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Extended Abstract: Climate change and environ-
mental degradation are worsening at an alarming rate.
Greenhouse gases are increasing, the Earth is heating,
and incidents of extreme weather, poverty, and infec-
tious disease are rising (World Health Organization,
2019). These trends are largely due to overconsump-
tion of food, fuel, water, and other resources (Burki &
Tahir, 2022). Marketing is well-positioned to reverse
environmentally harmful trends through demarketing
and the promotion of sustainable consumption. To sup-
port this effort, researchers have identified and exam-
ined key predictors of pro-environmental attitudes and
behaviors. Most of this research, however, has been
conducted in developed, Western nations and often
relies on the assumption that findings can be used
to explain sustainable consumption behaviors in other
countries. However, such an understanding is severely
flawed, as cross-cultural research has demonstrated
that sociocultural context is highly influential in sustain-
able consumption, and that countries are not homo-
geneous in their consumption motives (Muthukrishna
et al., 2020). Griffith (2021) brings further attention
to this issue and calls upon the international market-
ing community to investigate the use of standardiza-
tion and adaptation strategies to promote sustainabil-
ity in countries with different cultures. This concep-

tual paper answers this call by synthesizing research at
the intersection of cultural psychology and sustainable
consumption to develop a multilevel framework that
accounts for country-level societal factors (e.g., cultural
values), individual-level characteristics (e.g., personal-
ity traits), and interactions across levels (e.g., contex-
tual influences; See Figure 1). By doing so, this paper
seeks to help global marketers and policymakers imple-
ment change measures that account for the personal
and socio-structural factors that affect sustainable con-
sumption.

Growing evidence indicates that current consump-
tion patterns are disrupting ecological systems and
contributing to the global climate crisis. To address
present and future environmental challenges, inter-
national marketers can utilize the tools of cultural
psychology when considering whether to standardize
or adapt marketing mix strategies designed to promote
eco-friendly consumption practices. In fact, sustainable
marketing and cultural psychology should be consid-
ered natural allies. Together, these two disciplines
can provide richer insight into human action toward
sustainability and the causes of the attitude-behavior
gap. Prior research suggests that consumption deci-
sions are often influenced by individual, social, and
contextual factors that motivate attitudes, beliefs, and
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Figure 1. Conceptual Model

behaviors (Hackmann et al., 2014). Therefore, a multi-
level framework that accounts for the connections
between these levels of factors can provide a deeper
and more holistic understanding of sustainable con-
sumption. There is much to be gained from integrating
the key findings, theories, and perspectives from dif-
ferent literatures, as increasing pro-environmentalism
globally requires novel interdisciplinary approaches.
The multilevel framework presented in this paper
provides a roadmap for corporations interested in
designing marketing mix strategies (e.g., branding and
marketing communications) that promote sustain-
able consumption behaviors across diverse national
markets.
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