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Environmental degradation, social unrest, and uneven development in Nigeria’s Niger 

Delta have intensified calls for innovative, sustainability-driven strategies that 

reconcile economic activity with environmental responsibility. Hence, this study aims 

to critically examine how environmental marketing functions as a strategic instrument 

for advancing sustainable development in Nigeria’s Niger Delta region. Adopting a 

qualitative content analysis approach, the research analyzed 50 purposively selected 

documents published between 2013 and 2024, including peer-reviewed articles, 

corporate sustainability reports, and government policy papers. Findings revealed that 

Corporate Social Responsibility (CSR) emerged as the dominant environmental 

marketing theme, cited in 85% of reviewed materials, followed by eco-friendly product 

promotion (72%), environmental certifications (60%), and stakeholder engagement 

(55%). These findings demonstrate a growing awareness of sustainability underscore 

the limited translation of policy into practice. The study further mapped environmental 

marketing initiatives against the United Nations Sustainable Development Goals 

(SDGs), identifying the strongest alignments with SDG 12 (Responsible Consumption 

and Production) and SDG 13 (Climate Action), while SDG 15 (Life on Land) received 

less emphasis, exposing a gap in biodiversity-centered marketing strategies. Analytical 

interpretation, grounded in Kotler’s Societal Marketing Concept and Peattie’s 

Sustainable Marketing Model, suggests that environmental marketing in the Niger 

Delta often remains surface-level—driven more by branding imperatives than by 

genuine ecological accountability. Key challenges identified include weak regulatory 

enforcement, minimal community participation, and insufficient transparency in 

environmental data reporting.  It concludes that environmental marketing must 

transition from symbolic CSR to a participatory, evidence-based practice grounded in 

transparency, localized green innovation, and community engagement. While, It 

recommends stronger policy enforcement, inclusive stakeholder collaboration, and 

integration of environmental education into corporate and governmental sustainability 

programs. 
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INTRODUCTION 

In recent decades, environmental challenges have 

assumed heightened global significance, 

permeating economic, social, and governance 

systems, as persistent problems such as pollution, 

oil spills, and climate change increasingly demand 

coordinated, long-term responses at multiple scales 

(Omoyajowo et al., 2024). In resource-dependent 

regions such as Nigeria’s Niger Delta, the tension 

between economic development and environmental 

sustainability is rooted specifically in decades of 

intensive oil and gas extraction. Crude oil 

exploration, pipeline transportation, gas flaring, 

and frequent oil spills have generated substantial 

national revenue, yet they have simultaneously 

devastated farmlands, mangrove forests, rivers, and 

fisheries that sustain local livelihoods. 

Communities whose economies traditionally 

depended on farming and fishing have experienced 

declining income, health risks from polluted water 

and air, and a sense of political and economic 

exclusion. This pattern of extractive-led growth 

where benefits accrue largely to the state and 

multinational oil companies while environmental 

costs are borne locally, has entrenched social 

discontent, protest, and episodic conflict across the 

Niger Delta (Ironkwe & Success, 2017). 

 

Within this context, marketing emerges as a 

powerful but yet underutilized instrument for 

environmental transformation. Modern marketing 

extends beyond promoting products to shaping 

consumer behavior, influencing corporate ethics, 

and driving policy reforms. Scholars such as Sheth 

and Parvatiyar (2020) argue that marketing can 

contribute meaningfully to sustainability by 

embedding environmental and social values into 

business strategy. However, in many developing 

contexts, sustainability remains a secondary 

branding concern rather than an integrated 

operational philosophy. 

 

Although sustainability-oriented marketing is 

widely promoted in global marketing literature as a 

catalyst for ethical consumption and long-term 

value creation, empirical studies have largely 

concentrated on Western economies and firm-level 

green branding practices within mature markets. 

This emphasis has resulted in limited scholarly 

attention to how sustainability marketing 

frameworks can be localized for resource-

dependent and environmentally degraded contexts, 

such as oil-producing communities in Nigeria’s 

Niger Delta, where environmental harm from 

extractive activities directly undermines 

livelihoods, social trust, and market participation 

(Peattie & Belz, 2010; Leonidou & Katsikeas, 

2012; Visser, 2008). Specifically, the Niger Delta’s 

unique environmental and socio-economic 

challenges such as oil pollution, loss of livelihoods, 

and community unrest have not been adequately 

examined through the lens of environmental 

marketing. As Okonkwo and Uzonwanne (2024) 

argue, there remains a critical gap in applying 

sustainability marketing principles to African 

contexts, where environmental crises are deeply 

intertwined with economic survival and social 

justice, thus requiring an inclusive, community-

driven marketing approach that reflects local 

realities. Existing studies tend to emphasize 

regulatory failures and corporate social 

responsibility but rarely explore how marketing 

communication, consumer education, and 

stakeholder engagement can be strategically 

employed to promote sustainability in the Niger 

Delta’s extractive economy.  

 

This oversight represents a crucial research gap: the 

absence of empirically grounded frameworks 

connecting environmental marketing strategies 

with regional sustainability outcomes in oil-

producing communities. This paper seeks to 

address that gap by examining how environmental 

marketing principles can be applied to advance 

ecological recovery, community engagement, and 

inclusive growth in the Niger Delta. By linking 

marketing strategy to sustainability imperatives, it 

aims to demonstrate that marketing can evolve 

from a tool of consumption to a mechanism for 

environmental stewardship and socio-economic 

resilience. 

 

LITERATURE REVIEW 

Contemporary Environmental Marketing and 

Sustainable Development  

Over the past twenty years, global economic 

growth has improved millions of lives, yet this 

progress often comes at the expense of the 

environment and the most vulnerable populations. 

Many people still lack basic needs like clean water 

and energy, while climate change, pollution, and 

ecosystem loss continue to escalate (Onditi, 2020; 

Tribhuwan, 2021). These challenges have elevated 
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sustainability from a buzzword to a core element of 

corporate strategy. Companies are now recognizing 

that balancing economic growth with 

environmental preservation is not just ethical but 

essential for long-term success. Sustainable 

development meeting today's needs without 

endangering future generations has become central 

to global and national conversations.  

 

In Nigeria, this concept is especially relevant due to 

its rich natural resources and pressing 

environmental issues. Poor resource management 

has led to widespread degradation, threatening both 

the environment and long-term economic potential 

(Ejumudo, 2015). Sustainable development calls 

for businesses to rethink their practices, adopt 

responsible resource use, and align with principles 

of corporate social responsibility (CSR) and 

stakeholder engagement. Environmental marketing 

plays a vital role in this transformation. Although 

marketers have historically promoted unsustainable 

consumption, the shift toward green strategies such 

as promoting eco-friendly products and ethical 

practices which is becoming more widespread in 

Nigeria. Companies that align their brands with 

environmental responsibility are not only gaining 

consumer trust but also contributing to a broader 

movement for sustainable growth. While 

challenges remain, particularly in turning values 

into action, the momentum toward a greener, more 

equitable economy is gaining strength, offering 

both hope and opportunity for Nigeria’s future.  

 

The problems and opportunities that companies 

encounter when incorporating sustainability into 

their marketing strategies are reflected in current 

environmental marketing issues. Global trends, 

consumer behavior, technological breakthroughs, 

and legislative developments all have an impact on 

these concerns. The current landscape of 

environmental marketing is diverse and ever-

changing, mirroring the increasing intricacy and 

significance of sustainability within the economic 

domain. Businesses need to approach these 

challenges with genuine commitment, innovation, 

transparency, and strategic foresight. As Peattie and 

Belz (2022) observe, the evolution of 

environmental marketing is now shaped by 

heightened consumer awareness, regulatory 

pressures, and digital transformation, demanding 

that firms embed sustainability not as a peripheral 

agenda but as a central strategic driver of 

competitiveness and trust. Businesses can meet 

consumer and regulatory expectations, achieve 

long-term profitability, and make constructive 

contributions to society and the environment by 

properly addressing these concerns. Some of issues 

are addressed significantly as below:  

 

Green Technology Marketing 

The goal of green technology marketing is to raise 

awareness of ideas and technologies that support 

environmental sustainability. It entails discussing 

the usefulness of adopting and utilizing green 

technologies in addition to emphasizing their 

advantages for the environment. Effectively 

resolving customer concerns and legal constraints 

with highlighting the financial and environmental 

advantages of sustainable technologies is known as 

"green technology marketing." Companies may 

foster trust, engage target audiences, and promote 

the adoption of green technologies by utilizing 

creative marketing methods, transparent reporting, 

and educational content. Marketing campaigns for 

green technologies can be made even more 

successful by strategically addressing current 

issues. 

 

In today's world, the term "green" is highly 

fashionable, appearing in contexts such as green 

technology, green products, green financing, and 

most notably, green marketing. Green technology 

must be used or promoted in the present market 

since consumers are becoming more concerned 

with their health and take great care when 

consuming any goods or services. In order to take 

advantage of the newly available prospects and 

guarantee a higher standard of living through 

sustainable growth of the new idea (Gour & 

Agarwal, 2024). The term "green technology" 

refers to any goods and services associated with 

green marketing that lower expenses, energy usage, 

waste production, and numerous other risky 

practices. At a compound annual growth rate of 

20.8%, the size of the global market for green 

technology and sustainability is expected to 

increase from $16.50 billion in 2023 to $61.92 

billion by 2030 (Gour & Agarwal, 2024).   

Therefore, one adduce that green technology 

marketing is geared towards converting resources 

to sustainability. Green Tech Marketing cannot be 

over stressed, no environmental system can solve 

with the adoption of green marketing in the 21st 

century.  
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Green technology marketing focuses on promoting 

technologies that are designed to have a positive 

impact on the environment. These technologies 

often aim to reduce pollution, conserve resources, 

and improve overall sustainability. Green 

technology marketing plays a crucial role in 

promoting and advancing environmental 

sustainability. By effectively marketing green 

technologies, businesses can drive adoption, 

support environmental goals, and contribute to a 

more sustainable future. This approach not only 

benefits the environment but also enhances brand 

reputation, engages consumers, and supports long-

term business success. According to Kumar and 

Sharma (2023), the strategic communication of 

green innovations not only accelerates the diffusion 

of eco-friendly technologies but also helps 

companies position themselves as leaders in 

sustainability-driven markets, fostering consumer 

trust and long-term competitiveness. 

 

Climate Action and Regenerative Marketing in 

Nigeria’s Sustainability Drive 

Climate action marketing is more than just a trendy 

phrase. It is a vital tool for shaping the future of our 

planet. It involves promoting actions, products, and 

behaviors that reduce climate change and support 

long-term sustainability. This approach plays a 

crucial role in helping individuals and communities 

embrace eco-friendly habits, such as using 

renewable energy, reducing waste, or supporting 

sustainable brands. Governments and businesses 

can use marketing campaigns not only to educate 

the public but also to motivate real behavioral 

change (White, Hardisty & Habib, 2022). In 

Nigeria, climate action marketing is gaining 

traction as part of a broader push to meet global 

climate goals, especially under international 

agreements like the Paris Accord and the United 

Nations Framework Convention on Climate 

Change (UNFCCC). The 2021 UN Climate Change 

Conference (COP26) reaffirmed the urgency for 

countries like Nigeria to commit to net-zero targets, 

protect vulnerable ecosystems, and mobilize 

funding for climate resilience. While Nigeria has 

taken steps by endorsing the Climate Change Act 

and aligning with global efforts, the country still 

faces challenges in meeting both its unconditional 

and conditional carbon reduction targets. Bridging 

this gap will require not only foreign support but 

also stronger domestic policies and investments in 

renewable energy (Adenle, 2023). This is where 

climate action marketing comes in—it has the 

potential to influence public opinion, shift 

behaviors, and promote innovation. When executed 

effectively, it can strengthen brand reputation, 

attract environmentally conscious consumers, and 

drive long-term value. It’s not just about selling 

green products; it's about telling meaningful stories 

that inspire collective climate responsibility. 

 

Furthermore, regenerative marketing introduces a 

powerful evolution of sustainability thinking. 

Rather than simply “doing less harm,” regenerative 

marketing actively works to restore and rejuvenate 

the environment, communities, and economies. It is 

a bold strategy rooted in the idea of leaving the 

world better than we found it. For Nigerian 

businesses, this could mean investing in 

biodiversity, supporting local farmers, reforesting 

landscapes, or engaging deeply with communities 

to co-create sustainable solutions. As Fullerton and 

Shetzer (2023) note, regenerative marketing goes 

beyond traditional sustainability models by 

embedding ecological renewal and social equity 

into every layer of business strategy, ensuring that 

marketing contributes to long-term planetary health 

rather than short-term gain. Regenerative 

marketing is based on five core principles: 

i. Restoration and Renewal: Actively reversing 

environmental damage and supporting 

biodiversity. 

ii. Systems Thinking: Understanding how 

business decisions impact interconnected 

ecological and social systems. 

iii. Positive Impact and Value Creation: Ensuring 

that both communities and nature benefit from 

corporate actions. 

iv. Community and Stakeholder Engagement: 

Working collaboratively with local 

populations and stakeholders to create shared 

value. 

v. Long-Term Vision: Focusing on future 

generations by prioritizing enduring impact 

over short-term profits. 

 

What sets regenerative marketing apart is its 

transformative nature. While traditional 

sustainability seeks to maintain current conditions, 

regenerative marketing reimagines the role of 

businesses as agents of healing and innovation. It 

encourages organizations to look beyond 

immediate financial returns and to invest in social 

equity, environmental repair, and economic 
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resilience. As Brower (2022) emphasizes, 

regenerative business models challenge firms to 

move from extractive to restorative practices by 

creating value that strengthens ecosystems and 

communities while ensuring long-term profitability 

and trust. In Nigeria, where the effects of climate 

change are already visible from floods to 

desertification; this approach could be a game-

changer. It gives businesses a roadmap to not only 

thrive economically but also to serve as stewards of 

a more just and sustainable future. In conclusion, 

both climate action and regenerative marketing are 

essential pillars for any organization that wants to 

remain relevant in a changing world. As Nigerian 

businesses and policymakers continue to tackle the 

challenges of climate change, these marketing 

strategies offer a meaningful path forward that 

combines purpose, innovation, and long-term 

impact. 

 

Corporate Activism Marketing: A Tool for 

Purpose-Driven Impact 

Corporate activism marketing is more than just 

promoting a product. It is about using a company’s 

voice, resources, and influence to champion 

political, social, or environmental causes. Unlike 

traditional marketing, this often focuses on profits 

and brand visibility, this strategy centers on real-

world issues that matter deeply to people. Climate 

change, social justice, and community wellbeing, to 

name a few (Dodd & Supa, 2022). When a 

company authentically aligns itself with a cause, it 

shows customers, employees, and society at large 

that it stands for more than business as usual. This 

isn’t about per formative gestures; successful 

corporate activism marketing demands sincerity, 

transparency, and a genuine commitment to 

change.  

 

Today’s consumers, especially younger 

generations are more likely to support brands that 

reflect their values. By taking a stand, companies 

not only build trust but also forge deeper, more 

meaningful connections with their stakeholders 

(Vredenburg, Kapitan, Spry & Kemper, 2023). 

According to Patel & White, 2024 environmental 

sustainability is one area where corporate activism 

has become particularly powerful. Companies are 

using their platforms to advocate for climate 

policies, reduce their carbon footprint, and inspire 

action across industries and communities. When 

integrated into a brand’s identity and marketing 

strategy, activism becomes a catalyst, not just for 

awareness, but for real environmental progress. 

 

Moorman (2023) explains that it is essential to 

distinguish between corporate social responsibility 

(CSR) and corporate activism. While CSR involves 

internal programs that enhance social and 

environmental welfare, activism pushes beyond 

company boundaries; it seeks to transform systems, 

influence public discourse, and drive policy 

change. True corporate activism means taking a 

public stance on critical societal and environmental 

issues, even when doing so carries reputational or 

political risks. For businesses willing to walk the 

talk, corporate activism marketing can boost brand 

loyalty, enhance reputation, and contribute to a 

more equitable and sustainable future. The key is to 

be authentic, consistent, and committed because in 

today’s world, silence is no longer neutral, and 

values-driven action is a brand’s most powerful 

message. 

 

Embracing Sustainable Marketing for a Better 

Future 

Sustainable marketing is more than a slogan. It is a 

movement, a commitment, and a responsibility. It 

challenges us to rethink how we promote products 

and services, ensuring they align with the 

environmental and social goals of our time. As 

businesses across the globe and especially in 

Nigeria grapple with ecological degradation and 

consumer awareness, sustainable marketing 

provides both a roadmap and a rallying call (Kotler 

& Armstrong, 2023). Elkington (2021) argues that 

one of the core ideas is simple yet profound: we can 

no longer separate business success from 

environmental responsibility. Companies must now 

integrate sustainability into their core strategies, not 

just for reputation, but for survival. And that starts 

by confronting some hard truths. Take green-

washing, for example: a deceptive tactic where 

companies pretend to be eco-friendly. This 

undermines real progress and erodes consumer 

trust. Especially in regions like the Niger Delta, 

where oil spills and pollution have scarred 

communities, pretending to care is worse than 

doing nothing. Transparency, honesty, and 

accountability are no longer optional, but 

expectations. 

 

The region also faces the challenge of 

environmental negligence, often fueled by profit-



Owhoeke (2025) / GJESS, 2(2), October, 77 – 91. 

 

82 

 

driven motives and weak regulatory enforcement. 

In the Niger Delta, oil companies have reaped 

enormous profits while leaving behind devastated 

lands and livelihoods. Such disregard is not just 

unethical but unsustainable. Therefore, it is time to 

hold corporations and governments accountable, 

ensuring that the environmental costs of 

development are not ignored. But the story doesn’t 

have to be grim. There’s hope in the power of green 

branding. A compelling green brand is not about 

having a leafy logo, but about genuinely integrating 

eco-conscious practices into the business model. 

From adopting green technologies to training the 

local workforce, companies can become champions 

of both environmental and economic development. 

As seen in examples like Stony field Organic and 

Subaru, environmental leadership can co-exist with 

profitability (Del Río-González et al., 2022). 

 

Packaging is another area where companies can 

make an immediate impact. Eco-friendly 

packaging reduces waste and carbon emissions, 

contributing to a healthier planet. It is not just about 

what you sell, but how you sell it; every material 

and process matters. At the heart of all this lies 

ethical commitment. Sustainable marketing is 

rooted in ethics, which is doing what’s right, even 

when it’s not convenient (Nguyen, Lobo & 

Greenland, 2023). It is about intergenerational 

justice: ensuring that our actions today don’t rob 

future generations of their right to clean air, water, 

and opportunity. Unfortunately, in places like the 

Niger Delta, this ethical vision is often missing, 

creating a disconnect between government, 

corporations, and the people. 

 

To truly move forward, monitoring and 

accountability must be built into sustainability 

strategies. Tracking environmental impact, setting 

Key Performance Indicators (KPIs), and publicly 

reporting progress isn’t just good practice, it is 

essential. As highlighted by Prakash (2024), 

sustainable marketing is not a passing trend. It is 

becoming the gold standard as consumers 

increasingly align their purchases with their values. 

In the end, sustainable marketing is about creating 

value that lasts for people, for the planet, and for 

profits. It is a call for businesses to step up, speak 

truthfully, act responsibly, and become forces of 

real, measurable change. Whether in Lagos, 

London, or the Niger Delta, the principles remain 

the same: think long-term, act ethically, and market 

responsibly. Our future depends on it. 

 

The Niger Delta represents one of the most striking 

paradoxes in contemporary development discourse. 

It is a region endowed with vast oil and natural 

resources yet persistently trapped in poverty, 

ecological degradation, and social unrest. For 

decades, the pursuit of economic growth in this 

region has been driven by extractive industries 

whose operations have inflicted significant 

environmental harm. Oil spills, gas flaring, and 

unregulated industrial waste have destroyed 

farmlands, polluted water bodies, and disrupted 

biodiversity that once sustained rural livelihoods 

(Orogun, 2022). This ecological devastation not 

only undermines the region’s natural capital but 

also widens the gap between corporate profitability 

and community welfare. Despite growing global 

awareness of sustainability and the rise of green 

business models, the Niger Delta continues to lag 

behind in adopting environmental marketing 

strategies that integrate ecological responsibility 

with business success. 

 

From a sustainability perspective, it is evident that 

many corporate actors in the region continue to 

treat environmental concerns as peripheral 

considerations rather than as integral components 

of long-term organizational resilience and regional 

sustainability. Environmental marketing anchored 

on the principles of eco-friendly production, green 

innovation, and social responsibility offers an 

practical framework for bridging this gap. Yet, in 

the Niger Delta, its potential remains largely 

untapped due to weak institutional frameworks, 

limited awareness, and fragmented policy 

implementation. 

 

This study, therefore, is driven by a dual 

motivation: first, to interrogate the deep-rooted 

culture of environmental exploitation that has 

shaped business and governance practices in the 

Niger Delta; and second, to reposition 

environmental marketing as a viable pathway 

toward sustainable development. The overarching 

goal is to demonstrate how strategic, localized, and 

inclusive marketing practices can serve as tools for 

ecological accountability, community 

empowerment, and economic renewal. 
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Specifically, this study aims to evaluate the existing 

gaps in industrial environmental practices within 

the Niger Delta, analyze how environmental 

marketing can drive sustainable and transparent 

business strategies, explore the collaborative roles 

of government, communities, and corporate actors 

in promoting environmental responsibility, and 

propose context-driven strategies for localizing 

environmental marketing in alignment with the 

region’s socio-economic realities and the global 

Sustainable Development Goals (SDGs). 

Ultimately, the purpose of this study is not merely 

to critique existing failures but to chart a 

transformative agenda that connects business ethics 

with environmental stewardship. By reframing 

environmental marketing as a driver of inclusive 

growth, the research aims to inspire a new model of 

development, one that reconciles profitability with 

planetary and human well-being in the Niger Delta. 

 

MATERIALS AND METHOD  

 

This study adopted a qualitative research design, 

specifically utilizing content analysis to explore 

how environmental marketing strategies contribute 

to sustainable development in the Niger Delta. The 

qualitative approach was chosen to enable a deep 

and interpretive understanding of the ways in which 

marketing practices, corporate behaviors, and 

policy frameworks intersect to influence 

environmental outcomes. Data were derived 

exclusively from secondary sources, including 

peer-reviewed journal articles, policy papers, 

environmental audits, sustainability reports from 

multinational oil corporations, and publications 

from government agencies and advocacy groups. A 

purposive sampling technique was employed to 

ensure the inclusion of materials that explicitly 

address green marketing, corporate social 

responsibility (CSR), environmental sustainability, 

stakeholder engagement, and Niger Delta–specific 

ecological issues. The initial search covered major 

academic databases (Scopus, Google Scholar, 

Research-Gate) using keywords such as 

“environmental marketing,” “sustainability,” 

“Niger Delta,” “CSR,” and “green consumer 

behavior.” From an initial pool of 112 documents 

published between 2013 and 2024, a total of 50 

were purposively selected for in-depth qualitative 

analysis. The selection was guided by three key 

criteria. First, relevance: only studies explicitly 

addressing themes that link marketing, corporate 

social responsibility (CSR), and environmental 

sustainability within the Nigerian or Niger Delta 

context were included. Second, credibility: sources 

were limited to peer-reviewed journal articles, 

official policy documents, environmental audits, 

and sustainability reports from multinational oil 

corporations, and documents from recognized 

government and advocacy institutions. Third, 

recency and contextual depth: priority was given to 

materials providing up-to-date information, 

empirical evidence, and nuanced regional 

perspectives. To ensure validation and reliability, 

the selected documents were cross-verified for 

authenticity, publication status, and citation 

frequency.  

 

In addition, inter-source consistency was 

maintained by triangulating data across academic 

and institutional materials to reduce bias and 

enhance interpretive accuracy. This systematic 

approach strengthened the methodological 

credibility of the study by ensuring that the 

analyzed content was both authoritative and 

contextually representative. The study adopted a 

hybrid (deductive–inductive) coding approach 

within a systematic qualitative content analysis 

framework. Deductively, an initial coding structure 

was developed from established environmental 

marketing and sustainability literature, particularly 

constructs relating to corporate environmental 

practices, consumer engagement, regulatory 

alignment, and community-level outcomes.  

 

Inductively, additional codes and sub-themes were 

allowed to emerge from the empirical materials 

specific to the Niger Delta context, capturing 

locally grounded issues such as extractive-industry 

impacts, community trust, and socio-environmental 

vulnerability. The United Nations Sustainable 

Development Goals (SDGs 12: Responsible 

Consumption and Production; 13: Climate Action; 

and 15: Life on Land) were not treated as a priori 

codes but rather as an interpretive analytical lens 

applied during the thematic integration stage. 

Following thematic categorization in NVivo 14, the 

identified themes were systematically mapped 

against the selected SDGs to assess the extent to 

which observed environmental marketing practices 

aligned with global sustainability benchmarks. This 

mapping enabled the evaluation of both 

convergence and gaps between local marketing 

practices in the Niger Delta and internationally 
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articulated sustainability objectives, thereby 

strengthening the analytical rigor and policy 

relevance of the findings. The model provides a 

robust framework for future quantitative or mixed-

method studies exploring sustainable marketing 

implementation within Nigeria’s oil-producing 

regions. 

 

RESULT AND DISCUSSION 

 

The content analysis of 50 selected documents 

including corporate sustainability reports, 

government policy papers, and academic articles 

revealed several key themes in environmental 

marketing practices and sustainable development 

efforts within the Niger Delta. The findings 

highlight both progress and persistent challenges in 

aligning marketing strategies with ecological 

preservation and community welfare. The Table 1 

summarizes the major recurring themes identified 

in the analyzed documents on environmental 

marketing within the Niger Delta region 

The analysis mapped the identified environmental 

marketing and sustainable development themes in 

the Niger Delta against relevant Sustainable 

Development Goals (SDGs) to assess strategic 

alignment and priority areas for action. This 

mapping highlights how the region’s challenges 

and opportunities correspond with global 

sustainability targets, emphasizing key SDGs such 

as Clean Water and Sanitation (SDG 6), Affordable 

and Clean Energy (SDG 7), Decent Work and 

Economic Growth (SDG 8), Industry, Innovation, 

and Infrastructure (SDG 10), Reduced Inequalities 

(SDG 11), Sustainable Cities and Communities 

(SDG 12) and Climate Action (SDG 13).  

 

 

Table 1: Key Themes in Environmental Marketing Practices 

Theme Frequency of Mention (%) Description 

Eco-friendly Product 

Promotion 
72% 

Marketing of goods with low environmental 

impact or green labels. 

Corporate Social 

Responsibility (CSR) 
85% 

Community development and pollution 

mitigation programs. 

Environmental 

Certifications 
60% 

Use of eco-labels and third-party 

environmental certifications. 

Stakeholder Engagement 55% 
Inclusion of local communities in 

sustainability efforts. 
Source: Author’s construct (2025) based on document analysis 

Note: Percentages (%) represent the proportion of reviewed documents in which each theme was substantively discussed; themes 

are not mutually exclusive. Eco-friendly product promotion was the most frequently cited marketing strategy, illustrating a 

growing trend of businesses offering sustainable goods. CSR emerged as the dominant framework for corporate engagement, 

particularly among oil and gas companies seeking to repair community relations through pollution control and social projects.

  

 
Figure 1: Mapping of Environmental Marketing Practices 

with Sustainable Development Goals (SDGs) 

Source: Author’s construct (2025), based on document 

analysis 

 

 

The Figure 1 illustrates the linkage between major 

environmental marketing themes and their 

corresponding Sustainable Development Goals 

(SDGs); highlighting areas where marketing 

strategies in the Niger Delta align with global 

sustainability priorities. 

 

Alignment of Environmental Marketing and 

Sustainable Development Themes in the Niger 

Delta: Contribution and Collaboration 

The Niger Delta, long recognized as the heart of 

Nigeria’s oil wealth, remains paradoxically 

burdened by the consequences of extractive 

industrialization - environmental degradation, loss 

of biodiversity, and socio-economic inequalities. 

Aligning environmental marketing strategies with 
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the United Nations Sustainable Development Goals 

(SDGs) provides a compelling framework for 

restoring ecological balance and enhancing 

community welfare in the region. Through 

deliberate collaboration between corporate actors, 

local communities, and government institutions, 

environmental marketing can serve not only as a 

communication tool but as a catalyst for real 

transformation (Adenle, 2023; Okonkwo & 

Uzonwanne, 2024). 

 

Environmental marketing aligns strongly with SDG 

13 (Climate Action), SDG 12 (Responsible 

Consumption and Production), and SDG 15 (Life 

on Land), which emphasize climate resilience, 

sustainable resource use, and ecosystem 

restoration. In the Niger Delta, where oil 

exploration has left a legacy of polluted farmlands 

and water systems, companies that integrate these 

SDGs into their marketing strategies demonstrate a 

higher level of environmental consciousness and 

social accountability. For instance, adopting green 

branding, eco-innovation, and community 

engagement campaigns enables organizations to 

not only promote environmentally friendly 

products but also support carbon reduction and 

reforestation projects that directly benefit affected 

communities (Fullerton & Shetzer, 2023; Brower, 

2022). 

 

Collaboration plays a critical role in this alignment. 

As Akinola and Ezeani (2023) note, the success of 

sustainability initiatives in the Niger Delta depends 

largely on multi-stakeholder partnerships that 

bridge the gap between corporate environmental 

responsibility and grassroots realities. Oil 

companies, government agencies, and local NGOs 

must co-create frameworks that promote renewable 

energy, waste management, and environmental 

education—initiatives that embody SDG 17 

(Partnerships for the Goals). When environmental 

marketing efforts are co-designed with community 

input, they foster trust, enhance brand legitimacy, 

and drive social innovation that benefits both 

people and the planet. 

 

Moreover, aligning marketing communication with 

the SDGs fosters transparency, inclusivity, and 

accountability, which are essential for rebuilding 

the damaged trust between corporations and host 

communities. Sustainable marketing campaigns 

should, therefore, not merely advertise compliance 

but tell authentic stories of regeneration and shared 

progress. As Kumar and Sharma (2023) emphasize, 

companies that communicate their environmental 

impact transparently are more likely to gain public 

confidence and stimulate responsible consumer 

behavior, creating a culture of environmental 

stewardship across sectors. 

 

In essence, the alignment of environmental 

marketing with sustainable development in the 

Niger Delta is both a moral imperative and a 

strategic opportunity. By linking marketing 

objectives to the SDGs, businesses can redefine 

their social contracts, contribute meaningfully to 

environmental restoration, and establish Nigeria as 

a model for sustainability-driven growth in sub-

Saharan Africa. The path forward lies in genuine 

collaboration where business success is measured 

not only by profit margins but by the shared 

prosperity and resilience of the communities and 

ecosystems that sustain it. This alignment clearly 

indicates that environmental marketing strategies in 

the Niger Delta, when integrated with sustainable 

development goals, can contribute significantly to 

achieving both local and global sustainability 

agendas. 

 

 
 
Figure 3: Proportion of Marketing Strategies Addressing Key 

SDGs (based on document analysis) 

Source: Author’s construct (2025) 

 

Results show the highest focus on SDG 12 

(Responsible Consumption and Production) and 

SDG 13 (Climate Action), while SDG 15 (Life on 

Land) was less emphasized, indicating a gap in 

biodiversity and ecosystem-specific marketing 

initiatives. 

 

 

 



Owhoeke (2025) / GJESS, 2(2), October, 77 – 91. 

 

86 

 

DISCUSSION 

 

The findings indicate that while environmental 

marketing is gaining prominence in the Niger 

Delta, its actual impact on communities remains 

inconsistent and context-dependent. This trend can 

be interpreted through the lens of Kotler’s (1972) 

Societal Marketing Concept, which advocates that 

organizations should not only meet customer needs 

profitably but also safeguard societal welfare. In 

practice, however, many corporations particularly 

within the oil and gas sector demonstrate a selective 

application of this concept. Their adoption of 

Corporate Social Responsibility (CSR) initiatives 

and eco-friendly product promotion often reflects a 

brand-positioning strategy rather than a deep-

seated commitment to sustainability (Banerjee, 

2019). 

 

From a theoretical standpoint, Peattie’s (2001) 

Sustainable Marketing Model provides a useful 

framework for interpreting this disconnect. Peattie 

argues that authentic sustainability marketing must 

integrate environmental and social dimensions into 

the firm’s core strategy, rather than being limited to 

peripheral promotional campaigns. Applying this 

model to the Niger Delta context reveals that “eco-

friendly product promotion,” while signaling 

corporate environmental awareness, has not yet 

translated into tangible community benefits or 

improved ecological outcomes. The emphasis on 

product certifications and environmental labeling 

appears promising; however, without local 

engagement and credible implementation, these 

initiatives risk being perceived as green-washing 

(Delmas & Burbano, 2011). 

 

Analytically, “eco-friendly product promotion” 

both drives and constrains community trust. It 

drives trust when firms align communication with 

verifiable outcomes such as pollution reduction, 

ecosystem restoration, or inclusive employment 

opportunities; thus embodying the value co-

creation principle emphasized in sustainable 

marketing literature (Belz & Peattie, 2012). 

Conversely, it constrains trust when environmental 

claims are not supported by measurable local 

improvements, reinforcing community skepticism 

toward corporate motives. This dynamic highlights 

the gap between corporate environmental behavior 

and marketing theory’s normative expectations 

regarding transparency, authenticity, and social 

equity. 

 

Moving forward, sustainable marketing in the 

Niger Delta must evolve beyond compliance-based 

CSR and image management toward what Kotler et 

al. (2021) describe as “authentic sustainability 

marketing,” where ecological and social 

considerations are integrated into corporate 

mission, operations, and long-term strategy. 

Achieving this requires multi-stakeholder 

partnerships, including local communities, 

policymakers, and non-governmental actors, to 

ensure that marketing initiatives align with 

environmental realities and community aspirations. 

Transparent sustainability reporting, participatory 

planning and continuous dialogue with host 

communities are essential mechanisms to rebuild 

trust and foster accountability. Ultimately, linking 

marketing theory with corporate behavior and 

environmental outcomes demands that 

sustainability become not a peripheral promotional 

tool but a core business philosophy that unites 

profitability with environmental stewardship and 

community empowerment (Peattie & Belz, 2010; 

Kotler et al., 2021). 

 

Implications of the Study 

The findings of this study carry significant 

implications for theory, practice, and policy in the 

field of environmental marketing and sustainable 

development, particularly within the context of the 

Niger Delta region of Nigeria. The analysis 

establishes that environmental marketing is not 

merely an extension of corporate social 

responsibility (CSR) but a strategic and ethical 

framework that can reshape business–community 

relations, influence consumer behavior, and drive 

inclusive development. Understanding these 

implications is vital for policymakers, corporate 

managers, development agencies, and researchers 

seeking to operationalize sustainability in a region 

characterized by environmental fragility and socio-

economic inequality. 

 

Theoretical Implications 

From a theoretical standpoint, this study enriches 

the discourse on sustainable marketing by 

validating and extending Peattie’s (2001) 

sustainable marketing model and Kotler’s (2022) 

societal marketing perspective in a developing-

country context. While existing theories largely 
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emerged from Western industrial economies, the 

Niger Delta experience underscores the need to 

contextualize these frameworks in regions with 

unique environmental, cultural, and institutional 

realities. The study suggests that effective 

environmental marketing in such settings requires 

a hybrid model that blends global sustainability 

principles with indigenous knowledge systems and 

local socio-economic priorities. Furthermore, the 

results reinforce the proposition that marketing can 

serve as a tool for environmental citizenship 

empowering communities to become active 

participants in shaping ecological outcomes, not 

just consumers of green products. This theoretical 

expansion bridges the gap between sustainability 

discourse and applied marketing practice in 

resource-dependent economies. 

 

Practical Implications 

Practically, the study highlights the urgent need for 

businesses operating in the Niger Delta to move 

beyond symbolic or philanthropic gestures and 

adopt strategic environmental marketing as an 

integral component of their corporate identity and 

operations. By incorporating transparency, 

measurable sustainability goals, and community-

based engagement, firms can enhance both 

reputational capital and market competitiveness. 

For example, oil and gas companies can design 

environmental campaigns that link product 

branding with tangible ecological restoration 

efforts such as mangrove replanting, waste 

recycling, and renewable energy partnerships. The 

study also implies that sustainable marketing 

should serve as a capacity-building platform, 

creating jobs for local youth and women through 

green entrepreneurship, eco-tourism, and recycling 

ventures. Equally, businesses can leverage digital 

marketing channels to promote environmental 

awareness and monitor public perceptions in real 

time. Integrating sustainability messages into 

digital outreach efforts can strengthen consumer 

trust and align corporate communication with the 

global ESG (Environmental, Social, and 

Governance) standards. Thus, the study provides 

practical pathways for Nigerian companies to 

redefine competitiveness through ethical and 

environmentally conscious marketing practices. 

 

Policy Implications 

The research also presents important implications 

for policy and governance. The persistence of 

environmental degradation in the Niger Delta 

reflects weak regulatory enforcement and 

fragmented institutional frameworks. This study 

underscores the need for policy coherence that 

aligns marketing regulations, environmental 

standards, and community development initiatives. 

Government agencies such as the Federal Ministry 

of Environment, Niger Delta Development 

Commission (NDDC), and State Environmental 

Protection Agencies should mandate that corporate 

sustainability claims be verifiable, with annual 

environmental marketing reports submitted for 

public review. Furthermore, policies should 

incentivize businesses that integrate sustainability 

metrics into their core marketing and production 

strategies. Fiscal incentives such as tax rebates, 

access to green funds, or recognition awards could 

encourage firms to adopt environmentally 

responsible practices. At the same time, local 

governments and community-based organizations 

must collaborate to ensure that environmental 

marketing campaigns are inclusive, culturally 

relevant, and accessible to rural populations. This 

will help embed sustainability consciousness 

within local lifestyles rather than treating it as an 

elite or urban phenomenon. 

 

Implications for Research and Education 

The study opens new research avenues for scholars 

in business education and sustainable development. 

It calls for empirical investigations into how 

environmental marketing affects consumer 

behavior, brand loyalty, and social trust in 

developing regions. Moreover, academic 

institutions should integrate sustainability 

marketing modules into business curricula to 

prepare future professionals with the competencies 

needed for green innovation and corporate 

accountability. Collaborative research between 

universities, industry, and policymakers can further 

advance evidence-based strategies for sustainable 

economic transformation. In summary, the 

implications of this study extend beyond theoretical 

contributions to encompass actionable insights for 

businesses, governments, and communities. 

Environmental marketing when guided by 

transparency, local innovation, and stakeholder 

inclusion can become a transformative force for the 

Niger Delta, balancing ecological preservation with 

socio-economic development. By embedding 

sustainability within the logic of marketing itself, 

Nigeria can move closer to achieving its 
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commitments under the UN Sustainable 

Development Goals (SDGs) and create a replicable 

model for other resource-dependent economies in 

Africa and beyond. 

 

Challenges Identified 

The analysis revealed several pressing challenges 

that continue to weaken the effectiveness and 

authenticity of environmental marketing in the 

Niger Delta region. 

i. Weak regulatory enforcement and failed 

remediation: Although environmental 

regulations exist, enforcement remains 

inconsistent and often ineffective. Many oil 

companies exploit these weaknesses, engaging 

in green-washing; publicly promoting 

sustainability while continuing environmentally 

harmful practices (Azuazu, 2023). Studies show 

that poor institutional coordination and 

inadequate funding hinder the implementation 

of environmental laws, resulting in prolonged 

pollution and incomplete remediation 

(Associated Press, 2024). This regulatory laxity 

encourages unsustainable business practices and 

undermines public confidence in corporate 

responsibility. 

ii. Widespread green-washing and reputational 

risk: The prevalence of green-washing has 

eroded trust in corporate sustainability 

communication. Persakis (2025) found that 

organizations often exaggerate or falsify 

environmental achievements to enhance brand 

reputation, which ultimately damages consumer 

trust and corporate image. Similarly, Keilmann 

and Koch (2023) observed that misleading 

environmental claims lead to public skepticism, 

making genuine corporate sustainability efforts 

less impactful. 

iii. Limited community participation and 

stakeholder engagement: Many sustainability 

initiatives in the Niger Delta are developed 

without meaningful local consultation. This top-

down approach alienates host communities, 

limits shared ownership, and perpetuates 

conflict and mistrust (Azuazu, 2023). Genuine 

community participation—particularly in 

project planning and environmental 

monitoring—remains limited, despite its proven 

role in promoting accountability and sustainable 

outcomes (NEITI, 2024). 

iv. Insufficient data transparency and 

accountability: Access to credible and verifiable 

environmental data remains inadequate. While 

transparency in fiscal reporting has improved 

under the Nigerian Extractive Industries 

Transparency Initiative (NEITI), comparable 

environmental disclosures are rare (NEITI, 

2024). The absence of standardized reporting on 

oil spills, waste management, and remediation 

progress weakens the credibility of 

environmental marketing and limits 

opportunities for independent verification of 

corporate claims. Collectively, these challenges 

constrain the capacity of firms to harness 

environmental marketing as a tool for 

sustainable development. Without robust 

enforcement, transparent data systems, and 

genuine community inclusion, environmental 

marketing in the Niger Delta risks remaining a 

symbolic exercise rather than a transformative 

force for sustainability. 

 

CONCLUSION 

 

This study reaffirms the critical role of 

environmental marketing in advancing sustainable 

development within the Niger Delta, a region 

marked by abundant natural resources yet burdened 

by ecological degradation. When aligned with 

sustainability principles, marketing transcends its 

traditional commercial boundaries to become a 

driver of environmental accountability and social 

transformation (Peattie, 2001). The findings 

demonstrate that businesses are increasingly 

adopting green initiatives such as eco-friendly 

production, waste reduction, and CSR-backed 

restoration projects. However, these efforts remain 

fragmented due to weak institutional enforcement, 

policy inconsistencies, and limited stakeholder 

collaboration. 

 

To unlock the transformative potential of 

environmental marketing, the study emphasizes the 

need to shift from symbolic image management to 

verifiable ecological accountability. Firms must 

strengthen transparency in sustainability reporting 

by disclosing measurable environmental impacts 

and adopting internationally recognized standards. 

This aligns with global frameworks such as the UN 

Sustainable Development Goals, particularly Goals 

12 and 13, which promote responsible consumption 

and climate action (United Nations, 2023). 

Transparent and data-driven environmental 
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communication builds public trust and enhances 

corporate legitimacy. 

 

The research also underscores the importance of 

localizing sustainability models. Instead of 

replicating foreign frameworks, green marketing 

initiatives should reflect indigenous knowledge 

systems, cultural norms, and community realities. 

Empowering local entrepreneurs to create eco-

branded products, renewable energy solutions, and 

recycling innovations ensures ownership and 

relevance to the Niger Delta context. This approach 

resonates with Kotler et al.’s (2022) societal 

marketing concept, which integrates economic 

profitability with societal and environmental well-

being. 

 

Moreover, the study highlights that sustainable 

marketing thrives only through participatory 

governance. Genuine community involvement 

predominantly youth and women’s groups in 

decision-making, green entrepreneurship, and 

environmental restoration fosters inclusivity and 

long-term engagement. Collaborative partnerships 

among corporations, local councils, and regulatory 

agencies such as the NDDC, multi-nationals and 

Federal Ministry of Environment are essential for 

enforcing standards and incentivizing compliance. 

Finally, policy reforms should institutionalize 

environmental marketing through mandatory 

sustainability disclosures, independent audits, and 

performance-based incentives. Embedding 

environmental marketing in business and 

management curricula will also cultivate a new 

generation of sustainability-conscious 

professionals. In essence, environmental marketing 

in the Niger Delta must evolve into a strategic 

instrument for peace building, ecological renewal, 

and inclusive economic growth; anchored on 

transparency, local innovation, and participatory 

governance. 

 

RECOMMENDATIONS  

 

1. Strengthen Policy and Regulatory Enforcement: 

Government agencies should reinforce 

environmental and marketing regulations 

through transparent monitoring, independent 

audits, and strict penalties for non-compliance. 

Stronger policy enforcement will ensure that 

sustainability claims are credible and aligned 

with national environmental goals. 

2. romote Multi-Stakeholder Collaboration and 

Community Engagement: Effective 

environmental marketing in the Niger Delta 

requires inclusive collaboration among 

government, corporations, civil society, and host 

communities. Co-creating sustainability 

programs with local stakeholders enhances trust, 

relevance, and long-term community ownership. 

3. Integrate Sustainability into Core Corporate 

Strategy: Firms should embed environmental 

stewardship and social responsibility into their 

core business operations rather than treating 

them as peripheral CSR activities. Integrating 

green technologies, transparent reporting, and 

life-cycle assessments will promote authentic 

sustainability and long-term competitiveness. 

4. Build Capacity and Institutional Support for 

Sustainable Marketing: Continuous capacity 

development, policy incentives, and 

sustainability education should be prioritized to 

equip marketing professionals, regulators, and 

community actors with the skills and knowledge 

needed to implement and monitor sustainable 

marketing initiatives effectively. 

 

Future Scope 

Building on the insights from this research, future 

studies should focus on developing detailed, 

context-specific case studies that document 

successful environmental marketing initiatives 

within the Niger Delta and comparable regions. 

Such empirical evidence will be invaluable for 

guiding businesses and policymakers alike. 

Moreover, exploring the integration of indigenous 

knowledge systems into sustainable marketing 

approaches could unlock innovative solutions that 

resonate deeply with local communities. Research 

could also investigate the potential of digital 

marketing and social media platforms in enhancing 

environmental awareness and consumer 

engagement. Lastly, future work should evaluate 

the long-term impacts of environmental marketing 

on both economic resilience and ecosystem health, 

using quantitative data and sustainability metrics. 

This would provide a stronger evidence base to 

refine strategies and ensure that sustainability is 

embedded not just in marketing rhetoric, but in 

measurable, positive outcomes for the Niger 

Delta’s people and environment. 
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