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Each example starts with comprehensive learning objectives and expected learning outcomes, following the three-fold framework specified in the article (Foster Awareness, Center Students, Build Resilience) while addressing the specific context and duration of each teaching example.
The learning objectives focus on what students will be able to do or demonstrate by the end of each module, while the expected learning outcomes describe the specific evidence of student learning and skill development that instructors can assess.
Main aspects across all three examples include:
· Critical analysis skills for understanding marketing’s climate impacts
· Emotional processing capabilities for managing climate anxiety while maintaining agency
· Professional development planning that integrates climate consciousness
· Action-oriented outcomes that move beyond awareness to concrete implementation
· Community engagement that builds networks and real-world application opportunities
Each example builds in complexity from awareness-building to professional application, reflecting the different contexts and time frames of the pedagogical approaches.
Note: Each of these examples contains links to additional sources; read through all three examples for a complete overview of options and additional materials, as these can overlap/be integrated in any of the three modules described here. Use the materials as a toolkit and “mix-and-match”. Enjoy!
For questions or concerns, or to report on your and your students’ experiences with these teaching materials, please reach out to Dr. Sabrina Helm, helm@arizona.edu. Thank you!


Example 1
Brand Purpose & Corporate Climate Action
[bookmark: _Hlk199752239]Course Context
Course: Consumer Behavior or Brand Management or Sustainable Marketing
Duration: 3-week module (6 class sessions)
Learning Objectives
1. Climate Impact Analysis: Students will analyze and evaluate the carbon footprint and environmental impact of consumer brands using established assessment tools and databases.
2. Strategic Brand Positioning: Students will develop climate-conscious brand positioning strategies that authentically integrate environmental responsibility with effective marketing differentiation.
3. Emotional Climate Literacy: Students will identify, process, and constructively channel climate-related emotions into productive marketing strategies and career planning.
4. Agency Development: Students will create personal and collective action plans demonstrating individual, collective, and proxy agency for addressing climate change through marketing practice.
5. Integrated Marketing Solutions: Students will design and implement marketing campaigns that address real campus sustainability challenges while applying climate-conscious marketing principles.
Expected Learning Outcomes
1. Enhanced Climate Awareness: Students demonstrate the ability to identify hidden climate costs in everyday consumer products and articulate the connection between consumption choices and environmental impact.
2. Professional Identity Integration: Students produce personal climate marketing manifestos that clearly define their values-based approach to future marketing careers and decision-making frameworks.
3. Campaign Development Skills: Students successfully create and present marketing campaigns to real stakeholders (campus sustainability office) that address specific environmental challenges with measurable outcomes.
4. Network Building Capability: Students establish meaningful connections with industry professionals, environmental organizations, and peer support networks focused on sustainable marketing practices.
5. Long-term Action Planning: Students develop detailed career pathways that integrate climate consciousness with professional development, including specific skills, organizations, and actionable steps for implementation.



Three-Fold Framework Implementation:
Applying Climate-Conscious Pedagogy to This Marketing Context

1. Foster Awareness: Making Climate Connections Visible
Opening Activity: “The Hidden Climate Cost of Our Favorite Brands”
· Students bring products of their most-used or favorite brands (clothing, food, tech, etc.)
· Instructor guides discovery of each product’s carbon footprint using tools like: 
· Carbon Trust product labels
· B-Corp certification databases
· Sustainability reporting websites, e.g. ResponsibilityReports.com
· Key Insight: Help students realize how their daily consumption choices connect to climate impacts (however, beware of consumer responsibilization narratives; for critical impact, climate change needs to be addressed by governments, corporations, and consumers, in particular, the wealthy consumers)
Core Content Integration:
· Traditional Topic: Brand positioning and differentiation; competitive advantage
· Climate-Conscious Addition: Examine how climate impact becomes a positioning opportunity and challenge
· Case Studies: Compare Patagonia’s “Don’t Buy This Jacket” campaign vs. fast fashion greenwashing (note that the Patagonia example is “well-worn” by now—pun intended; however, other examples abound)
· Discussion: “How do brands balance profit motives with planetary responsibility?”

2. Center Students: Addressing Climate Emotions
Emotional Check-In Protocol
Week 1: Anonymous survey about climate feelings
· “What emotions arise when you think about climate change and your future career (in marketing)?”
· “How do you currently cope with climate anxiety?” (or: measure climate anxiety or climate concern based on established scales; e.g., Clayton and Karazsia, 2020)
· Use responses to tailor subsequent discussion


Safe Space Creation
· Establish ground rules: “All emotions about climate are valid here” (caveat: positive, neutral, negative emotions are “allowed”; however, climate change denial or misinformation are not. Instructors need to be prepared for addressing potential conflict)
· Share instructor’s own climate concerns and hopes (be prepared for “self-exploration”)
· Create “climate buddy” partnerships for peer support throughout the module (talking about climate change is the most important climate action we all can take; see Katharine Hayhoe. Her Talking Climate newsletter is an excellent source for practical climate action examples and information) 
Responsive Teaching Moments
· When discussing doom-laden climate statistics, immediately follow with: 
· “What questions does this raise for you?”
· “How might we channel concern into productive action?”
· Examples of young entrepreneurs creating climate solutions or recent positive developments

3. Build Resilience: Empowerment Through Action
Individual Agency Project: “My Climate Marketing Manifesto”
Students create personal statements defining how they’ll integrate climate consciousness into their future marketing careers:
· What values will guide their decision-making?
· How will they evaluate climate claims vs. greenwashing?
· What skills do they need to develop?
Collective Agency Project: “Campus Climate Campaign”
Groups develop marketing campaigns addressing campus sustainability challenges, for example:
· Reducing food waste in dining halls/promoting plant-based diets
· Promoting sustainable transportation
· Increasing renewable energy awareness/promoting energy and water conservation strategies
· Deliverable: Present campaigns to the campus sustainability office
· Note: Beware of the topic of recycling and other not-so-impactful but top-of-mind consumer behaviors
Proxy Agency Exploration: “Letters to Industry Leaders”
Students research and write to marketing executives at companies they like or want to work for:
· Inquire about company climate commitments/climate action plans
· Suggest innovative sustainable marketing approaches
· Request informational interviews about climate-conscious careers
· Review industry associations’ climate action commitments and request interviews about climate-conscious opportunities


Additional Options for Pedagogies of Care Integration
Building Relationality
· Community Connection: Partner with local environmental justice organizations
· More-than-Human Perspective: Discuss marketing’s impact on ecosystems, not just humans
· Storytelling: Share narratives from communities affected by climate change
· Stewardship Mindset: Reframe marketers as “stewards of consumer culture” and consumer well-being; discuss what “mindfulness” and “care” means in the context of marketing management
· UN Sustainable Development Goals: Explore marketing’s role in the context of the SDGs (especially, SDG 13: Climate Action)
Challenging Dominant Logics
· Critical Analysis: Examine how traditional marketing metrics (sales, profit) might conflict with consumer, societal and planetary well-being
· Alternative Metrics: Introduce concepts like “doughnut economics” and triple bottom line (note that this concept is outdated/has been “recalled”; however, it is still recognized in many textbooks etc.)
· Power Structures: Discuss how marketing can perpetuate or challenge systemic inequalities (as discussed in the article: wealth disparities, consumption disparities, carbon footprint disparities)

Additional Pedagogies of Hope Applications
1. Imagining Different Futures
Activity: “Marketing in 2040 Vision Board”
· Students create visual representations of sustainable marketing practices in a climate-resilient (Net Zero) future
· Share visions and identify common themes
· Discuss: “What would need to change to make this vision real?” and “How can we get there?”
2. Problem-Solving Focus
Rather than dwelling on problems, emphasize solutions:
· Case Study: Interface Inc.'s Mission Zero and Climate Take Back initiatives
· Innovation Spotlight: Weekly features on climate-positive marketing innovations and initiatives (e.g., Patagonia, Too Good To Go, Pela Case, Grove; discuss the concept and forms of greenwashing in conjunction with these, or any, case examples for “green marketing” or “sustainable marketing”. 
· Solution Mapping: For every climate challenge discussed, brainstorm 3 potential marketing solutions
3. Community Embeddedness
· Guest Speakers: Invite marketing professionals and/or community leaders working on climate solutions (consider inviting climate activists to illustrate what “agency” entails, and how individuals can make a difference)
· Peer Learning: Students teach each other about different climate solutions
· Alumni Network: Connect with graduates working in sustainable marketing


4. Building Trust
· Transparency: Share the instructor’s own learning journey with climate issues
· Resource Sharing: Create collaborative document of climate marketing resources
· Success Stories: Highlight students and professionals making a positive impact
5. Moving Toward Action
Immediate Actions:
· Sign up for climate (marketing) newsletters, e.g., Katherin Hayhoe’s “Talking Climate” substack; see also Yale Climate Connections
· Join professional associations focused on sustainable marketing, or request additional climate-focused action from top industry associations (e.g., AMA, EMAC, ANZMAC, ICAMA)
· Start personal sustainability audit (focus on impactful behavior, e.g., plant-based diets, transportation, energy consumption)
Medium-term Actions:
· Seek internships with B-Corps or climate-focused organizations
· Attend sustainability marketing conferences
· Create climate-conscious LinkedIn presence
Long-term Actions:
· Career pathway planning toward sustainable marketing roles
· Continuing education in sustainability marketing
· Mentoring others in climate-conscious marketing

Assessment Strategy
Formative Assessment
· Weekly Reflection Prompts: “How has your thinking about marketing’s role in climate change evolved this week?”
· Peer Feedback: Students review each other’s climate marketing ideas
· Self-Assessment: Regular check-ins on emotional well-being and learning goals
Summative Assessment
· Portfolio: Compile manifesto, campaign project, and reflection essays
· Presentation: Share collective agency project with real stakeholders (e.g., student poster showcases, presentations on campus, social media, career fairs)
· Action Plan: Detailed roadmap for implementing climate-conscious marketing in students’ careers


Supporting Resources for Students
Emotional Support
· Campus counseling resources for climate anxiety (e.g., University of Arizona, Johns Hopkins, University of Colorado Boulder, APA)
· Mindfulness techniques for managing overwhelming emotions
· Community support groups for climate action
Professional Development
· List of climate-focused marketing organizations
· Scholarship opportunities for sustainability education
· Mentorship programs connecting students with climate marketing professionals
Continued Learning
· Curated reading list balancing hope with realism
· Podcast recommendations featuring positive climate stories (e.g,, Climate Positive, for overviews, see Foresight, Climate Culture)
· Online courses for developing climate marketing skills

Measuring Success
Student Outcomes
· Increased climate literacy related to marketing
· Reduced climate anxiety paired with increased sense of agency
· Concrete action plans for climate-conscious careers
· Peer support networks formed around shared values
Long-term Impact
· Alumni career choices reflecting climate/sustainability consciousness
· Student leadership in campus sustainability initiatives
· Continued engagement with climate action beyond graduation

Adaptation Guidelines
This framework can be adapted for different marketing courses, for example:
· Digital Marketing: Focus on sustainable digital practices, carbon footprint of online advertising, digital carbon footprint of consumers (incl., social media, AI use, entertainment etc.)
· Market Research: Examine consumer attitudes toward climate change, sustainable consumption patterns
· International Marketing: Explore cultural differences in climate concerns, global supply chain impacts
· Retail Marketing/Supply-Chain: Circular economy principles, sustainable retail practices, scope emissions in a supply-chain context
Important: Instructor Self-Care and Preparation
Managing Climate Emotions
· Acknowledge your own climate anxiety and how it might affect teaching/interaction with students.
· Develop personal practices for staying hopeful and energized
· Connect with other educators implementing climate-conscious pedagogy
Staying Current
· Follow climate marketing thought leaders
· Attend sustainability education conferences
· Participate in professional development on teaching difficult topics
Building Support Networks
· Collaborate with colleagues in other disciplines
· Partner with campus sustainability offices
· Encourage climate action on department level (e.g., PRME)
· Connect with community climate organizations



Example 2:

Climate-Conscious Pedagogy in Action: Analyzing the Science Moms Super Bowl Ad

[bookmark: _Hlk199752799]Course Context
Course: Consumer Behavior or Marketing Communications or Sustainable Marketing
Duration: 1-week module (2 class sessions)

Learning Objectives
1. Critical Media Analysis: Students will deconstruct nonprofit climate marketing strategies and analyze narrative techniques, emotional persuasion strategies, strategic media placement, and measurement approaches to understand how storytelling can drive social action through ethical use of fear and love in messaging
2. Emotional Processing Skills: Students will recognize, validate, and productively channel climate anxiety and other difficult emotions triggered by crisis communication into constructive action planning.
3. Strategic Communication Planning: Students will apply marketing principles (narrative structure, emotional appeal, call to action) to design climate action campaigns for specific target audiences.
4. Professional Skill Application: Students will demonstrate how traditional marketing techniques can be ethically redirected to serve social good rather than commercial consumption.
5. Hope-Centered Action Development: Students will create immediate, medium-term, and long-term action plans that transform climate concern into concrete professional and personal climate solutions.
Expected Learning Outcomes
1. Advanced Analytical Capability: Students articulate specific marketing techniques used in the Science Moms ad and explain how these differ from traditional product marketing in purpose, execution, and measurement.
2. Emotional Resilience Building: Students demonstrate healthy coping strategies for climate anxiety while maintaining engagement with climate issues and developing peer support systems.
3. Creative Campaign Production: Students produce original 30-second climate action advertisements that effectively employ learned marketing principles for specific audiences and contexts.
4. Professional Development Planning: Students create detailed roadmaps showing specific steps to integrate climate consciousness into their marketing careers, including skills development and network building.
5. Community Engagement Skills: Students successfully collaborate with local environmental organizations or campus sustainability initiatives, applying marketing expertise to real-world climate challenges.



Marketing Example: Science Moms “By the Time” Super Bowl Commercial (2025)

The Ad Overview
The Potential Energy Coalition and Science Moms created the first-ever nonprofit climate advertisement to air during Super Bowl LIX. The 30-second commercial features a montage of girls from infancy to the cusp of adulthood, using that timeline to track the progression of the changing climate and its devastating future impacts. The voiceover warns that “by the time a child born today goes to college, it may be too late to leave them the world we promised”, and concludes that “our window to act on climate change is like watching them grow up. We blink, and we miss it.”

Three-Fold Framework Implementation
[bookmark: _Hlk199752984]Applying Climate-Conscious Pedagogy to This Marketing Example

Phase 1: Foster Awareness - Making Climate Connections Visible
Opening Discussion Questions
“What makes this ad different from typical Super Bowl commercials?”
· Students identify that it’s selling urgency, not products
· Discussion of nonprofit vs. commercial messaging strategies
· Exploration of how crisis communication differs from brand marketing
“Why did Science Moms choose the Super Bowl platform?”
· Analyze reach and cost-effectiveness (millions of viewers vs. $7M for 30 seconds)
· Discuss strategic timing during the LA wildfires
· Examine how marketing amplifies important messages beyond traditional channels
Marketing Tools Analysis
· Narrative Structure: Show how the ad uses the classic marketing technique of “day in the life” storytelling, but subverts expectations by showing climate deterioration rather than product benefits.
· Emotional Appeal: Identify how the ad leverages parental love and fear—two of marketing’s most powerful emotional drivers—to motivate climate action rather than consumption.
· Call to Action: Examine how the ad redirects viewers to donate to wildfire survivors rather than purchase products, demonstrating how marketing techniques can serve social good.


Phase 2: Center Students - Addressing Climate Emotions Through Pedagogies of Care
Emotional Processing Activity
Instructor Opening: “This ad might trigger difficult emotions. Let’s acknowledge that together. What did you feel watching it?”
· Student responses typically include:
· Anxiety about the future
· Guilt about personal carbon footprint
· Overwhelming sense of helplessness
· Anger at inaction by previous generations/government/corporations
Applying Pedagogies of Care
Building Relationality
· “How does this ad connect us to the children in our own lives?” (or: our parents/caregivers if talking with younger students)
· “What obligations do we have to future generations?”
· “How might marketing help us rebuild relationships with the natural world?”
Challenging Dominant Logics
· “Traditional marketing often promotes consumption. How does this ad challenge that?”
· “What would happen if more brands prioritized planetary well-being over profit?”
· “How can we use marketing tools and skills to interrupt environmental violence?”
Emphasizing More-than-Human Perspectives
· “The ad mentions ‘millions more acres she could have explored.’ What does this tell us about our relationship with the land?”
· “How does marketing typically represent nature? How is this ad different?”

Phase 3: Build Resilience - Empowerment Through Pedagogies of Hope
Active Hope Framework Application
1. Taking a Clear View of Reality
The ad provides concrete data: “nine billion more tons of carbon pollution in the air by the time the baby draws her first breath”, and references to wildfire destruction.
Class Discussion: “How does the ad balance honesty about climate impacts with hope for action?”



2. Identifying What We Hope For
Vision-Building Exercise: “If you were creating a follow-up ad showing positive climate action, what would it look like?”
· Students envision marketing campaigns promoting renewable energy
· Imagine brands transparently sharing their climate impact
· Visualize consumer behavior change driven by effective messaging
· Imagine transformation of consumer culture and a future, where humans and non-human animals flourish
3. Taking Action
Individual Agency Projects
· Personal Climate Communication Audit: Students analyze their own social media presence for climate messaging
· Brand Advocacy Letters: Write to favorite brands requesting climate transparency
· Skill Development Plan: Identify marketing skills needed for climate communication and persuasion based on scientific facts
Collective Agency Projects
· Campus Climate Campaign: Create Science Moms-inspired campaign for university sustainability initiatives
· Science Translation: Interview climate scientists on campus
· Peer Education Initiative: Develop social media campaign teaching climate facts to fellow students
· Community Partnership: Collaborate with local environmental groups on messaging strategies or K-12 schools
Proxy Agency Exploration
· Policy Advocacy: Research how marketing can support climate legislation
· Professional Network Building: Connect with marketing professionals working in sustainability
· Voter Education: Examine how marketing techniques influence climate policy discussions


Constructive Hope Building
Problem-Solving Focus
Instead of dwelling on climate despair, shift to: “How can marketing be part of climate solutions?”
· Marketing as Climate Solution Examples
· Behavior Change Campaigns: Like Science Moms ad inspiring individual action
· Corporate Transparency: Marketing that honestly communicates environmental impact
· Innovation Promotion: Campaigns that accelerate adoption of clean technologies
· Community Mobilization: Using marketing to build climate action movements
· Community Embeddedness
· Guest Speaker: Invite Potential Energy Coalition representatives to discuss campaign strategy
· Peer Learning: Students research and present other climate marketing campaigns
· Alumni Network: Connect with marketing graduates working on climate issues
Building Trust
· Transparency Exercise: Students share their own climate concerns and actions
· Success Story Collection: Compile examples of effective climate marketing campaigns
· Resource Sharing: Create collaborative database of climate marketing tools and strategies

Moving Toward Action
Immediate Actions (Next Week)
· Subscribe to climate marketing newsletters (like Potential Energy Coalition updates)
· Share the Science Moms ad with personal networks
· Begin following climate marketing professionals on LinkedIn
Medium-term Actions (This Semester)
· Seek internships with organizations engaged in climate communication
· Join campus sustainability marketing initiatives
· Attend webinars on climate marketing strategies
Long-term Actions (Career Planning)
· Choose courses that build climate communication skills
· Pursue marketing roles with climate-conscious organizations
· Develop expertise in measuring the environmental impact of marketing campaigns

Assessment Integration
Reflective Analysis Paper
“How does the Science Moms ad demonstrate marketing’s potential role in addressing climate change? What marketing principles does it employ, and how might you apply similar strategies in your future career?”
Creative Application Project
Students create their own 30-second climate action ad for a specific audience (campus, local community, or professional network), demonstrating mastery of both marketing techniques and climate communication principles.
Professional Development Plan
Students develop a detailed roadmap showing how they will integrate climate consciousness into their marketing careers, including specific skills to develop, organizations to follow, and actions to take.

Adaptation Guidelines
This example works well in courses on:
· Consumer Behavior: Examining how fear and hope influence decision-making
· Advertising Strategy: Analyzing non-commercial persuasive messaging
· Brand Management: Understanding purpose-driven communication
· Digital Marketing: Exploring how campaigns spread across platforms
· Marketing Ethics: Examining responsibility in persuasive communication

Extended Learning Opportunities:
· Potential Energy Coalition Case Study: Examine their other campaigns
· Climate Marketing Career Panel: Invite professionals working in this space
· Measurement Workshop: Learn to evaluate social impact of marketing campaigns
· Community Partnership: Work with local environmental organizations on real campaigns

Instructor Notes
Managing Difficult Emotions:
· Acknowledge that climate topics can trigger anxiety
· Have campus counseling resources readily available
· Balance reality with empowerment throughout the lesson
· Share your own climate concerns and coping strategies





Example 3:

Marketing’s Role in Climate Change: Understanding and Addressing Overconsumption

Course Context
Course: Elective Seminar, Sustainable Marketing, Strategic Marketing, Marketing Theory
Duration: 1-week module (2 class sessions)

Learning Objectives
1. Systems Thinking Development: Students will analyze and articulate the complex relationships between marketing practices, overconsumption patterns, and climate change impacts using systems-level thinking.
2. Critical Professional Reflection: Students will examine marketing’s role in driving overconsumption while processing emotions around professional complicity and maintaining agency for positive change.
3. Alternative Framework Application: Students will evaluate and apply alternative marketing approaches that prioritize planetary and human well-being over traditional growth metrics.
4. Ethical Decision-Making: Students will develop frameworks for making ethical marketing decisions that balance business objectives with environmental and social responsibility.
5. Industry Transformation Strategy: Students will design strategies for influencing the marketing industry toward more sustainable practices through individual, collective, and proxy agency approaches.
Expected Learning Outcomes
1. Comprehensive Impact Understanding: Students clearly explain specific mechanisms by which marketing drives overconsumption (planned obsolescence, emotional manipulation, convenience culture, engineered dissatisfaction) and connect these to climate impacts.
2. Emotional Integration Capability: Students demonstrate the ability to process difficult emotions about professional complicity while maintaining hope and agency for creating positive change in their careers.
3. Alternative Practice Identification: Students identify and analyze successful examples of climate-conscious marketing (Patagonia, Restart Project, Loop) and explain how these models can be scaled and adapted.
4. Personal Professional Manifesto: Students produce comprehensive personal marketing manifestos that define their values-based approach to career choices, success metrics, and ethical decision-making frameworks.
5. Industry Change Leadership: Students develop specific strategies for influencing the marketing profession (or: marketing academia) through professional networks, skill development, advocacy, and mentorship, with concrete action commitments for implementation.




Pre-Session Preparation (Optional)
Emotional Readiness Check: Anonymous survey sent 24 hours before class:
· “How comfortable are you discussing marketing’s potential negative impacts?”
· “What concerns do you have about your future career in marketing/marketing education?”
· “How do you currently think about the relationship between marketing and environmental issues?”

Opening: Setting the Tone (10 minutes)
Instructor’s Vulnerable Opening
“Today, we’re going to examine something that might be uncomfortable: how our chosen profession contributes to one of humanity’s greatest challenges. I want to acknowledge upfront that this might bring up difficult emotions - guilt, anxiety, even anger. That’s normal and valid. Our goal isn’t to shame marketing or marketers, or to make you feel hopeless about your career choice, but to honestly examine our impact so we can be part of solutions.”
Ground Rules for Care
· All emotions are welcome and valid
· We’re here to learn and grow, not to judge
· Focus on systems and structures, not individual blame
· We’ll balance critique with hope and action

Three-Fold Framework Implementation
Applying Climate-Conscious Pedagogy to Critically Assess the Foundations of Marketing

Phase 1: Foster Awareness - The Marketing–Consumption–Climate Connection 
(25 minutes)

Opening Reflection (5 minutes)
· Individual Writing Prompt: “Think about the last major purchase you made that you didn’t really need. What marketing messages or techniques influenced that decision?”

Core Content: The Overconsumption Engine (15 minutes)
· The Marketing–Climate Feedback Loop
· Marketing creates demand for products beyond basic needs
· Increased production requires more resources and energy
· Higher consumption generates more waste and emissions
· Climate impacts threaten the very communities marketing targets
Key Marketing Mechanisms That Drive Overconsumption
· Planned Obsolescence Marketing
· Fashion cycles that make perfectly good clothing “outdated”
· Tech companies promoting annual upgrades for marginal improvements
· Home decor trends that encourage constant redecorating
· Emotional Manipulation
· Status anxiety: “You need this to fit in/stand out/succeed”
· FOMO (Fear of Missing Out): Limited-time offers, scarcity messaging
· Identity marketing: “This product defines who you are”
· Convenience Culture
· Single-use products marketed as “convenient”
· Fast delivery that encourages impulse purchasing
· Subscription models that normalize continuous consumption
· Payment options that enable/facilitate overspending
· Engineered Dissatisfaction
· Always showing customers what they don’t have
· Influencer marketing creating lifestyle envy
· Algorithmic targeting based on insecurities

Case Study Analysis (5 minutes)
Fast Fashion Example: H&M’s marketing strategy (Shein and similar work well too)
· 52 “seasons” per year vs. traditional 4
· Influencer partnerships promoting “haul culture”
· Environmental impact: 92 million tons of textile waste annually
Discussion Questions
· “How does H&M’s marketing directly contribute to overconsumption?”
· “What psychological techniques are at play?”
· “How does this connect to climate impacts?”




Phase 2: Center Students - Processing Complicity Through Pedagogies of Care 
(20 minutes)

Emotional Check-In (5 minutes)
Partner Sharing: Students pair up to discuss:
· “What emotions are coming up as we discuss marketing’s role in overconsumption?”
· “How does this information challenge or confirm your view of marketing?”

Applying Pedagogies of Care (15 minutes)
Building Relationality: Our Connections to Others
Guided Reflection
· “Marketing doesn’t happen in a vacuum. Let’s think about the web of relationships affected by overconsumption:”
· Communities: How does overconsumption impact communities where products are manufactured?
· Future Generations: What world are we creating for children not yet born?
· More-than-Human: How does constant production affect ecosystems, animals, and waterways?
Small Group Discussion (8 minutes)
Groups of 3-4 discuss
· “How might we carry obligations to these others in our marketing practice?”
· “What would it mean to market with care for these relationships?”

Challenging Dominant Logics (7 minutes)
Critical Analysis Questions
· “What assumptions about ‘growth’ and ‘success’ does our profession take for granted?”
· “How might marketing metrics (ROI, conversion rates, customer lifetime value) be complicit in overconsumption?”
· “What would marketing look like if well-being of people and planet were primary goals?”
Key Insight to Share: Marketing education typically doesn’t promote a worldview where well-being of people and planet is primary. We’re trained to optimize for business metrics, not planetary health.


Phase 3: Build Resilience - Hope and Agency Through Alternative Approaches 
(30 minutes)

Constructive Hope Framework (20 minutes)
1. Taking a Clear View of Reality (5 minutes)
· Acknowledge the Scale: Global consumption has increased 6-fold since 1980, with marketing as a key driver.
· But Also Acknowledge Agency: Marketing has tremendous power to influence behavior - which means we can use that power differently.
2. Identifying What We Hope For (7 minutes)
Vision Building Exercise
· “Imagine marketing in 2040 where the industry actively fights climate change instead of contributing to it. What would that look like?”
· Student Brainstorm (collected on whiteboard):
· Campaigns promoting product longevity over replacement
· Marketing for repair services and secondhand goods
· Brands transparently sharing environmental costs/negative externalities
· Advertising that promotes experiences over possessions (note: explore service examples’ carbon footprint)
· Marketing that educates about environmental impact
3. Taking Action - Alternative Marketing Approaches (8 minutes)
Practical Examples of Climate-Conscious Marketing (Note: new examples emerge all the time; look for local companies; identify contemporary change agents in the industry to avoid over-emphasizing the “typical suspects” as noted below):
Patagonia’s “Don’t Buy This Jacket” Campaign:
· Deliberately discourages unnecessary purchases
· Promotes repair over replacement
· Uses marketing to build brand loyalty through values alignment
The Restart Project:
· Markets repair cafes and fixing culture
· Uses storytelling to make repair “cool”
· Challenges throwaway culture through community building
Loop (Circular Shopping Platform):
· Markets reusable packaging systems
· Makes zero-waste shopping convenient and appealing
· Uses gamification to reward sustainable choices

Individual and Collective Agency Building (10 minutes)
Individual Agency: Personal Marketing Manifesto (5 minutes)
· Writing Prompt: “How will you integrate climate consciousness into your marketing career?”
· Guiding Questions
· What types of companies/products will you choose to work with?
· How will you measure success beyond traditional metrics?
· What skills do you need to contribute to developing markets sustainably?
· How will you handle pressure to use manipulative techniques?

Collective Agency: Industry Change Strategies (5 minutes)
Small Group Planning
· Groups identify ways to influence the marketing industry:
· Professional Networks
· Join organizations promoting sustainable marketing
· Attend conferences focused on conscious capitalism
· Build relationships with like-minded professionals
· Skill Development
· Learn to measure environmental impact of campaigns
· Develop expertise in behavior change for sustainability
· Study circular economy principles
· Advocacy
· Push for sustainability metrics in campaign evaluation
· Advocate for ethical guidelines in professional organizations
· Mentor younger marketers in climate-conscious approaches

Closing: Moving Forward with Hope and Purpose (5 minutes)
Integration and Commitment
Final Reflection
“We’ve examined marketing’s role in creating overconsumption and climate change. We’ve also explored how our skills can be part of solutions. The question now is: How will you carry this awareness forward?”
Commitment Circle
Each student shares one specific action they’ll take in the next month to integrate climate consciousness into their marketing practice. Another option is to have students write letters to themselves, collect the letters, and send them to students after a few weeks or months to remind them of their commitment.


Examples might include
· Researching sustainable marketing certifications
· Following climate marketing thought leaders
· Questioning consumption assumptions in current projects
· Connecting with professionals doing climate-conscious marketing

Resources for Continued Learning
Organizations
· Potential Energy Coalition (Science Moms)
· Purpose Disruptors (sustainable marketing community)
· Climate Marketing Alliance
· B-Corp Marketing Community

Reading
· Raworth, K. (2018). Doughnut economics: Seven ways to think like a 21st century economist. Chelsea Green Publishing.
· Chouinard, Y., & Stanley, V. (2013). The responsible company: What we’ve learned from Patagonia's first 40 years. Patagonia.
· Reports from Ellen MacArthur Foundation on circular economy
· Grant, J. (2020). Greener marketing. John Wiley & Sons.
· Iannuzzi, A. (2017). Greener products: The making and marketing of sustainable brands. CRC press.
· Jackson, T. (2016). Prosperity without growth: Foundations for the economy of tomorrow. Taylor & Francis.
· Lim, W. M. (2016). A blueprint for sustainability marketing: Defining its conceptual boundaries for progress. Marketing Theory, 16(2), 232-249.

Professional Development
· Sustainable Marketing Certification programs
· Climate communication workshops; sustainable marketing conferences
· B-Corp marketing case studies

Assessment and Follow-Up
Immediate Assessment
Exit Ticket (2 minutes)
· “What’s one way marketing contributes to overconsumption that you hadn’t considered before?”
· “What’s one action you can take to make your marketing practice more climate-conscious?”
· “What support do you need to integrate these ideas into your career?”

Extended Learning Options
For Motivated Students
· Research Project: Deep dive into one company’s transformation toward sustainable marketing
· Action Project: Develop a campaign promoting sustainable consumption
· Professional Interview: Talk with a marketing professional working in sustainability

Adaptation Notes
For Different Contexts
· Undergraduate version: Focus more on awareness, less on professional application
· Executive education: Emphasize business case for sustainable marketing
· Online delivery: Use breakout rooms for small group discussions, shared documents for collaborative exercises

Managing Difficult Reactions
· Defensive responses: Acknowledge that marketing has many positive aspects; focus on specific practices that can be improved. Discussions are not about blame or guilt; they are about hope, agency and moving ahead into a flourishing future.
· Overwhelming guilt: Emphasize systems thinking over individual blame and individual consumer responsibilization; focus on agency and solutions
· Disengagement: Connect to students’ personal values; show how sustainable marketing can be more fulfilling

Measuring Success
· Students can articulate specific ways marketing drives overconsumption
· Students express realistic hope about marketing’s potential for positive change (in a capitalist society/market economy)
· Students identify concrete actions for climate-conscious marketing practice
· Classroom maintains supportive, non-judgmental atmosphere throughout difficult discussions


Instructor Self-Care Notes
· Acknowledge this is heavy material; have your own support systems
· Be prepared for various emotional reactions from students
· Balance honesty about problems with genuine hope for solutions
· Model the vulnerability and care you’re asking of students
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