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Abstract

Purpose — This paper presents a unique conceptual model that promotes behaviour change with the goal of
creating a more sustainable conscious society. It aims to provide social marketers with insight on how to
influence consumers’ buying behaviour, which is often guided by their misperception of what is a good
Quality of Life (QoL).

Design/methodology/approach — By means of a comprehensive, analytical review of relevant
literature, this paper took a conceptual approach that included the thematic analysis of data sources such as
accredited journal articles, books and other credible published materials.

Findings — Against the backdrop of South Africa’s socio-economic conditions, this model emphasises
the crucial role of individual’s social and personal environment in shaping behaviour. The role of social
marketers is to capitilise on consumers immediate environment to persuade them to consume more
sustainably. It further gives way to the long-term, positive consequences of behaviour change on
consumer’s Quality of Life. The basic premise underlying the conceptual model is eudaimonia, the long-
term subjective well-being of consumers, as a result conscientious consumption practices. The authors
integrate Bandura’s Social Cognitive Theory (1986) and Christie’s Nested model of Quality of Life (2018)
and presents the Social Cognitive Model of Quality of Life.

Research limitations/implications — Such an integrative conceptual model can be used to justify
policy implications, social marketing strategies and behavioural change for the individual consumer to
promote their own subjective QoL while addressing and perhaps mediating the broader social and
environmental concerns. However, the application of this concept within an emerging economy, remains
to be a challenge, as the awareness around sustainable consumption is still in its infant stage.

Originality/value — With the rise of globalisation, consumers in emerging economies aspire to
portray wealth through the acquisition of materialistic possessions. This is even though the majority
live in poverty and cannot sustain a lifestyle that is driven by conspicuous consumption. As a result,
social marketers have a significant responsibility to inRuence consumers buying behaviour towards
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sustainable consumption. This paper presents a model that guides social marketers on how they can
encourage pro-environmental behaviour and create a more sustainably conscious society.

Keywords Social marketing, Sustainable consumption, Emerging economy, Quality of life,
Satisfaction with life

Paper type Conceptual paper

1. Introduction

In recent years, South Africa has experienced a rapid increase in population levels from 40.6
million people in 1996, to more than 60 million in 2022 (Worldometers, 2018; StatsSA, 2022).
The number of people in the emerging middle class is matched by the immense number of
people living under the poverty line (Worldometers, 2018). Furthermore, South Africa is
considered to have the highest rates of income and wealth inequality worldwide (Helliwell
et al., 2022; Head, 2018; Sulla and Zikhali, 2018). Social inequality is closely related to
“relative deprivation” (RD), which refers to the subjective experience of being socially or
economically deprived compared to peers (Balsa et al., 2013; Wickham ef al., 2014). This is
(somewhat ironically) particularly evident amongst affluent consumers in South Africa, who
feel a sense of deprivation towards their social peers in terms of material wealth (Christie,
2018).

One of the main drivers of RD is the need to ease the burden of economic anxiety. This
can be termed as affluenza, which refers to the unsustainable addiction to economic
prosperity that lacks fulfilment (Hamilton and Denniss, 2005). Affluenza stems from cultural
values and not from wealth, reiterating affluenza’s roots in social comparison (Archer, 2013;
Husic and Cicic, 2009; Lui, 2014). Lui (2014) further states that affluenza is not exclusively
concerned with the “rich”, but affects all strata of a population seeing that what was
considered as a luxury item has now become a necessity (for example a smart phone).
Consumers justify their purchases as fulfilling needs but in actuality, it is a subconscious
pursuit to accumulate status symbols. Consumers, and more specifically highly materialistic
people, believe that well-being can be enhanced through their relationships with
possessions, despite the fact that such individuals are less happy and more dissatisfied with
life (Hamilton and Denniss, 2005; Schiffman and Wisenblit, 2015). Consumers have long
since associated the acquisition of materialistic possessions with increased Quality of Life
(QoL) (Muncy and Eastman, 1998), with current sentiments still reflecting such preconceived
notions (Christie ef al., 2016).

In fact, material consumption beyond the point of need can actually reduce the well-being of
people (Burroughs and Rindfleisch, 2002; Costanza et al, 2008), decrease life satisfaction (Belk,
1985), while increasing depression (Kasser and Ryan, 1993). Materialism may therefore have
severe negative connotations for both consumers and society (Belk, 1985; Chancellor and
Lyubomirsky, 2011; Schiffman and Wisenblit, 2015; Sheldon and Lyubomirsky, 2012), and is a
major cause of damage to the natural environment (Pereira Heath and Chatzidakis 2012; WWF
South Africa 2021). Seeing as though materialism and overconsumption are not considered to be in
the best interest of consumers, promoting such consumption practices can in fact, be seen as
socially irresponsible (Muncy and Eastman, 1998).

The relationship between social marketing and QoL has only recently been applied in
areas such as public health and welfare, education, governance and or environmental issues
(Alves et al., 2022), however a dearth in literature remains. Constantinescu (2012) reiterates
that QoL is influenced by a consumer’s consumption decisions, and that social marketing
should be regarded as a platform to promote responsible behaviour from both consumers
and corporations to increase satisfaction with life.



Florence et al. (2022) state that in response to addressing eco-health and individual well-
being, the prerogative of sustainability has come to the fore. As such, social marketing
becomes crucial in the complimentary approach to encourage individuals to perform
behaviours that supports sustainability initiatives. Social marketing has been implemented
fundamentally to promote the adoption of environmentally friendly behaviours and
consumption of “green” products. The approaches that social marketers recommended, have
essentially been aimed at understanding consumer motivation, attitudes and behaviours
and then use said information to implement campaigns that changes consumer behaviour to
such an end. Examples of such initiatives include campaigns that promote the use of public
transport, increasing awareness regarding the reduction of carbon emissions, increasing the
uptake of recycling/reuse/reduction behaviours to name a few (Florence et al., 2022; Kotler,
2002; McKenzie-Mohr, 2000; Peattie and Peattie, 2010; Pearson and Perera, 2018). The
pursuit of (unattainable) well-being through affluenza is, however, still prevalent in society.

The main question that arises is as follows:

QI. How can social marketers influence consumers (misguided) perceptions of life
satisfaction and persuade them to consume more conscientiously and by doing so
promote individual QoL?

Christie’s (2018) Nested Model of QoL propositions conscientious consumer decision-making
that rather takes into account consideration of future consequences on an economic, social
and environmental level to promote QoL as opposed to unsustainable, hedonic pursuits of
momentary, materialistic happiness. However, the review argues that this model should be
re-evaluated and should be promoted and supported from a social marketing perspective to
achieve actual behaviour change. This paper therefore proposes an integration of Bandura’s
(1986) social cognitive theory (SCT) and the Nested Model of QoL (Christie, 2018) as a tool
for social marketers to promote conscientious consumption in pursuit of improved QoL for
citizens of an emerging economy (in particular).

The SCT is a psychological perspective on human functioning and emphasises the
critical role of one’s environment on your behaviour. The theory posits that human
functioning depends on three interacting sets of factors: behavioural, environmental and
personal (Bandura, 1986). This triadic reciprocity emphasises the interplay between people’s
internal state, and their environment, and how actions are formed as a result of this interplay.
This theory is an extension of the social learning theory that highlights the effects of cognitive
processes on an individual's behaviour and on the environment that influences them
(Nickerson, 2022). Rather than passively absorbing information, the SCT emphasises that
learning is an active process that influences the outcomes of individual’s behaviour, and can in
turn alter subsequent behaviours (Schunk, 2012). The main goal of this theory is to explain how
people can achieve goal-directed behaviour through reinforcement, which can be maintained
over time. Bandura (2001) elaborates that the capacity to exercise control over one’s QoL is the
essence of humanness, and people are producers as well as products of social systems. In light
of this assumption, this theory is merged with Christie’s (2018) Nested Model of QoL, which
emphasises a pursuit towards conscientious consumption to promote eudaimonia (and thereby
increase QoL) through a consideration of economic, social and environmental factors, rather
than an unsustainable pursuit of immediate gratification and momentary happiness.

Against this backdrop, social marketers bear the responsibility of influencing consumers
actions to consume more consciously and ultimately enhancing their QoL. Marketing’s
primary focus has always been viewed as enhancing human well-being by satisfying
consumer needs (Sirgy et al., 1982). Social marketing has in the past focussed on a social
advertising approach which consisted mainly of articulating information to influence
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attitudes and behaviours. This later changed to a social communication and promotion
prerogative which aims to promote personal selling and editorial support (Truong, 2014).
Marketers, and social marketers in particular, must however play a role as agents of social
change by serving an all-encompassing message. Wood (2018) concurs with the fore
mentioned but continues to state that social marketing undertakes a shift away from views
such as products needing to be sold, focussing on an individualistic approach and reiterates
Truong’s (2014) sentiment towards a need for a new perspective, which recognises and
addresses the complexities of behaviour change to focus on human beings within a broader
(sustainable) system. This idea of collective input to maximise economic welfare, is evident
in The Darwin Economy, in which Robert Frank (2011) challenges the notion of competition
in an open market and reiterates the prominent role of policymakers in influencing collective
actions. Frank’s ideas in his work, The Darwin Economy, draws on the notion that the
actions and pursuits of self-interested individuals, are likely to have a detrimental effect on
society as a whole. In other words, individual incentives and interests are often at odds with
wider interest groups. Goals should therefore be set with the focus on the well-being of the
group, while enforced by higher entities, such as the government and policymakers.

This study builds on the SCT while incorporating the fundamental elements of sustainable
consumption, with the aim of promoting QoL. The main purpose of the review is to propose a
conceptual framework that merges the Nested Model of QoL (Christie, 2018) with the SCT
(Bandura, 1986) in persuading consumers to change their behaviour and adopt sustainable
consumption practices, which will not only promote sustainable consumption, but perhaps
more importantly for the consumer, increase their individual perspective of their lived QoL as
this is a subjective concept. It contributes to and expands on existing literature within the field
of social marketing and the multi-dimensionality of the QoL concept. Such an integrative
conceptual model can be used to justify policy implications, social marketing strategies and
behavioural change for the individual consumer to promote their own subjective QoL while
addressing and perhaps mediating the broader social and environmental concerns.

2. Methodology

To achieve the aforementioned considerations, this review undertook a conceptual approach
through thematic analysis of relevant literature. According to Truong (2014), conducting
systematic reviews is fundamental to evaluate the academic growth of a discipline, as it
reveals (amongst other factors) theoretical awareness, methodological sophistication and
identifies the direction in which research should progress.

To complete the current review, the authors identified the main dimensions underlying
the theoretical positioning of the study, such as QoL, SCT, satisfaction with life and
sustainable consumption. An analysis of the topics was done by conducting a systematic
literature review through various academic platforms that contained information on the
identified topics. Data sources included accredited journal articles, books, reports and other
credible published materials. To ensure credibility of the data, the authors read the abstracts
and key words of the articles/data sources before continuing with the search. It is important
to acknowledge that only sources published in English were considered for the analysis. The
search was focussed on identifying research particularly related to sustainable consumerism
and enhanced QoL, and included disciplines related, but not limited to social marketing,
marketing and consumer behaviour. However, the approach that social marketing has
undertaken to promote sustainable consumption and improved QoL were of key importance,
and in particular, identifying research to this end that incorporated the SCT. While these
were the guiding constructs used to obtain relevant literature, two theoretical frameworks,
Bandura’s (1986) SCT and Christie’s (2018) Nested Model of QoL, were merged to provide



social marketers with insight on how they can directly influence consumer’s behaviour
through cognitive and environmental factors. By conducting a thorough analysis and
detailed review of these two particular theories, the authors conceptualised a holistic
framework that captures the essence of social cognition, particularly from an emerging
economy’s perspective where the emphasis is on the creation of material wealth and the
growth of the economy, with a drive towards a more sustainable future. This was
undertaken from the perspective of social marketing.

As stated by Kennedy and Laczniak (2016), we reiterate that this is by no means
considered as a comprehensive review of the encompassing social marketing literature.
However, the purpose of the review was to identify the current ideologies surrounding the
promotion of QoL for the consumer in an emerging economy, to provide societal
implications for marketing and other scholarly interpretation to this end, and is therefore
deemed adequate.

3. Literature review

3.1 The concept of social marketing

The concept of social marketing originated in 1971, by Kotler and Zaltman, as an attempt to
address socially relevant issues that began to arise within the broader discipline of
marketing. Although the definition that the authors gave to the concept subsequently
became problematic. Andreasen (1994) has since done extensive research regarding the
topic, and suggested the following definition:

[...] the adaptation of commercial marketing technologies to programs designed to influence the
voluntary behaviour of target audiences to improve their personal welfare and that of the society
in which they are a part.

The author has since continued to promote a clear understanding of social marketing,
specifically focussing on behaviour change (Andreasen, 2003). Social marketing has now
become a well-known concept that is commonly used to promote behavioural change regarding
sustainability issues in particular (Lynes et al, 2014). It focusses on influencing individuals,
communities, policies and societies to encourage positive social change (Zainuddin and Russel-
Bennet, 2017). Contemporary social marketing involves a multi-disciplinary approach with
strategic considerations spanning across upstream (policy), midstream, (service/community)
and downstream (individual) levels to achieve societal well-being (Zainuddin and Russel-
Bennet, 2017). In other words, it spans across an entire eco-system of living organisms (Russell-
Bennett et al, 2019). This eco-system approach operates around individual behaviour that
inhibits overall well-being (article author). The inherent assumption in the eco-system approach
is that institutions, people and technology work together with consumers, firms or government
entities to co-create value (Vargo and Akaka, 2012). As reiterated by Andreasen (2003), social
marketing should by all accounts be used to promote social change and must be used to
compliment approaches to such social change, for example, to increase consumers’ QoL and by
implication the sustainability prerogative.

3.2 Quality of life

QoL refers to the notion of living a good life, which is attained by practical codes of conduct
to engage in a certain positive attitude to life. In other words, it means living a life with a
high quality (Ventegodt et al., 2003). QoL is often differently perceived by individuals based
on their cultural and socio-economic environment, which comprises of three dimensions,
namely, the subjective QoL (individual appraisal of one’s life based on personal evaluation),
the existential QoL (individual appraisal of one’s life based at a deeper level, including
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Figure 1.
Nested model of
quality of life

spiritual and religious resulting in fulfilment) and the objective QoL (an appraisal of one’s
life by the onlookers, and is influenced by cultural contexts) (Ventegodt et al., 2003). These
dimensions are loosely grouped with notions relevant to the QoL, which tend to overlap and
are therefore best presented on a spectrum ranging from the subjective to the objective. The
closer to the centre represents the unification of the subjective and the objective and is
symbolic of the depth of humanity, i.e. a higher state of being (Ventegodt et al, 2003).
Promoting QoL for consumers of an emerging economy is however more complex. While
materialistic possessions, and increased consumption, indicate economic growth and
welfare, materialism and conspicuous consumption is detrimental to the individual’s well-
being (Muncy and Eastman, 1998) and to the broader sustainability agenda. QoL and
consumption in an emerging economy is therefore a multi-faceted issue, but equally as
important as within developed nations (Peattie and Peattie, 2010).

3.2.1 The Nested Model of Quality of Life (Christie, 2018). Ryan et al. (2008) state that
the definition of human happiness is centred on the premise of a good life that represents
human excellence. The authors go on to mention that living well should reflect in decision-
making and voluntarily behaving in a manner that realizes the highest human natures.
Although Deci and Ryan (2000) do however draw a distinction between happiness and
eudaimonia, with the former being a momentary state that may not necessarily lead to
increase QoL and which may even be detrimental in the long term, with the latter
representing a manner of living, intrinsically worthwhile to humans. According to Christie
(2018), for a person to hold a favourable regard for their QoL, a eudemonic pursuit of
consumption should be followed. Satisfaction with life for a person will therefore influence a
person’s perceived subjective well-being. If such satisfaction with life is deemed favourable,
it is assumed that a person’s subjective well-being will also be favourable. The author goes
on to state that this should then reflect in conscientious decision-making, whereby the
consumer will consider long-term meaningfulness associated with consumption choices, as
opposed to immediate gratification (short term happiness), which may indeed represent
materialism and accompanying negative sustainability associations. This is depicted in
Figure 1.

Although the model presented was indeed confirmed, the question remains why prevalent
overconsumption and materialism are still being experienced both within the developing economy;,
but also on a global scale on unprecedented levels. This may be addressed through investigating
human motivation behind the continuation of overconsumption through incorporating theories
related to social cognition within the broader scheme of social marketing.

Immediate
Consequences
(Negative relationship)

Social well-being

Satisfaction with life

Future consequences
(Positive Relationship)

Environmental well-being

Quality of life

Source: Christie (2018)



3.3 Social cognitive theory

The SCT (Bandura, 1986) has become a fundamental resource for evaluating human
motivation and stresses the continuous interaction that exists between the environment,
personal factors and behaviour (Bandura, 1986). The environment is the social and physical
environments that people are exposed to, such as family, friends, colleagues, as well as the
size of the room, the ambience, visual stimuli. Personal factors, also called cognitive factors,
are the cognition of a person, such as personality, self-efficacy, curiosity, attitudes,
expectations. Behavioural factors refer to the impact of the situation, the cognitive
representations of the environment and constant influence of the three components on each
other (Bandura, 1986). Figure 2 presents Bandura’s (1986) SCT.

Cognitive factors: The cognitive or personal factors refer to people’s knowledge,
their expectations and attitudes towards objects and others. It includes the
processes that assist with instigating and sustaining motivational outcomes. Other
cognitive factors are people’s belief and values systems and social comparisons with
others.

Environmental factors: Environmental influences largely refers to the role of others
as socially modelled influences. These influences include celebrities, influencers,
peers, family and any other social influences that consumers are exposed to in their
daily lives. This exposure and observation leads to social comparisons, which affect
motivational outcomes.

Behavioural factors: Key behavioural influences on motivational outcomes are
people’s choice of activities, their skills, practices they engage in, and self-efficacy.
In the model of reciprocal interactions, these factors are both influencers on
motivation, and motivational outcomes. Self-efficacy plays an important role as part
of the behavioural factors, as motivational outcomes can affect people’s self-efficacy
positively and maintain motivational outcomes.

Social marketing approaches that incorporated the SCT has mostly focussed on parental
experiences (Maas et al, 2022; Rai and Biswas, 2022); health behaviour and or food
consumption (Harris et al., 2022; McDivitt et al., 2011; Ryan et al., 2022); and more recently,

Cognitive Factors
(Also called personal factors)
e Knowledge
e  Expectations

e  Attitudes

Determines
Human
Behaviour Behavioral Factors

e  Skills
e Practice

o Self-efficacy

Environmental Factors
Social norms

Access in Community
Influence on others

(Ability to change own environment)

Source: Bandura (1986)
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technology related subjects (Saleme ef al, 2020). When the SCT has been incorporated
regarding pro-environmental behaviours, it has been in conjunction with other theories,
such as goal-framing theory (Rohenkohl ef al., 2023). It is imperative to promote social
marketing campaigns in conjunction with behavioural theories to ensure behavioural
change (Fraze et al, 2010), but more specifically, to promote enhanced QoL through
conscientious decision-making. To this end, the consumer might be more inclined to
participate in such activities, seeing as though their subjective experience will translate into
improved QoL as a personal consideration while also addressing broader contextual issues.

Although Christie’s (2018) model can be used to promote conscientious consumption, and
Bandura’s (1986) theory explains the triadic relationship that forms human behaviour, it is
evident that people are still consuming more than what is sustainable. This unsustainable
consumption is not only detrimental to the environment but also holds severe negative
consequences for the individual consumers’ QoL. Seeing as though consumers are lackadaisical
in changing their consumption habits on their own, social marketing now has a fundamental
role to play in ensuring behavioural change to this end. Through reiterating the aim of
promotion of QoL through conscientious consumption, social marketers have the opportunity
to persuade consumers to become engaged citizens with a regard for the outcome of their
consumption choices as opposed to consumers who discount the future. This review therefore
suggests that the Nested Model of QoL be combined with the SCT, to form the basis of a
behavioural change model from which social marketing can operate. The main contribution of
the proposed model is that it uses the concept of social cognition to promote an individual’s
QoL through the act of sustainable consumption. Social cognition, which is grounded in the
SCT (Bandura, 1986), emphasises the role and importance of individual’s social and personal
factors in influencing their behaviour. It therefore highlights how social marketers can use
social (environmental) and personal (cognition) factors to encourage pro-environmental
behaviour. The proposed conceptual model extends this concept further by emphasising the
(long-term) consequences that individuals will benefit from if they change their behaviour to be
more sustainable, which ultimately lead to a better QoL. Previous studies have not merged
these two concepts of social cognition and QoL.

4. Proposed merged model

The authors therefore propose a conceptual framework, the Social Cognitive Model of QoL,
that suggests the following: to motivate people to consume more sustainably, social
marketers should attempt to reduce consumers’ levels of cognitive dissonance. Seeing as
though people are indeed products of the system in which they find themselves (Bandura,
2001), a consumers’ personal factors, such as economic and social contexts, will influence
their perceived satisfaction with life as stated by the Nested Model of QoL (Christie, 2018).
Additionally, the model also proposes that environmental factors will influence satisfaction
with life. If a consumer’s personal and environmental factors are therefore deemed
favourable, the consumers’ satisfaction with life should also be favourable (Christie, 2018).
Therefore, proposition one is presented:

P1. Personal and environmental factors have a significant influence on satisfaction with
life.

To this end, social marketers can influence consumers’ perception of what it means to hold
favourable “satisfaction with life” (Ventegodt et al., 2003; Constantinescu, 2012), through
applying the SCT (Bandura, 1986). If consumers deem themselves to have such life
satisfaction, it should increase the likelihood of more sustainable consumption practices as



evident from the Nested Model of QoL (Christie, 2018), leading to the formulation of the
second and third propositions:

P2 Personal and environmental factors have a significant influence on sustainable
consumption.

P3. Satisfaction with life has a significant influence on sustainable consumption.

Through considering such sustainability principles (resulting from social marketing
campaigns implementing the SCT (Bandura, 1986)), the consumer will practice conscientious
consumption and exhibit a greater care for the outcome of their consumption choices, as
opposed to immediate gratification only (Lynes ef al, 2014; Peattie and Peattie, 2010). The
concepts of social, environmental and economic well-being can therefore be achieved (Christie,
2018) and thus the fourth proposition is presented:

P4. Sustainable consumption has a significant influence on social, environmental and
economic well-being.

Through promotion of consumption choices that takes into account the triadic reciprocity of
social, environmental and economic well-being, social marketers may therefore promote the
agenda of behaviour change that ultimately improves QoL (including momentary happiness,
but more importantly, a more long-term approach to meaningfulness in life) (Peattie and
Peattie, 2010) as derived from combining the principles of the Nested Model of QoL (Christie,
2018) and Bandura’s (1986) SCT, which leads to the final proposition, namely:

P5. Social, environmental and economic well-being has a significant influence on a
consumers’ QoL.

The new conceptual model is presented in Figure 3.
Derived from the proposed propositions, this paper presents the development of the
Social Cognitive Model of QoL (article author), a theoretical framework that merges

Social Cognitive Theory

Personal
factors

Social
Well-being

|

Quality of Life

Satisfaction

Sustainable Environmental

with life Consumption Well-being
Economic
Well-being Meaningfulness,
Nested Model ofl QoL

Environmental
factors

Source: Authors’ own work (2023)
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Bandura’s SCT (1986) and Christie’s Nested Model of QoL (2018). While Christie’s (2018)
theory presents the consequences of “satisfaction with life” on people’s consumption habits
and ultimately their QoL, it lacks clear direction for the how social marketers can use social
and environmental factors to influence consumer’s buying behaviour. Thus, the first half of
the model (SCT) encapsulates the interplay between personal factors and environmental
factors, and its impact on consumer’s buying behaviour, whereas the second half of the
model extends this concept and proposes a better QoL for individuals if they consumer
sustainably. Therefore, social marketers can encourage sustainable consumption using
cognitive (personal) and environmental factors, which will lead to general well-being (social,
environmental and economic), and consequently, lead to better QoL as a subjective measure,
but which in turn will also promote the sustainability agenda. Previous studies on this topic
have explored these concepts in isolation or incorporated typical theories and constructs,
such as goal-framing behaviour, behaviour change and promoting pro-environmental
behaviour (Alves et al., 2022; Constantinescu, 2012; Florence et al, 2022; Grummon ef al.,
2022; Peattie and Peattie, 2010). What distinguishes this study from others is that it extends
the SCT by merging the concepts of life satisfaction, individual well-being and QoL (derived
from Christie’s Nested Model of QoL, 2018) as consequential variables of behaviour change
and the long-term benefit it poses to individuals. There is evidently a lack of theoretical and
empirical studies that link the concepts of social cognition, life satisfaction sustainable
consumption in an attempt to promote QoL.

5. Implications for social marketers

Thus, from a practical perspective, this paper poses several implications for various
stakeholders to create awareness and promote sustainable consumption through enacting
behavioural change. From a holistic perspective, it is the responsibility of policymakers,
non-profit organizations, companies and brands, as well as ground level society to bring
change by using a unified voice to educate consumers on the consequences of consumption
practices.

For instance, social marketing organisations can promote the negative consequences of
conspicuous consumption by implementing campaigns to create awareness on this matter.
An example could be “buy nothing day”, which is a popular and established annual initiative in
America, that aims to change consumer’s perception towards conspicuous consumption, and
ultimately to change behaviour. Within a South African context, non-profit organisations that
promote social change, can implement campaigns to educate consumers on the negative
consequences of shopping in abundance, by drawing on the impact it has on society, the
associated indebtedness of overconsumption and the environment. For example, providing
informative messages about the amount of clothes that end up in landfills, which is a result of
excessive consumption. By handing down, or donating clothes or upcycling clothes into
materials that can be used by less affluent consumers, for example, the more affluent
consumers will result contribute to not only uplifting the poor’s QoL but also reducing
environmental waste. By means of social media campaigns, non-profit organisations can use
media influencers to educate consumers and create awareness about the devastating
consequences of excessive consumption, both on the environment and less affluent consumer
groups. An example is to create a #hashtag campaign and educate consumers on the meaning
of the concept “less is more”, as a backlash against modern society’s belief that “more is more”.

Non-profit organisations can run campaigns that aim to reduce the inequality gap, by
promoting a model of “conscious consumption” that follows a circular path to encourage
consumer to buy quality rather than quantity. If consumers are motivated to buy less



products, for better quality, the circular economy would benefit greatly. And ultimately, this
is a global goal that all countries should strive for.

Policymakers can implement policies that prohibit brands and retailers from using
persuasive messages that are used to convince consumers to buy products and brands that
are not a necessity. Such messages can focus the concept of “QoL.” by promoting “quality
products” that have a longer life cycle, which will consequently decrease frequent
consumption and encourage better, more sustainable and ultimately conscientious decision-
making. This can be achieved by means of social marketing messages that focus on
consumer values and motivations that aim to encourage consumers to engage in sustainable
buying behaviour; For instance, educating consumers on the consequences of excessive buying
on the environment and society. Companies and brands should re-evaluate the messages that
they convey through their campaigns. In a culture where excessive consumption is promoted
as a tool for conveying “a successful life”, brands should consider the long-term effects of their
campaigns and shift their focus to “quality of life”, rather than “quantity in life”.

It is inevitable to assume that within the context of such research, socio-economic factors
should be considered, and the proposed relationships may vary amongst different social
groups. Therefore, testing this conceptual model amongst different social groups, in both
emerging and developed economies, may yield interesting results. Future research could
consider a qualitative, quantitative or mixed method study by testing the proposed framework.
Further, an empirical study that is comparative in nature can be conducted across countries
with different socio-demographic profiles. The social implications of the adoption of such a
framework within social marketing may therefore lead to improved QoL for the consumer,
while focussing on creating behavioural change for the betterment of not only society but also
the environment on a global scale. In a country such as South Africa, this may then promote
social cohesion between the consumer groups, reducing the income inequality and social
inequality gaps currently being experienced. This in turn may then promote the overall
happiness index of the country as well. A better understanding of the interdependence between
the aforementioned variables will provide valuable insight to policymakers and marketing
practitioners on strategies that can be employed to promote more sustainable consumption
practices. Policy can be used to guide marketing campaigns, once again focussing on a more
holistic approach of promotion of QoL, and not the mere increase in the GDP or economic gain.

6. Concluding remarks and originality

Through a theoretical analysis, this study presents a comprehensive model that social
marketers can use as a persuasive communication tool to motivate people to change their
behaviour and adopt sustainable consumption practices. The model further emphasises the
significance that people’s personal factors and their environment have on their satisfaction
with life and their buying behaviour. If social marketers can change people’s perceptions of
what life satisfaction means and motivate them to consume more sustainably, it will have a
positive impact on society’s well-being, as well as environmental well-being and economic
well-being. And as a result, people’s QoL will improve.

The proposed framework drew on a number of noteworthy databases related to the QoL
concept, such as SAGE, Francis and Taylor, Springer and other related resources. The
conceptual model proposes that consumers’ QoL has a profound effect on both social and
environmental factors, which consequently influence future consequences of their
consumption behaviour. This has been argued from the perspective of social marketing, as
Hastings (2017) mentions that it is indeed crucial for social marketing to reawaken our moral
agency.
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As stated by Truong (2014), it is imperative to evaluate the existing literature within a
field to determine the direction in which research should proceed. Additionally, Fraze et al.
(2010) stress the importance of behavioural theories in contributing towards effective
theoretically orientated social marketing campaigns. Taking cognisance of the current state
of overconsumption in pursuit of increasing QoL, it has become apparent that such an
approach is not only unsustainable but also detrimental to the population and to the
environment on a global scale. The theoretical implication of this review is thus to stress the
importance of re-evaluating the role of social marketing withing the greater reference of
responsibility to curb and more importantly to mediate such frivolous pursuits. This should
however be promoted in conjunction with behavioural theories to ensure lasting behavioural
change.

Social marketing should be used to promote behavioural change to complex problems
created by human beings. This is relevant because consumers remain to perceive materialism
as a reflection of a successful life, and therefore indulge in consumption practices, or over-
consumption, that has negative consequences to themselves and the environment. This
research aims to promote the idea of sustainable consumption and the role that marketers and
policymakers can play to influence consumer perceptions of the idea of a “successful life” and
its’ manifestation through conscientious consumption of materialistic possessions. Consumers
tend to misperceive their level of life satisfaction with the ownership of materialistic
possessions, which is especially prevalent in South Africa, an emerging economy infamous for
its income and wealth inequality.
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