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Abstract: Sustainability has become a hot topic in recent years, and it is essential for businesses to integrate sustainability
into their marketing strategies. However, it is not enough to simply communicate messages related to sustainability in
advertising. The challenge is to create campaigns that inspire consumers to act in ways that are better for the environment.
Currently, many brands are trying to communicate topics related to sustainability in advertising, but not all campaigns will
make people want to treat the environment better. It is knowledge from neuromarketing that allows us to better understand
consumer motivations and behaviour. Thanks to this, brands can communicate their sustainability messages more
effectively. In the article, we focused on a review of existing research that deals with the topics of sustainability in the context
of advertising and consumer behaviour. We describe findings that help in the creation of advertising messages in campaigns
that aim to motivate the consumer to be environmentally responsible. Neuromarketing research provides valuable insights
into the emotional drivers of consumer behaviour, empowering brands to design effective sustainability campaigns.
Companies can drive behaviour change and build a more sustainable future. Ultimately, the effective communication of
sustainability topics in advertising not only benefits the environment but also helps companies build a stronger relationship
with their customers, creating a beneficial scenario for all stakeholders. Our goal is to offer companies recommendations for
a better understanding of their consumers and to be able to communicate sustainability topics more effectively so that they
have a real impact.
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1. Introduction

More and more companies are incorporating the theme of sustainability into their communication activities and
advertising campaigns. This is because they realise that today's consumer does not look at a brand in the same
way as they used to. They are no longer just interested in the lowest price. On the contrary, they also focus on
what values a brand stands for. It is not just about the customer as such. The fact that companies are focusing
on communicating themes such as sustainability, climate change or fairness in working conditions also helps
them considerably in employer branding. This is evident in the Edelman Trust Barometer, which reports that up
to 69% of respondents confirmed that they are more likely to be interested in a job if the company reflects their

values, has a higher sense of purpose or is meaningful work that impacts society and addresses social issues.
Focusing on Corporate Social Responsibility increases customer retention, brand loyalty, improves brand image

and brings more opportunities to attract investment (Murphy, 2022).2

Thanks to advanced technologies that allow us to understand consumer emotions, we can communicate the
individual messages of advertising campaigns more effectively. It is these tools and research in this area that can
help us not to rely on creativity alone. Thanks to neuromarketing, we can find out the effectiveness of individual
advertising campaigns before they are actually launched. This gives us the ability to create marketing campaigns
more effectively, taking into account the consumer and the emotions that the advertising campaign will evoke
in them. Although in the past marketers have relied on a creative approach to advertising as such, wanting to
create interest, surprise or memorability in consumers, few of them have actually used insights from behavioural
science that can be applied to the creation of advertising campaigns. A specific category is campaigns that are
intended to communicate a societal problem. In our work, we further focused on campaigns that aim to
communicate a sustainability message and encourage consumers to engage in more sustainable activities.
Although many companies.

12023 Edelman Trust Barometer. [online]. [2023-05-13]. Available at:

<https://www.edelman.com/sites/g/files/aatuss191/files/2023-

03/2023%20Edelman%20Trust%20Barometer%20Global%20Report%20FINAL.pdf>.

2 MURPHY, B. CH.: Why Social Responsibility Matters to Businesses. [online]. [2023-05-13]. Available at:
<https://www.investopedia.com/ask/answers/041015/why-social-responsibility-important-business.asp>.
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2. Literature review

Sustainable marketing is the process of communicating a company's commitment to the environment to
customers, partners or employees. This can range from supporting organisations that are dedicated to
sustainability to developing products that will have less impact on the environment. For example, many
companies are starting to develop comprehensive plans to achieve sustainability. This is because they have
found that their customers are changing, they are no longer just interested in the lowest price, and if they want
to appeal to them and persuade them to convert, they need to look at this area too.

The goal of sustainable marketing is to promote a company's core values, which in turn will resonate with its
customers. By doing so, businesses can build a relationship with their customers and gain lasting support. In the
context of various environmental adversities, such as excessive air pollution, the climate crisis and biodiversity
loss, for example, customers have become more interested in where their products come from, under what
conditions they were produced, what they contain and the environmental impact of their production.

A number of companies have noticed that customer interest has changed precisely because of the urgency of
solving these problems. However, if they were unable or unwilling to think about improving their product or
production processes, they often resorted to so-called "greenwashing". This is false advertising designed to
convince the customer that the company is acting in accordance with environmental values. It uses a variety of
means to do this, but it is about misleading the consumer. If the consumer subsequently discovers that such
advertising was merely deceptive and therefore greenwashing, their relationship with the brand is negatively
affected.

2.1 Sustainability advertising campaigns

Nowadays, when new businesses are being created in the market quite constantly, it is increasingly important
for consumers if a brand behaves in a socially responsible way. As McKinsey points out in its study on sustainable
packaging, although environmental impact is still not a major factor in consumers' purchasing decisions, it is one
of the things that can positively influence customers and encourage them to buy a product that, for example,

uses packaging that is environmentally friendly (Feber et al, 2023).3 Millennials are becoming a major target
group, with a purchasing power of up to $2.45 trillion. It is this group of shoppers that really care about what
they are buying and where their money is going. More than 70 percent of them prefer to spend their finances

at companies that support their interests (Patel, 2017).4 This is a major reason why companies should not only
look at the environmental side of the products they provide, but also make sure that their marketing
communications clearly communicate to consumers their interest in doing business more sustainably. This is
what can help them to build a long-term relationship with their customers.

Advertising campaigns focused on sustainability have several benefits. As the Green Business Bureau reports,
these include:

e  Attracting customers from the ever-growing market of sustainability-minded consumers.

e  Getting employees who are passionate about making a difference in the world.

e  Building strong brand awareness.

e Shaping a corporate culture that is focused on a higher purpose.

e Winning more tenders, as larger companies or government organisations are increasingly looking

5
for suppliers who have sustainability as one of their values.

3 FEBER, D., GRANSKOG, A., LINGQVIST, 0., NORDIGARDEN, D.: Sustainability in packaging: Inside the minds of US consumers.
[online]. [2023-05-13]. Available at: <https://www.mckinsey.com/industries/paper-forest-products-and-packaging/our-
insights/sustainability-in-packaging-inside-the-minds-of-us-consumers>.

4 PATEL, D.: The Millennial Marketplace and The Propagation Of The Triple Bottom Line. [online]. [2023-05-13]. Available at:
<https://www.forbes.com/sites/deeppatel/2017/07/28/the-millennial-marketplace-and-the-propagation-of-the-triple-
bottom-line/?sh=6d6fleefd04a>.

5 WEST, D.: What Is Sustainable Marketing and Why Is It Important in 2022. [online]. [2023-05-13]. Available at:
<https://greenbusinessbureau.com/business-function/marketing-sales/what-is-sustainable-marketing-and-why-is-it-
important-in-2021/>.
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2.2 Applying knowledge from neuromarketing to the creation of socially responsible campaigns

The use of emotions in marketing as such is a fairly well-known topic. The use of such emotional appeals in
marketing communication is a current trend and the authors consider them an important part of modern

6
marketing practice (Horndk, 2015). The importance of using emotions in marketing is also confirmed by the
study that emotions influence purchase decisions. They are also an inevitable part of all (not only purchasing)
decisions. In his study, the author found that consumers use emotions (experiential and personal) more than

information consisting of data and facts when evaluating brands (Murray, 2013).7 Next research confirms that

8
people mainly use the criterion: "How will | feel when | do it" when making decisions (Demasio, 1998). Several
researches have confirmed that if an advertisement evokes an emotion in the viewer, it is easier to remember.

Neuromarketing research is giving marketers new insights into how to communicate advertising campaigns
more effectively. Often times, when marketing campaigns are implemented, they do not have the benefit that
was originally expected, or even elicit the complete opposite reaction from the customer. We can apply the
individual findings from the field of neuromarketing to the creation of campaigns, but at the same time, thanks
to neuromarketing research, it is possible to verify in advance the effectiveness of advertising and the emotions
it has evoked in the customer.

There are many specificities in campaigns that address sustainability. It's not just a matter of ensuring that
campaigns are well-designed and evoke the desired emotion in the target respondent. It is also about influencing
consumer behaviour to want to be interested in sustainability. Future Proof Insights conducted a study to,
Evaluate the cognitive impact of Sustainability Messaging versus Traditional Promotional & Purpose-Driven
Messaging for both Luxury & Commodity goods. This study compared three different versions of the advertising
message, namely:

e Traditional Promotional: Typical creative or promotional advertising

e Sustainable: environmental related messaging

e  Purpose Driven: Cause based marketing for topics such as Social Justice, Gender, Mental
Health and more

APPROACH/AVOIDANCE - PER MESSAGING APPROACH

While sustainable messaging works in general, traditional messaging approaches are over 10X more effective.

0.002830

_ 2900173,
s

Image 1: While sustainable messaging works in general, traditional messaging approaches are over 10x
effective.

Source: People Care About Sustainability... But Do Shoppers? [online]. [2023-04-10]. Available at:
<https://www.futureproofinsights.ie/2023/03/30/people-care-about-sustainability-but-do-shoppers/>.

The traditional form of the advertising message was more than ten times more effective than a message that
included information about the environment. It is important to note, however, that the study goes on to note

6 HORNAK, P., SURINOVA, S.: Fear in advertising - The phenomenon of fear and its effective use in advertising. In HORNAK,
P. (eds.): Marketing Communication and Media 14. Proceedings of scientific studies in the field of history and theory of
marketing communication and media. Bratislava : Comenius University, 2015, p. 10.

7 MURRAY, N. P.. How Emotions Influence What We Buy. [online]l. [ 2023-05-13]. Available at:
<https://www.psychologytoday.com/intl/blog/inside-the-consumer-mind/201302/how-emotions-influence-what-we-
buy>.

8 DAMASIO, A. R.: Descartes' Error: Emotion, Reason, and the Human Brain. New York : Grosset, 1998, p. 101.
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that these results are individual for different categories of goods. Sustainability-focused advertising messages

performed better for goods that can be described as quury.9

Consumers' views on sustainability often differ from their actual purchasing behaviour. Although people often
state in surveys that they care about protecting the environment and prefer products or companies that share
their values, a study by researchers at Sungkyunkwan University confirms that people are not always willing to
give up their convenience at the expense of sustainability. When shown a green logo that represented a
company that cared about sustainability, research participants demonstrated higher ACC and higher SLP and
lingual gyri activity. This indicates that participants showed greater cognitive resources and more time in
managing green logos. However, this may play a role in building a stronger bond with the company. Based on
these findings from the study conducted, the following recommendations were formulated for the marketing
campaigns:

e Emphasize subtle priming marketing techniques to foster relational reasoning and empower
consumers to make independent product choices.

e  Sustainability campaigns should educate the public about the environmental risks faced by all living
beings, including humans, instead of indiscriminately pressuring consumers towards sustainability.

e  Marketers should showcase additional advantages of sustainable products to meet customers'

10
needs and desires effectively.

Exploring the emotions that people experience in individual advertising campaigns and their impact on viewers'
overall attitudes or decisions can be very useful. This also applies to advertising campaigns that focus on the
topic of sustainability. The consultancy Kantar has compiled an extensive database of ads that address social
and environmental issues. Since 2016, the number of such ads has tripled, but consumers themselves are often
not convinced of the credibility of the ad. As many as 64% of people believe that brands are only engaging on

these issues for profit.11 In collaboration with Emotion Al company Affectiva, they conducted research to provide
a comprehensive view of consumer reactions to the topic of sustainability. They compared successful ads that
addressed various environmental ones to unsuccessful ones. The less successful ones are often more concerned
with describing the problem than solving it. However, by examining emotions when viewing the ads, it was found
that the more effective ads were those that evoked more positive emotions in people. Although they also
contained a proper need to address the environmental issue, these ads contained a more optimistic call to

action. Thus, advertisers should consider incorporating humour and optimism (Pang, 2022). -

Top performing ads with sustainable or social
messaging have a more emotionally positive and
uplifting tone

Faclal responses to

i
messaging ads

Image 2: Ads that are more powerful in communicating socially responsible themes evoke more positive
emotions in consumers

° People Care About Sustainability.. But Do  Shoppers? [online]. [2023-04-10]. Available at:
<https://www.futureproofinsights.ie/2023/03/30/people-care-about-sustainability-but-do-shoppers/>.

10 The Neuromarketing Behind Sustainable Consumer Behavior [online]. [2023-04-20]. Available at:
<https://www.popneuro.com/neuromarketing-blog/consumer-behavior-psychology-sustainability-neuroscience-market-
strategy-eco-friendly>.

11 Navigating the Emotional World of Sustainability in Advertising. [online]. [2023-04-20]. Available at:
<https://www.kantar.com/inspiration/advertising-media/webinar-how-to-navigate-the-emotional-world-of-
sustainability-in-advertising>.

12 PANG, S.: Navigating Sustainability in Advertising with Emotion Al. [online]. [2023-04-20]. Available at:
<https://blog.affectiva.com/navigating-sustainability-in-advertising-with-emotion-ai>.
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Source: LYRHEDEN, F.: 5 Key Insights about Advertising in Times of Crisis [online]. [2023-04-10]. Available at:
<https://blog.affectiva.com/5-key-insights-about-advertising-in-times-of-crisis>.
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Image 3: A sample of the emotions felt by viewers in each sequence of a sustainability ad

Source: PANG, S.: Navigating Sustainability in Advertising with Emotion Al. [online]. [2023-04-10]. Available at:
<https://blog.affectiva.com/navigating-sustainability-in-advertising-with-emotion-ai>.

The integration of communication into sustainability and fashion industry awareness has become essential. The
promotion of sustainable brands and fashion businesses through marketing communication serves as the

primary prerequisite and means to encourage a shift in thinking and alter individual purchasing habits.13
Precisely because brands want to communicate more also the topic of sustainability it is very important to do it
right. Many methods of communication are more likely to create fear or hopelessness in consumers, which is
not desirable in this case, as advertising may not be that effective. Kantar and Affectiva based on research have
identified five key psychological factors that contribute to the success of sustainability messages in
advertisements:

e Nature Connectedness: Capture viewers' ability to connect with the natural world by incorporating
elements that resonate with their relationship to nature.

e Implementation Intentions: Include a clear roadmap towards sustainability within the ad,
effectively communicating a credible strategy for achieving goals.

e ASense of Control: Empower viewers to consciously make changes in their daily activities to adopt
a greener lifestyle, tapping into their intrinsic motivation for personal growth.

e  Mitigating Present Bias: Overcome the tendency for people to view sustainability as a future
problem rather than an immediate concern by using ad creative that highlights the relevance and
urgency of the issue.

e Social Learning: Portray sustainable brand behaviours by understanding and modelling the
behaviours, emotions, and perspectives of others, fostering a sense of social influence and positive

.14
role modelling.

3. Methodology

The aim of our paper was to compile a set of recommendations, based on the analysis of secondary sources, to
help make the communication of the message of sustainability advertising campaigns more effective. In the
context of modern technology and the constant advancement of opportunities in research, we mapped the
opportunities available to brands in leveraging insights from behavioural science and neuromarketing.
Secondary research consists of analysing data that has been collected for other purposes in the past. The data
that we have mentioned in this paper was mainly collected from rolled research conducted abroad, but we have

BYRMINOVA, M., KUSA, A.: Innovative Approaches in Marketing Communication in Sustainable Fashion Business. In NISCO.
A.: Proceedings of the 15th European Conference on Innovation and Entrepreneurship. Roma : Universita degli Studi
Internazionali di Roma. 2020. [online]. [2023-04-20]. Available at:
<https://www.proquest.com/openview/1503caff36253c71cbd32ab063712b39/1?pg-origsite=gscholar&cbl=396494>.

4 PANG, S.: Navigating Sustainability in Advertising with Emotion Al. [online]. [2023-04-20]. Available at:
<https://blog.affectiva.com/navigating-sustainability-in-advertising-with-emotion-ai>.

497
Proceedings of the 18th European Conference on Innovation and Entrepreneurship, ECIE 2023



Alena Kusd and Patricia Belickovad

also drawn from research that has been conducted in the past at our university. This gave us the opportunity to
look at the current situation from a broader perspective. However, the data we decided to analyse could not
come from Slovakia alone, as it is not currently possible to collect enough sources, either in the form of research
or literature, to be able to provide a sufficient number of recommendations applicable to marketing practice.
Neuromarketing research is mostly conducted outside Slovakia, and thus for the relevance and topicality of our
paper we had to use foreign sources. On the basis of the description and subsequent analysis of individual
findings based on neuromarketing research in the context of advertising campaigns focused on sustainability,
we were able to identify the advantages as well as the weaknesses that can be encountered in the development
of marketing communications for brands. We drew data not only from international written sources, but also
through expert lectures and interviews with people working in this field, who were able to provide us with
valuable information for the purpose of improving our work. By summarizing the data obtained from the
qualitative content analysis, we arrived at the possibilities of using neuromarketing, which thanks to such a
summary overview, it is much easier to apply these findings to the process of creating marketing
communications. As we have already mentioned in the thesis, consumers are increasingly concerned about the
values to which a brand ascribes and its overall impact on society and the environment. This is also the reason
why we have chosen a specific type of advertising campaigns for our work, namely those focused on
sustainability. As we expect this topic to be increasingly relevant in the context of a brand's potential
differentiation from its competitors, we see our work as a possible contribution to the design of more effective
advertising campaigns. A disadvantage of secondary data may be its lack of timeliness for the period. Especially
in a field such as neuromarketing, it is very important to examine information for the current period. However,
we have tried to avoid this by obtaining information from as up-to-date and relevant sources as possible. We
have supplemented these with our own knowledge from practice, which we have acquired while researching
the topic or working directly with the individual tools such as eye-tracking, facial recognition, and galvanic skin
response measurements. We have conducted number of academic research studies to gain an understanding of
consumer behaviour in the neuromarketing laboratory at the Faculty of Media Communications of the University
of St. Cyril and Methodius in Trnava. Thanks to that we could better analyse and understand the profound effects
of colours, movements, contrasts, and emotions in shaping individuals' behaviour and decision-making
processes. In this way, we wanted to bring the readers closer to the current state of the possibilities of using
knowledge from neuromarketing in the implementation of marketing activities. We also conducted a content
analysis of the ways in which the different tools used in neuromarketing are used in message development in
advertising campaigns aimed at sustainability, and by deduction we arrived at our own findings.

4. Discussion

The topic of sustainability has recently become very popular not only among the general public, but also in the
communication of brands and companies. Companies have long been focusing on how to build a positive image
of themselves in the eyes of their customers. Price and availability are no longer the only factors. Increasingly,
brands need to pay more and more attention to the environmental impact of their business. Not only do
regulations come from the legislative framework, but often brands are faced with the fact that it is their
customers themselves who care about the brand behaving responsibly. So, their role is also to create
communications that sufficiently describe how the brand feels about sustainability. With the coming climate
crisis, we need to make sure that we communicate more and more to our customers the importance of making
informed purchases. Although many surveys show that people care about the environmental footprint of their
brand, this is not always true. As we described in the article, sometimes it is very difficult for people to give up
their own comfort. So how do you encourage people to prioritise products or services that care about the
environment? How to motivate them to care about this issue themselves? The need to involve emotions in
advertising campaigns has been described in many research studies. Also, in this paper we have mentioned
several studies that discuss the need to use emotions in marketing. With the advent of technology, opportunities
are opening up for brands to get to know their customers even better. It is neuromarketing research and the
application of its findings that can help brands create more effective advertising campaigns that will motivate
people to choose products or services more responsibly. As we stated in the article, it is still not a purely
automatic choice for most people. On the contrary, considering the choice of a particular product that is eco-
friendlier in nature requires a lot of concentration. That is why some people end up opting for a different
product. This may also be due to an automatic perception of a high price. Attitudes towards sustainability vary
not only across countries but also across age generations. It is the knowledge we have gained from secondary
studies and scientific sources that can help brands to focus on how to reach their customers in the right way
when formulating their advertising messages. It is neuromarketing that offers us proven insights into how people
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make real choices, what they experience and what they think. At the same time, these technologies offer
marketers the opportunity to be more responsive to our target audience, specifically at the level of
communicating with the individual. By adapting communication to current trends and verified information from
research, companies are able to choose not only the appropriate moment, but also the form in which to
communicate their message.

5. Results

The paper provides a brief insight into the importance of emotions in marketing. Primarily, however, it looks at
how brands can communicate more effectively in sustainability advertising campaigns thanks to findings from
neuromarketing, i.e. how people actually make purchasing decisions. As this is a great help that has benefits not
only in marketing but also in other areas, such as changing people's behaviour to be more concerned about the
environment, there is a need to continuously engage in finding out new information about this area. It is
understanding customer emotions that offers brands the opportunity to implement marketing activities more
effectively. The effectiveness of various neuromarketing techniques in sustainable advertising is critically
evaluated, considering the implications for promoting environmental behaviours and fostering emotional
connections with environmental issues. The limitations of the study are also discussed, along with potential
avenues for future research. Overall, the results demonstrate the potential of neuromarketing strategies in
enhancing the impact of environmental campaigns. The findings provide valuable insights for practitioners and
researchers interested in leveraging neuroscience-based approaches to drive positive environmental changes
and encourage pro-environmental actions in society. The findings suggest that adding neuromarketing
techniques in environmental campaigns can lead to improvements in behavioural change, engagement, and
message recall. We think that neuroscience-based approaches have the potential to create more impactful and
persuasive campaigns that resonate with audiences on a deeper level. However, while the results are
encouraging, we are sure that further research is needed to fully understand the underlying mechanisms and to
explore how to optimize these strategies for different environmental issues and target demographics.

6. Conclusions

Neuromarketing is increasingly being talked about nowadays, not least because artificial intelligence has made
many of the tools used in this type of research much more accessible to the general public. However, it is still a
topic that is not relevant in every country, mainly because of the lack of financial resources, technology or
qualified research staff. By using insights from neuromarketing or behavioural science, many brands are able to
make their marketing communications more effective and achieve higher conversions. However,
neuromarketing does not only offer the opportunity to increase companies' profits. In our article, we looked at
how neuromarketing insights can make advertising communications that convey a message of sustainability
more effective. Although surveys often claim that people make decisions based on how a company treats the
environment, many studies have shown that this is not yet true. While people may be interested in supporting
a brand that presents itself as more sustainable compared to its competitors, they may be deterred from making
a purchase by the perceived higher price tag associated with a greener product. These attitudes vary not only
across countries, age groups of consumers but also across the category of goods they buy. It is therefore very
difficult, if not impossible, to come up with miracle recommendations to make such specific communication
more effective. Brands therefore need to know very well the situation in their market, their consumers and their
attitudes towards the environment. In this article, however, we make some recommendations that may work to
improve advertising communications that address sustainability. These include, for example, how to work with
people's emotions to ensure that they have the most positive experience possible from a given advertisement.
While there is a need to express concern about the current climate crisis we are facing, there is also a need to
provide people with solutions on how they can make a difference. It is this motivation that will evoke positive
emotions in them, so that they are more likely to make a purchasing decision that is kinder to the planet. The
importance of talking and educating about the climate crisis is used by many brands as it is one of their values
they want to present. However, it is important that they do it in the right way.

7. Limitations and Future Research

Research paper Using neuromarketing to create more effective messages in sustainability advertising is not
without its limitations. While the findings have provided promising insights into the potential of leveraging
neuroscience-based strategies, it is essential to critically examine the boundaries of the study to interpret the
results accurately and to know, how effectively communicate environmental messages.
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The study primarily focused on short-term emotional engagement and changes in human behaviour. Long-term
effects of neuromarketing strategies on sustained pro-environmental behaviours remain unclear, and future
research should explore effects over time.

While neuromarketing provides valuable insights, its usage raises ethical concerns, such as for example
manipulation, regarding privacy, and informed consent. It is essential to continue addressing these issues to
ensure responsible and transparent application of neuromarketing in environmental and sustainable campaigns.

A comparative analysis will offer insights into tailoring strategies to optimize campaign outcomes for specific
environmental issues and target audiences. Future research should compare the effectiveness of different
neuromarketing techniques.

Cross-cultural investigations are crucial to understanding how neuromarketing strategies may vary across
different societies. Cultural nuances should be considered when designing effective campaigns for specific
targets.

In conclusion, while this study provides interesting insights into the potential of neuromarketing in advertising,
there are inherent limitations which is important to take into account.
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