising, 24(2), 21–31, doi: https://doi.org/10.1080/00913367.1995.10673473.

Bhattacharya, C. B., & Sen, S. (2003). Consumer-company identification: a framework for
understanding consumers’ relationships with companies. Journal of Marketing, 67(2), 76–88, doi:
https://doi.org/10.1509/jmkg.67.2.76.18609.

Bhattacharya, C. B., & Sen, S. (2004). Doing better at doing good: When, why, and how consumers
respond to corporate social initiatives. California Management Review, 47(1), 9–24. doi: https://
doi.org/10.2307/41166284.

Branco, M. C., Delgado, C., S�a, M., & Sousa, C. (2014). Comparing CSR communication on corporate web
sites in Sweden and Spain. Baltic Journal of Management, 9(2), 231–250, doi: https://doi.org/
10.1108/BJM-10-2013-0151.

Caniato, F., Caridi, M., Crippa, L., & Moretto, A. (2012). Environmental sustainability in fashion supply
chains: an exploratory case based research. International Journal of Production Economics,
135(2), 659–670, doi: https://doi.org/10.1016/j.ijpe.2011.06.001.

Carlson, L., Grove, S. J., & Kangun, N. (1993). A content analysis of environmental advertising claims: a
matrix method approach les Carlson. Journal of Advertising, 22(3), 27–39, doi: https://doi.org/
10.1080/00913367.1993.10673409.

Carrigan, M., & Attalla, A. (2001). The myth of the ethical consumer – do ethics matter in purchase
behaviour? Journal of Consumer Marketing, 18(7), 560–578, doi: https://doi.org/10.1108/
07363760110410263.

Carroll, A. B., & Shabana, K. M. (2010). The business case for corporate social responsibility: a review of
concepts, research and practice. International Journal of Management Reviews, 12(1), 85–105,
doi: https://doi.org/10.1111/j.1468-2370.2009.00275.x.

Chen, M. F. (2016). Impact of fear appeals on pro-environmental behaviour and crucial determinants.
International Journal of Advertising, 35(1), 74–92, doi: https://doi.org/10.1080/02650487.2015.1101908.

Cornelissen, G., Dewitte, S., Warlop, L., & Yzerbyt, V. (2007). Whatever people say I am, that’s what I
am: social labeling as a social marketing tool. International Journal of Research in Marketing,
24(4), 278–288, doi: https://doi.org/10.1016/j.ijresmar.2007.05.001.

Crane, A., & Glozer, S. (2016). Researching corporate social responsibility communication: themes,
opportunities and challenges. Journal of Management Studies, 53(7), 1223–1252, doi: https://doi.
org/10.1111/joms.12196.

Cronin, J. J., Smith, J. S., Gleim, M. R., Ramirez, E., & Martinez, J. D. (2011). Green marketing strategies: an
examination of stakeholders and the opportunities they present. Journal of the Academy of
Marketing Science, 39(1), 158–174, doi: https://doi.org/10.1007/s11747-010-0227-0.

Da Giau, A., Macchion, L., Caniato, F., Caridi, M., Danese, P., Rinaldi, R., & Vinelli, A. (2016).
Sustainability practices and web-based communication: an analysis of the Italian fashion
industry. Journal of Fashion Marketing and Management, 20(1), 72–88, doi: https://doi.org/
10.1108/JFMM-07-2015-0061.

DiMaggio, P. J., & Powell, W. W. (1983). The iron cage revisited: institutional isomorphism and
collective rationality in organizational fields. American Sociological Review, 48(2), 147–160, doi:
https://doi.org/10.2307/2095101.

Donaldson, T., & Preston, L. E. E. E. (1995). The stakeholder theory of the corporation: concepts,
evidence, and implications. The Academy of Management Review, 20(1), 65–91, doi: https://doi.
org/10.2307/258887.

A literature
review

307

http://dx.doi.org/10.1080/13504509.2018.1471628
http://dx.doi.org/10.1080/13504509.2018.1471628
http://dx.doi.org/10.1080/00913367.2013.834803
http://dx.doi.org/10.1080/00913367.1995.10673473
http://dx.doi.org/10.1509/jmkg.67.2.76.18609
http://dx.doi.org/10.2307/41166284
http://dx.doi.org/10.2307/41166284
http://dx.doi.org/10.1108/BJM-10-2013-0151
http://dx.doi.org/10.1108/BJM-10-2013-0151
http://dx.doi.org/10.1016/j.ijpe.2011.06.001
http://dx.doi.org/10.1080/00913367.1993.10673409
http://dx.doi.org/10.1080/00913367.1993.10673409
http://dx.doi.org/10.1108/07363760110410263
http://dx.doi.org/10.1108/07363760110410263
http://dx.doi.org/10.1111/j.1468-2370.2009.00275.x
http://dx.doi.org/10.1080/02650487.2015.1101908
http://dx.doi.org/10.1016/j.ijresmar.2007.05.001
http://dx.doi.org/10.1111/joms.12196
http://dx.doi.org/10.1111/joms.12196
http://dx.doi.org/10.1007/s11747-010-0227-0
http://dx.doi.org/10.1108/JFMM-07-2015-0061
http://dx.doi.org/10.1108/JFMM-07-2015-0061
http://dx.doi.org/10.2307/2095101
http://dx.doi.org/10.2307/258887
http://dx.doi.org/10.2307/258887


Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to corporate social
responsibility (CSR): the role of CSR communication. International Journal of Management
Reviews, 12(1), 8–19, doi: https://doi.org/10.1111/j.1468-2370.2009.00276.x.

Dyllick, T., & Hockerts, K. (2002). Beyond the business case for corporate sustainability. Business
Strategy and the Environment, 11(2), 130–141, doi: https://doi.org/10.1002/bse.323.

Eckhardt, G. M., Belk, R., & Devinney, T. M. (2010). Why don’t consumers consume ethically? Journal
of Consumer Behaviour, 9(6), 426–436, doi: https://doi.org/10.1002/cb.332.

Elkington, J. (2018). 25 Years ago I coined the phrase “triple bottom line”.Here’s why it’s time to rethink
it,Harvard Business Review.

Ellen, P. S., Webb, D. J., &Mohr, L. A. (2006). Building corporate associations: consumer attributions for
corporate socially responsible programs. Journal of the Academy of Marketing Science, 34(2),
147–157, doi: https://doi.org/10.1177/0092070305284976.

Freeman, R. E. (1984). A stakeholder. Approach. In strategic management: a stakeholder approach,
Strategic management: https://doi.org/10.1017/CBO9781139192675

Godemann, J., & Michelsen, G. (2011). Sustainability communication interdisciplinary perspectives and
theoretical foundations. Retrieved from www.springerlink.com/index/10.1007/978-94-007-1697-
1%0A https://doi.org/10.1007/978-94-007-1697-1

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The impact of corporate credibility and celebrity
credibility on consumer reaction to advertisements and brands. Journal of Advertising, 29(3),
43–54, doi: https://doi.org/10.1080/00913367.2000.10673616.

Golob, U., & Bartlett, J. L. (2007). Communicating about corporate social responsibility: a comparative
study of CSR reporting in Australia and Slovenia. Public Relations Review, 33(1), 1–9, doi: https://
doi.org/10.1016/j.pubrev.2006.11.001.

Golob, U., Podnar, K., Elving, W. J., Ellerup Nielsen, A., Thomsen, C., & Schultz, F. (2013). CSR
communication: Quo vadis? Corporate Communications: An International Journal, 18(2), 176–
192, doi: https://doi.org/10.1108/13563281311319472.

Golob, U., Podnar, K., & Zabkar, V. (2023). Sustainability communication. International Journal of
Advertising, 42(1), 42–51, doi: https://doi.org/10.1080/02650487.2022.2144035.

Gordon, R., Carrigan, M., & Hastings, G. (2011). A framework for sustainable marketing. Marketing
Theory, 11(2), 143–163, doi: https://doi.org/10.1177/1470593111403218.

Grönroos, C. (2004). The relationship marketing process: communication, interaction, dialogue, value.
Journal of Business & Industrial Marketing, 19(2), 99–113, doi: https://doi.org/10.1108/
08858620410523981.

Hartmann, P., & Apaolaza-Ib�añez, V. (2009). Green advertising revisited: conditioning virtual nature
experiences. International Journal of Advertising, 28(4), 37–41, doi: https://doi.org/10.2501/
S0265048709200837.

Hetze, K., & Winistörfer, H. (2016). CSR communication on corporate websites compared across
continents. International Journal of Bank Marketing, 34(4), 501–528, doi: https://doi.org/10.1108/
IJBM-02-2015-0022.

Hsuan-Hsuan, K., Kuo, C.-C., Wu, C.-L., & Wu, C.-Y. (2012). Communicating green marketing appeals
effectively: the role of consumers’ motivational orientation to promotion versus prevention.
Journal of Advertising, 41(4), 41–50, doi: https://doi.org/10.2753/JOA0091-3367410403.

Ji, Y. G., Tao, W., & Rim, H. (2020). Mapping corporate social responsibility research in communication:
a network and bibliometric analysis. Public Relations Review, 46(5), 101963, doi: https://doi.org/
10.1016/j.pubrev.2020.101963.

Joy, A., Sherry, J. F., Venkatesh, A., Wang, J., & Chan, R. (2012). Fast fashion, sustainability, and the
ethical appeal of luxury brands. Fashion Theory, 16(3), 273–295, doi: https://doi.org/10.2752/
175174112X13340749707123.

RAUSP
59,3

308

http://dx.doi.org/10.1111/j.1468-2370.2009.00276.x
http://dx.doi.org/10.1002/bse.323
http://dx.doi.org/10.1002/cb.332
http://dx.doi.org/10.1177/0092070305284976
http://dx.doi.org/10.1017/CBO9781139192675
http://www.springerlink.com/index/10.1007/978-94-007-1697-1%0A
http://www.springerlink.com/index/10.1007/978-94-007-1697-1%0A
http://dx.doi.org/10.1007/978-94-007-1697-1
http://dx.doi.org/10.1080/00913367.2000.10673616
http://dx.doi.org/10.1016/j.pubrev.2006.11.001
http://dx.doi.org/10.1016/j.pubrev.2006.11.001
http://dx.doi.org/10.1108/13563281311319472
http://dx.doi.org/10.1080/02650487.2022.2144035
http://dx.doi.org/10.1177/1470593111403218
http://dx.doi.org/10.1108/08858620410523981
http://dx.doi.org/10.1108/08858620410523981
http://dx.doi.org/10.2501/S0265048709200837
http://dx.doi.org/10.2501/S0265048709200837
http://dx.doi.org/10.1108/IJBM-02-2015-0022
http://dx.doi.org/10.1108/IJBM-02-2015-0022
http://dx.doi.org/10.2753/JOA0091-3367410403
http://dx.doi.org/10.1016/j.pubrev.2020.101963
http://dx.doi.org/10.1016/j.pubrev.2020.101963
http://dx.doi.org/10.2752/175174112X13340749707123
http://dx.doi.org/10.2752/175174112X13340749707123


Kotler, P., & Zaltman, G. (1971). Social marketing: an approach to planned social change. Journal of
Marketing, 35(3), 3–12, doi: https://doi.org/10.2307/1249783.

Kronrod, A., Grinstein, A., & Wathieu, L. (2012). Go green! Should environmental messages be so
assertive? Journal of Marketing, 76(1), 95–102, doi: https://doi.org/10.1509/jm.10.0416.

Lagomarsino, M., Lemari�e, L., & Puntiroli, M. (2020). When saving the planet is worth more than avoiding
destruction. The importance of message framing when speaking to egoistic individuals. Journal of
Business Research, 118(June), 162–176, doi: https://doi.org/10.1016/j.jbusres.2020.06.046.

Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targetting consumers who are likely to pay
more for ethical products. Journal of Consumer Marketing, 18(6), 503–520. doi: https://doi.org/
10.1108/EUM0000000006155.

Lee, Y. K., Chang, C. T., & Chen, P. C. (2017). What sells better in green communications: Fear or hope?
It depends on whether the issue is global or local. Journal of Advertising Research, 57(4), 379–
396, doi: https://doi.org/10.2501/JAR-2017-048.

Leonidou, C. N., & Skarmeas, D. (2015). Gray shades of green: causes and consequences of green skepticism.
Journal of Business Ethics, 144(2), 401–415, doi: https://doi.org/10.1007/s10551-015-2829-4.

Lopes, E. L., & Veiga, R. T. (2019). Increasing purchasing intention of eco-efficient products: the role of
the advertising communication strategy and the branding strategy. Journal of Brand
Management, 26(5), 550–566, doi: https://doi.org/10.1057/s41262-019-00150-0.

Lueg, R., Pedersen, M. M., & Clemmensen, S. N. (2015). The role of corporate sustainability in a low-cost
business model - A case study in the Scandinavian fashion industry. Business Strategy and the
Environment, 24(5), 344–359, doi: https://doi.org/10.1002/bse.1825.

Luo, X., & Bhattacharya, C. B. (2006). Customer satisfaction, and market corporate social responsibility,
value. Journal of Marketing, 70(4), 1–18, doi: https://doi.org/10.1509/jmkg.70.4.001.

Matthes, J. (2019). Uncharted territory in research on environmental advertising: toward an organizing
framework. Journal of Advertising, 48(1), 91–101, doi: https://doi.org/10.1080/00913367.2019.1579687.

McKenzie-Mohr, D. (2000). Promoting sustainable behaviour: an introduction to community-based social
marketing. Journal of Social Issues, 56(3), 543–554, doi: https://doi.org/10.1111/0022-4537.00183.

Meyer, J. W., & Rowan, B. (1977). Institutionalized organizations: formal structure as myth and
ceremony.American Journal of Sociology, 83(2), 340–363. doi: https://doi.org/10.1086/226550.

Mitchell, R. K., Agle, B. R., & Wood, D. J. (1997). Toward a theory of stakeholder identification and
salience: defining the principle of who and what really counts. The Academy of Management
Review, 22(4), 853–886, doi: https://doi.org/10.5465/AMR.1997.9711022105.

Morgan, R. M., & Hunt, S. D. (1994). The commitment trust theory of relationship marketing.
_Commitment-trust_theory_of_relations.pdf&X-Amz-Algorithm¼AWS4-HMAC-SHA256&X-A
mz-Credential¼AKIAIWOWYYGZ2Y53UL3A%2F20200. Journal of Marketing. Journal of
Marketing, 58(3), 20–38. Retrieved from https://s3.amazonaws.com/academia.edu.documents/
31109704/dpvsr5tggcuo9doj7t04.pdf?response-content-disposition=inline%3Bfilename%3DThe
doi: https://doi.org/10.1177/002224299405800302

Nielsen, A. E., & Thomsen, C. (2012). Corporate social responsibility (CSR) management and marketing
communication: research streams and themes. HERMES – Journal of Language and
Communication in Business, 49(49), 49–65, doi: https://doi.org/10.7146/hjlcb.v25i49.97737.

Niinimäki, K. (2010). Eco-clothing, consumer identity and ideology. Sustainable Development, 18(3),
150–162, doi: https://doi.org/10.1002/sd.455.

Nyilasy, G., Gangadharbatla, H., & Paladino, A. (2014). Perceived greenwashing: the interactive effects of
green advertising and corporate environmental performance on consumer reactions. Journal of
Business Ethics, 125(4), 693–707, doi: https://doi.org/10.1007/s10551-013-1944-3.

Ottman, J. A., Stafford, E. R., & Hartman, C. L. (2006). Avoiding green marketing myopia: ways to
improve consumer appeal for environmentally preferable products. Environment, 48(5), 22–36,
doi: https://doi.org/10.3200/ENVT.48.5.22-36.

A literature
review

309

http://dx.doi.org/10.2307/1249783
http://dx.doi.org/10.1509/jm.10.0416
http://dx.doi.org/10.1016/j.jbusres.2020.06.046
http://dx.doi.org/10.1108/EUM0000000006155
http://dx.doi.org/10.1108/EUM0000000006155
http://dx.doi.org/10.2501/JAR-2017-048
http://dx.doi.org/10.1007/s10551-015-2829-4
http://dx.doi.org/10.1057/s41262-019-00150-0
http://dx.doi.org/10.1002/bse.1825
http://dx.doi.org/10.1509/jmkg.70.4.001
http://dx.doi.org/10.1080/00913367.2019.1579687
http://dx.doi.org/10.1111/0022-4537.00183
http://dx.doi.org/10.1086/226550
http://dx.doi.org/10.5465/AMR.1997.9711022105
https://s3.amazonaws.com/academia.edu.documents/31109704/dpvsr5tggcuo9doj7t04.pdf?response-content-disposition=inline%3B filename%3DThe
https://s3.amazonaws.com/academia.edu.documents/31109704/dpvsr5tggcuo9doj7t04.pdf?response-content-disposition=inline%3B filename%3DThe
http://dx.doi.org/10.1177/002224299405800302
http://dx.doi.org/10.7146/hjlcb.v25i49.97737
http://dx.doi.org/10.1002/sd.455
http://dx.doi.org/10.1007/s10551-013-1944-3
http://dx.doi.org/10.3200/ENVT.48.5.22-36


Parguel, B., Benoît-Moreau, F., & Larceneux, F. (2011). How sustainability ratings might deter
“greenwashing”: a closer look at ethical corporate communication. Journal of Business Ethics,
102(1), 15–28, doi: https://doi.org/10.1007/s10551-011-0901-2.

Peattie, K., & Peattie, S. (2009). Social marketing: a pathway to consumption reduction? Journal of
Business Research, 62(2), 260–268, doi: https://doi.org/10.1016/j.jbusres.2008.01.033.

Phau, I., & Ong, D. (2007). An investigation of the effects of environmental claims in promotional
messages for clothing brands.Marketing Intelligence & Planning, 25(7), 772–788, doi: https://doi.
org/10.1108/02634500710834214.

Porter, M. E., & Kramer, M. R. (2006). Strategy society and the link between competitive advantage and
corporate social responsibility.Harvard Business Review, 1, 1–13.

Reilly, A. H., & Hynan, K. A. (2014). Corporate communication, sustainability, and social media: it’s not
easy (really) being green. Business Horizons, 57(6), 747–758, doi: https://doi.org/10.1016/j.
bushor.2014.07.008.

Schmuck, D., Matthes, J., & Naderer, B. (2018). Misleading consumers with green advertising?
An affect–reason–involvement account of greenwashing effects in environmental
advertising. Journal of Advertising, 47(2), 127–145, doi: https://doi.org/10.1080/
00913367.2018.1452652.

Schuhwerk, M. E., & Lefkoff-Hagius, R. (1995). Green or non-green, does type of appeal matter
when advertis. Pdf. Journal of Advertising, 24(2), 45–54, doi: https://doi.org/10.1080/
00913367.1995.10673475.

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better? Consumer reactions
to corporate social responsibility. Journal of Marketing Research, 38(2), 225–243, doi: https://doi.
org/10.1509/jmkr.38.2.225.18838.

Sheth, J. N., Sethia, N. K., & Srinivas, S. (2011). Mindful consumption: a customer-centric approach to
sustainability. Journal of the Academy of Marketing Science, 39(1), 21–39, doi: https://doi.org/
10.1007/s11747-010-0216-3.

Signitzer, B., & Prexl, A. (2007). Corporate sustainability communications: aspects of theory and
professionalization. Journal of Public Relations Research, 20(1), 1–19, doi: https://doi.org/10.1080/
10627260701726996.

Skarmeas, D., & Leonidou, C. N. (2013). When consumers doubt, watch out! The role of CSR skepticism.
Journal of Business Research, 66(10), 1831, doi: https://doi.org/10.1016/j.jbusres.2013.02.004.

Tardin, M., Perin, M., Simões, C., & Braga, L. (2024). Organizational sustainability orientation: A review.
Organization and Environment, Forthcomin, doi: https://doi.org/10.1177/10860266231226144.

Tate, W. L., Ellram, L. M., & Kirchoff, J. F. (2010). Corporate social responsibility reports: a thematic
analysis related to supply chain management. Journal of Supply Chain Management, 46(1),
19–44, doi: https://doi.org/10.1111/j.1745-493X.2009.03184.x.

Usrey, B., Palihawadana, D., Saridakis, C., & Theotokis, A. (2020). How downplaying product
greenness affects performance evaluations: examining the effects of implicit and explicit green
signals in advertising. Journal of Advertising, 49(2), 125–140, doi: https://doi.org/10.1080/
00913367.2020.1712274.

Varadarajan, R. P., & Menon, A. (1988). Cause-related marketing: a coalignment of marketing strategy
and corporate philanthropy. Journal of Marketing, 52(3), 58–74, doi: https://doi.org/10.1177/
002224298805200306.

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. The Service-
Dominant Logic of Marketing: Dialog, Debate, and Directions, 68(January), 3–28.

Vedula, S., Doblinger, C., Pacheco, D., York, J. G., Bacq, S., Russo, M., V., & Dean, T. J. (2022).
Entrepreneurship for the public good: a review, critique, and path forward for social and
environmental entrepreneurship research. Academy of Management Annals, 16(1), 391–425, doi:
https://doi.org/10.5465/annals.2019.0143.

RAUSP
59,3

310

http://dx.doi.org/10.1007/s10551-011-0901-2
http://dx.doi.org/10.1016/j.jbusres.2008.01.033
http://dx.doi.org/10.1108/02634500710834214
http://dx.doi.org/10.1108/02634500710834214
http://dx.doi.org/10.1016/j.bushor.2014.07.008
http://dx.doi.org/10.1016/j.bushor.2014.07.008
http://dx.doi.org/10.1080/00913367.2018.1452652
http://dx.doi.org/10.1080/00913367.2018.1452652
http://dx.doi.org/10.1080/00913367.1995.10673475
http://dx.doi.org/10.1080/00913367.1995.10673475
http://dx.doi.org/10.1509/jmkr.38.2.225.18838
http://dx.doi.org/10.1509/jmkr.38.2.225.18838
http://dx.doi.org/10.1007/s11747-010-0216-3
http://dx.doi.org/10.1007/s11747-010-0216-3
http://dx.doi.org/10.1080/10627260701726996
http://dx.doi.org/10.1080/10627260701726996
http://dx.doi.org/10.1016/j.jbusres.2013.02.004
http://dx.doi.org/10.1177/10860266231226144
http://dx.doi.org/10.1111/j.1745-493X.2009.03184.x
http://dx.doi.org/10.1080/00913367.2020.1712274
http://dx.doi.org/10.1080/00913367.2020.1712274
http://dx.doi.org/10.1177/002224298805200306
http://dx.doi.org/10.1177/002224298805200306
http://dx.doi.org/10.5465/annals.2019.0143


Verk, N., Golob, U., & Podnar, K. (2021). A dynamic review of the emergence of corporate social
responsibility communication. Journal of Business Ethics, 168(3), 491–515, doi: https://doi.org/
10.1007/s10551-019-04232-6.

Zupic, I., & �Cater, T. (2015). Bibliometric methods in management and organization. Organizational
Research Methods, 18(3), 429–472, doi: https://doi.org/10.1177/1094428114562629.

Authors contributions: Luiza Dazzi Braga: Investigation; Data curation; Formal analysis;
Methodology; Project administration; Writing – original draft. Matheus Grage Tardin:
Conceptualization; Data curation; Formal analysis; Methodology; Software; Writing – original draft.
Marcelo Gattermann Perin: Conceptualization; Methodology; Software; Supervision; Writing – review
& editing. Patricia Boaventura: Conceptualization; Writing – review & editing.

*Corresponding author
Luiza Dazzi Braga can be contacted at: luiza.dazzi@gmail.com

Associate Editor: Kavita Hamza

Data availability statement
No data are available.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

A literature
review

311

http://dx.doi.org/10.1007/s10551-019-04232-6
http://dx.doi.org/10.1007/s10551-019-04232-6
http://dx.doi.org/10.1177/1094428114562629
mailto:luiza.dazzi@gmail.com

	Sustainability communication in marketing: a literature review
	Introduction
	Sustainability communication literature
	Method
	Results
	Co-citation analysis
	Qualitative thematic analysis

	Discussion
	Intellectual structure
	Thematic structure

	Future directions
	Contributions
	Conclusion
	References


