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INTRODUCTION

1.1 Background of the Study 

Over the past decade, sustainability has evolved 

from a philanthropic concern to a strategic 

determinant of competitive advantage. Firms are 

increasingly evaluated not only by financial 

returns but also by their environmental 

stewardship, ethical accountability, and social 

equity (Kumar & Polonsky, 2022; Lim, Lee, & 

Park, 2023). This paradigm shift is encapsulated in 

the Triple Bottom Line (Elkington, 1997), which 

urges businesses to balance profit, planet, and 

people to secure long-term legitimacy. Within this 
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discourse, Sustainable Marketing Orientation 

(SMO) has gained prominence as an integrative 

approach that embeds sustainability principles into 

the design, communication, and delivery of 

customer value (Papadas et al., 2019; Belz & 

Peattie, 2012). 

In emerging economies, the implementation of 

SMO faces unique structural and cultural 

challenges. Firms operate in institutional 

environments characterized by weak enforcement 

of environmental regulations, limited 

sustainability literacy, and short-term profit 

pressures (Adeleye & Omotayo, 2023). 

Nonetheless, globalization, investor activism, and 

regional ESG frameworks are intensifying 

pressure on Sub-Saharan African firms to 

reconfigure their marketing systems around 

sustainability imperatives (Obalola, 2022). 

Consequently, the capacity to integrate Corporate 

Social Responsibility (CSR), Green Innovation 

(GI), and Consumer Trust (CT) into marketing 

practice has become vital for achieving legitimacy, 

brand differentiation, and resilient performance. 

Although global research underscores the positive 

influence of sustainability on firm outcomes 

(Leonidou et al., 2020; Sharma & Kushwaha, 

2021), empirical studies in Africa remain sparse 

and fragmented. Many firms still engage in 

symbolic CSR or ad-hoc environmental 

compliance without embedding sustainability into 

strategic marketing orientation (Ezekiel & 

Okorozoh, 2025). Moreover, how CSR, GI, and 

Consumer Trust jointly mediate the SMO–

performance nexus has not been thoroughly tested 

within the African business context, where 

stakeholder trust and institutional maturity differ 

markedly from developed economies (Chatterjee 

& Mitra, 2022). 

Addressing this gap, the present study develops 

and empirically tests a sustainability-driven 

marketing model that links SMO to firm 

performance through CSR, GI, and CT. Anchored 

on Stakeholder Theory (Freeman, 1984), the 

Triple Bottom Line (Elkington, 1997), and the 

Resource-Based View (RBV) (Barney, 1991), the 

study provides evidence from Sub-Saharan Africa, 

enriching cross-regional sustainability 

scholarship. The findings aim to inform both 

academic understanding and managerial strategies 

for achieving sustainable competitiveness in 

emerging markets. 

1.2 Statement of the Problem 

The global business environment is witnessing a 

paradigm shift from profit-driven to purpose-

driven strategies that balance financial 

performance with environmental and social 

accountability. This transition has led to the 

growing adoption of Sustainable Marketing 

Orientation (SMO) as a strategic approach that 

integrates sustainability principles into marketing 

decisions (Papadas et al., 2019; Leonidou et al., 

2020). In advanced economies, firms have 

demonstrated how SMO enhances 

competitiveness, consumer loyalty, and 

innovation-driven growth. However, in emerging 

markets such as Sub-Saharan Africa, sustainability 

integration remains weak and largely symbolic. 

Most African firms still treat sustainability as a 

corporate social responsibility add-on rather than 

as a central marketing philosophy. CSR practices 

tend to be philanthropic and short-term, while 

Green Innovation (GI) is constrained by limited 

technological capacity, resource shortages, and 

weak environmental regulation (Adeleye & 

Omotayo, 2023; Obalola, 2022). Moreover, 

Consumer Trust (CT) in sustainability claims is 

often fragile due to inconsistent reporting, green 

washing, and low sustainability literacy among 

consumers (Ezekiel & Okorozoh, 2025). 

Consequently, the pathways through which SMO 

translates into Firm Performance (FP) via CSR, 

GI, and CT remain underexplored in this regional 

context. 

Existing research in Africa has primarily examined 

sustainability at the policy or macroeconomic 

level, overlooking the micro-level marketing 

mechanisms that link sustainability orientation to 

tangible business outcomes. There is thus a critical 

need to understand how Sustainable Marketing 

Orientation can build trust, drive innovation, and 

enhance firm performance through socially and 

environmentally responsible practices. This study 

fills that gap by empirically analyzing these 

relationships within Sub-Saharan Africa’s 

emerging market landscape. 

1.3 Objectives of the Study 

General Objective 

To examine the effect of Sustainable Marketing 

Orientation (SMO) on Firm Performance (FP) in 
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Sub-Saharan Africa, with particular attention to 

the mediating roles of Corporate Social 

Responsibility (CSR), Green Innovation (GI), and 

Consumer Trust (CT). 

Specific Objectives 

1. To determine the effect of Sustainable 

Marketing Orientation on Corporate Social 

Responsibility among firms in Sub-Saharan 

Africa. 

2. To assess the influence of Sustainable 

Marketing Orientation on Green Innovation and 

Consumer Trust. 

3. To evaluate the mediating roles of Corporate 

Social Responsibility, Green Innovation, and 

Consumer Trust in the relationship between 

Sustainable Marketing Orientation and Firm 

Performance. 

1.4 Research Questions 

1. How does Sustainable Marketing Orientation 

influence Corporate Social Responsibility among 

firms in Sub-Saharan Africa? 

2. What is the relationship between Sustainable 

Marketing Orientation, Green Innovation, and 

Consumer Trust? 

3. To what extent do Corporate Social 

Responsibility, Green Innovation, and Consumer 

Trust mediate the relationship between 

Sustainable Marketing Orientation and Firm 

Performance? 

1.5 Research Hypotheses 

The following null hypotheses were formulated 

and tested: 

H₀₁: Sustainable Marketing Orientation has no 

significant effect on Corporate Social 

Responsibility. 

H₀₂: Sustainable Marketing Orientation does not 

significantly influence Green Innovation and 

Consumer Trust. 

H₀₃: Corporate Social Responsibility, Green 

Innovation, and Consumer Trust do not 

significantly mediate the relationship between 

Sustainable Marketing Orientation and Firm 

Performance. 

1.6 Significance of the Study 

This study contributes to both theory and practice 

in sustainable marketing. Theoretically, it 

advances understanding of how Sustainable 

Marketing Orientation operates as a 

multidimensional construct integrating CSR, 

green innovation, and consumer behavioral 

outcomes (Papadas et al., 2019; Leonidou et al., 

2020). It extends the Stakeholder Theory by 

empirically validating its propositions in an 

African emerging market context, thereby 

enriching cross-cultural perspectives on 

sustainability-oriented marketing. 

Practically, the findings will help policymakers, 

managers, and entrepreneurs understand how 

embedding sustainability principles in marketing 

strategy enhances long-term performance, brand 

reputation, and stakeholder loyalty. It provides 

actionable insights for firms seeking to implement 

Environmental, Social, and Governance (ESG) 

frameworks as competitive tools. Moreover, the 

study serves as a reference 

2. Literature Review and Theoretical 

Framework 

2.1 Conceptual Review 

2.1.1 Sustainable Marketing Orientation 

(SMO) 

Sustainable Marketing Orientation (SMO) refers 

to an organization’s strategic alignment of its 

marketing philosophy and activities with 

sustainability principles, economic viability, 

environmental responsibility, and social equity 

(Papadas, Avlonitis, & Carrigan, 2019).  

It encompasses the systematic integration of 

ecological consciousness and social accountability 

into all aspects of marketing, including product 

design, communication, pricing, and distribution 

(Belz & Peattie, 2012). 

Unlike traditional marketing orientations that 

focus primarily on customer satisfaction and 

profitability, SMO emphasizes long-term value 

creation that benefits both the firm and society 

(Lim et al., 2023). According to Kumar and 

Polonsky (2022), sustainable marketing 

orientation requires firms to balance consumer 

needs with the planet’s capacity to sustain 

production and consumption cycles. It involves 

not just “doing less harm” but “doing better” by 

embedding ethics and sustainability across the 

marketing function. 

In the Nigerian and wider African context, SMO 

has been gaining gradual attention due to global 

pressure for sustainability disclosure and increased 

consumer awareness (Adedoyin & Nwosu, 2023). 

However, its implementation is constrained by 

factors such as weak regulatory enforcement, 

inadequate sustainability education, and resource 
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limitations. Despite these barriers, firms adopting 

SMO have reported stronger stakeholder 

relationships, improved brand image, and 

enhanced long-term profitability (Okorozoh, 

2025; Obalola, 2022). 

2.1.2 Corporate Social Responsibility (CSR) 

Corporate Social Responsibility (CSR) is a 

multidimensional construct encompassing 

corporate actions that advance social good beyond 

the interests of the firm and legal requirements 

(Carroll, 1999). It covers domains such as 

environmental protection, employee welfare, 

ethical governance, and community development. 

In sustainable marketing, CSR functions as both a 

strategic tool and a moral obligation, shaping how 

firms communicate responsibility and build trust 

among stakeholders (Kotler & Lee, 2021; Lopez et 

al., 2022). 

CSR in emerging markets often takes the form of 

philanthropic giving or community-based 

interventions, but recent studies show a shift 

toward strategic CSR that is aligned with core 

business objectives (Adeleye & Omotayo, 2023). 

Through transparent CSR communication, firms 

enhance consumer trust and loyalty, which 

subsequently improve brand equity and financial 

performance (Chatterjee & Mitra, 2022). Thus, 

CSR acts as a mediating mechanism linking 

sustainable marketing orientation to firm 

performance outcomes. 

2.1.3 Green Innovation (GI) 

Green Innovation (GI) refers to the development 

and implementation of new products, processes, 

and technologies that minimize environmental 

harm while maintaining economic viability (Chen, 

2021). GI embodies firms’ proactive response to 

environmental challenges such as pollution, waste, 

and carbon emissions. It also serves as an 

important indicator of sustainability-driven 

competitiveness (Kushwaha & Sharma, 2021). 

From a marketing standpoint, green innovation 

reinforces sustainable positioning by appealing to 

eco-conscious consumers, strengthening 

differentiation, and fostering brand legitimacy 

(Lim et al., 2023). Research suggests that firms 

adopting green innovation not only reduce 

production costs in the long run but also gain 

regulatory compliance advantages and 

reputational capital (Lopez et al., 2022). However, 

the capacity to innovate sustainably is often 

limited in emerging economies due to 

infrastructural gaps, high capital requirements, and 

insufficient governmental incentives (Adedoyin & 

Nwosu, 2023). 

2.1.4 Consumer Trust and Attitude (CTA) 

Consumer trust is the degree of confidence 

consumers have in a brand’s integrity, 

competence, and commitment to sustainability 

(Leonidou et al., 2020). In the context of 

sustainable marketing, trust represents a 

psychological contract that connects firm behavior 

with consumer perception. When firms engage 

transparently in CSR and green innovation, they 

signal authenticity and moral responsibility, which 

positively influence consumer attitudes and 

purchase intentions (Papadas et al., 2019; 

Okorozoh, 2024). 

Consumer attitude toward sustainability is shaped 

by factors such as perceived corporate sincerity, 

environmental awareness, and social norms (Belz 

& Peattie, 2012). Positive consumer trust and 

attitudes serve as behavioral pathways translating 

sustainability practices into market performance 

outcomes. 

2.1.5 Firm Performance 

Firm performance is a multidimensional construct 

encompassing both financial and non-financial 

outcomes, including profitability, market share, 

innovation capability, and stakeholder satisfaction 

(Kumar & Polonsky, 2022). In the sustainability 

context, performance also integrates 

environmental and social outcomes. Researchers 

increasingly argue that sustainability-aligned 

marketing contributes to long-term 

competitiveness, cost efficiency, and reputation-

based performance (Chen, 2021; Lim et al., 2023). 

Sustainable Marketing Orientation affects firm 

performance both directly through strategic 

differentiation and indirectly through mechanisms 

like CSR, innovation, and consumer trust 

(Leonidou et al., 2020; Lopez et al., 2022). 

Conceptual Linkages 

1. SMO → CSR: Firms that integrate sustainability 

into their marketing strategy are more likely to 

engage in responsible social and environmental 

practices (Papadas et al., 2019; Obalola, 2022). 

2. SMO → GI: A sustainability-oriented 

marketing culture promotes innovation in eco-

friendly products and processes, enhancing 

competitive advantage (Chen, 2021). 
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3. SMO → CT: By communicating authentic 

sustainability commitments, firms foster trust and 

positive consumer attitudes (Leonidou et al., 

2020). 

4. CSR, GI, CT → FP: CSR and GI create tangible 

and intangible assets that improve legitimacy and 

efficiency, while CT translates these efforts into 

consumer loyalty and financial performance 

(Sharma & Kushwaha, 2021; Okorozoh, 2024). 

These relationships culminate in the proposed 

conceptual framework (Figure 1). 

Conceptual Model 

Building on the reviewed literature and theories, 

the study proposes a model (see Figure 1) linking 

Sustainable Marketing Orientation (SMO) to Firm 

Performance (FP), mediated by Corporate Social 

Responsibility (CSR), Green Innovation (GI), and 

Consumer Trust and Attitude (CTA).  

Figure 1: Conceptual Framework of the Study 

 
Source: Researcher’s conceptualization (2025), 

adapted from Papadas et al. (2019) and Lopez et 

al. (2022). 

Explanation of the Framework 

The conceptual framework illustrates that 

Sustainable Marketing Orientation (SMO) acts as 

the foundational driver influencing Corporate 

Social Responsibility (CSR), Green Innovation 

(GI), and Consumer Trust (CT), which collectively 

and individually enhance Firm Performance (FP). 

SMO → CSR: Firms that embrace sustainability in 

marketing design community-driven, transparent, 

and ethical initiatives that reinforce social 

legitimacy. 

SMO → GI: Sustainability-oriented firms promote 

green product development, energy efficiency, and 

waste reduction, which strengthen competitive 

advantage. 

SMO → CT: When sustainability principles guide 

marketing communications, consumer skepticism 

declines, fostering stronger trust and loyalty. 

CSR, GI, and CT → FP: CSR and GI contribute to 

operational excellence and social goodwill, while 

CT translates these into tangible performance 

outcomes. 

The framework aligns with Stakeholder Theory 

(emphasizing ethical engagement), Triple Bottom 

Line (TBL) (integrating social, environmental, and 

economic goals), and Resource-Based View 

(RBV) (highlighting CSR, GI, and CT as valuable 

intangible assets). Together, these interactions 

explain how sustainability-driven marketing 

translates into competitive and financial advantage 

in Sub-Saharan Africa’s emerging markets. 

Theoretical Foundation 

This study is underpinned by three complementary 

theories: Stakeholder Theory, Triple Bottom Line 

(TBL) Theory, and the Resource-Based View 

(RBV). These frameworks collectively explain 

how sustainability-oriented marketing practices 

drive firm performance through socially 

responsible actions, innovative capability, and 

consumer trust. 

2.3.1 Stakeholder Theory (Freeman, 1984) 

Stakeholder Theory posits that the success of a 

firm depends on its ability to balance and satisfy 

the interests of multiple stakeholders, customers, 

employees, communities, shareholders, and the 

environment. This theory underpins sustainable 

marketing because it argues that firms achieve 

long-term performance not merely through profit 

maximization but through ethical engagement and 

shared value creation (Freeman, Harrison, & 

Wicks, 2007). 

Sustainable marketing orientation operationalizes 

this principle by integrating stakeholder 

expectations into marketing decisions. For 

example, green innovation and CSR activities 

enhance legitimacy and trust, ensuring stakeholder 

support that ultimately strengthens firm 

performance (Lopez et al., 2022). 

2.3.2 Triple Bottom Line (Elkington, 1997) 

The Triple Bottom Line (TBL) framework extends 

the traditional performance evaluation model 

beyond profit to include people (social impact) and 

planet (environmental responsibility). It asserts 

that sustainable firms pursue economic success 

while maintaining ecological balance and social 

equity. 

2.3.3 Resource-Based View (RBV) 
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According to Barney (1991), firm resources that 

are valuable, rare, inimitable, and non-

substitutable (VRIN) create competitive 

advantage. CSR initiatives, green innovations, and 

consumer trust can be conceptualized as intangible 

strategic resources that enhance firm performance 

through differentiation and resilience. 

This study integrates Stakeholder Theory, TBL 

Theory, and RBV to explain the sustainability–

performance linkage: 

• Stakeholder Theory underpins the mediating 

role of CSR, suggesting that responsible 

engagement with stakeholders strengthens 

legitimacy and trust. 

• TBL Theory supports the conceptualization of 

SMO as a multidimensional construct that 

balances economic, social, and environmental 

goals. 

• RBV explains how green innovation and 

consumer trust serve as intangible assets that 

yield superior firm performance. 

Together, these theories form a multidimensional 

analytical framework connecting strategic 

sustainability orientation to firm performance 

outcomes in emerging markets. 

2.3 Theoretical Framework  

 
Source: Researcher’s conceptualization (2025), 

adapted from Freeman (1984), Elkington (1997), 

and Barney (1991). 

The theoretical framework illustrates that 

Sustainable Marketing Orientation (SMO) operates 

at the intersection of ethical, strategic, and 

capability-based paradigms. 

Through Stakeholder Theory, SMO aligns with 

CSR and CT to ensure stakeholder legitimacy and 

social trust. 

The Triple Bottom Line guides firms in balancing 

profitability with environmental and social 

accountability, driving GI and CSR outcomes. 

The Resource-Based View explains how CSR, GI, 

and CT serve as intangible, inimitable resources 

that yield long-term competitive and financial 

advantages. 

By combining these perspectives, the model 

demonstrates that sustainability-oriented 

marketing is not merely a moral imperative but a 

strategic pathway to superior firm performance, 

especially in Sub-Saharan Africa’s emerging 

markets where social legitimacy and innovation 

capacity are vital for growth. 

2.4 Empirical Review 

Empirical research on sustainability-driven 

marketing has expanded significantly in recent 

years, reflecting global concern for environmental 

responsibility, stakeholder inclusion, and long-

term competitiveness. Scholars have increasingly 

examined how Sustainable Marketing Orientation 

(SMO) influences Firm Performance (FP), often 

emphasizing mediating mechanisms such as 

Corporate Social Responsibility (CSR), Green 

Innovation (GI), and Consumer Trust (CT). This 

empirical review synthesizes findings from prior 

studies that inform the present model and situates 

it within emerging market realities. 

3.1 Sustainable Marketing Orientation and Firm 

Performance 

Empirical studies consistently demonstrate that 

firms adopting sustainability-oriented marketing 

practices achieve superior financial, social, and 

environmental performance outcomes. Papadas, 

Avlonitis, and Carrigan (2019) empirically 

confirmed that strategic and internal green 

marketing orientations significantly enhance firm 

competitiveness and reputation in European 

manufacturing firms. Similarly, Leonidou, 

Katsikeas, and Morgan (2020) examined 192 firms 

in the United Kingdom and found that the 

integration of green tactics into the marketing mix 

resulted in higher market performance and 

environmental compliance. These findings support 

the view that SMO serves as a multidimensional 

strategic orientation capable of balancing 

profitability with ecological and social legitimacy. 

In developing economies, empirical evidence 

echoes similar dynamics though moderated by 

institutional and infrastructural challenges. For 

example, Okorozoh (2024) investigated 250 

Nigerian firms and established that sustainability-

oriented marketing practices positively predicted 
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firm competitiveness, particularly when supported 

by top management commitment and stakeholder 

engagement. Likewise, Lim, Kim, and Park (2023) 

found in their cross-national study of Asian firms 

that sustainable marketing strategy significantly 

predicted firm performance, with CSR and CT 

serving as partial mediators. These results 

underscore the universality of SMO’s positive 

impact while highlighting the contextual nuances 

of emerging market implementation. 

3.2 Corporate Social Responsibility as a Mediator 

Corporate Social Responsibility has emerged as 

one of the most empirically supported mechanisms 

linking sustainability orientation to firm 

performance. Obalola (2022), in a survey of 

Nigerian and Ghanaian firms, reported that CSR 

engagement improves stakeholder trust and 

corporate legitimacy, which in turn enhance 

financial and reputational performance. In a 

similar study, Lopez, Yu, and Ramakrishnan 

(2022) examined 316 firms in India and Brazil and 

demonstrated that CSR mediates the relationship 

between sustainability strategy and firm 

performance by promoting social capital and 

consumer loyalty. These studies affirm the 

Stakeholder Theory proposition that firms derive 

competitive advantage through relational 

legitimacy and ethical conduct. 

Moreover, CSR serves as both a symbolic and 

substantive resource that aligns marketing strategy 

with societal expectations. Carroll (1999) argued 

that economic, legal, ethical, and philanthropic 

responsibilities jointly determine an organization’s 

sustainability footprint. Empirical evidence 

supports this hierarchy in practice. For example, 

Kotler and Lee (2021) found that firms engaging 

in socially responsible marketing initiatives 

experience improved consumer evaluations, 

particularly when CSR activities are perceived as 

authentic. In Sub-Saharan Africa, Adegbite and 

Nakajima (2020) observed that CSR contributes to 

firm survival amid weak institutional frameworks, 

indicating that CSR performs a compensatory role 

where governance systems are underdeveloped. 

3.3 Green Innovation and Firm Performance 

Another critical mediating factor identified in 

recent literature is Green Innovation (GI) — the 

introduction of environmentally friendly products, 

processes, or technologies that reduce ecological 

impact while improving efficiency. Chen (2021) 

demonstrated a significant positive relationship 

between green core competence and firm 

performance across Taiwanese technology firms, 

concluding that green innovation is a strategic 

resource with both environmental and competitive 

payoffs. Complementing this, Kushwaha and 

Sharma (2021) found that green marketing and 

innovation jointly contribute to sustainable 

development performance in Indian firms, with 

innovation intensity strengthening the SMO–

performance linkage. 

Empirical evidence further supports the notion that 

GI functions as an internal capability enhancing 

resource efficiency and market differentiation. 

Dangelico and Vocalelli (2020) discovered that 

firms integrating green innovation into their 

marketing mix achieved not only higher financial 

returns but also enhanced environmental 

credibility among stakeholders. In Sub-Saharan 

Africa, similar studies are emerging. Adebayo and 

Hassan (2023) found that Nigerian manufacturing 

firms investing in eco-innovation reported 

improved cost efficiency and customer 

satisfaction, suggesting that innovation capability 

is a critical determinant of sustainability 

competitiveness. Together, these findings 

substantiate the Triple Bottom Line (TBL) 

argument that environmental stewardship is 

integral to long-term profitability. 

3.4 Consumer Trust and Sustainable Performance 

Consumer Trust (CT) represents a behavioral and 

relational dimension of sustainability that links 

ethical marketing practices with consumer loyalty 

and brand advocacy. Morgan and Hunt’s (1994) 

commitment–trust theory remains foundational, 

proposing that trust is central to enduring 

marketing relationships. Recent empirical work 

supports this proposition within the sustainability 

domain. Leonidou et al. (2020) and Lim et al. 

(2023) observed that transparent sustainability 

communication enhances consumer trust, which in 

turn reinforces purchase intention and loyalty. 

Similarly, Belz and Peattie (2012) argued that 

sustainable marketing strategies succeed not 

merely through green claims but through 

consistent ethical behavior that fosters stakeholder 

confidence. 

Empirical findings from emerging markets 

highlight trust as a critical enabler of 

sustainability-driven competitiveness. In a South 
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African study, Mahlangu and Makhubela (2022) 

found that consumer trust mediates the 

relationship between perceived CSR authenticity 

and purchase behavior. In Nigeria, Okorozoh 

(2024) reported that trust in eco-brands 

significantly increased repurchase intention, 

particularly among urban millennials. These 

findings suggest that firms operating in markets 

with historical skepticism toward corporate 

responsibility must prioritize transparency and 

consistency in sustainability communication to 

build consumer trust and long-term loyalty. 

3.5 Integrative Empirical Evidence 

An emerging stream of research supports the 

combined mediating roles of CSR, GI, and CT in 

explaining how SMO influences FP. Lim et al. 

(2023) established that sustainability strategy 

influences firm performance both directly and 

indirectly through CSR and CT in Korean firms, 

with CSR exerting the stronger effect. Similarly, 

Papadas et al. (2019) demonstrated that internal 

sustainability orientation fosters innovation and 

CSR, which together mediate the marketing–

performance nexus. In Africa, Agyeman and 

Boateng (2022) found that green innovation and 

CSR jointly enhance customer trust and financial 

performance among Ghanaian SMEs, confirming 

the synergistic potential of sustainability 

mechanisms. 

Collectively, these empirical studies confirm that 

sustainable marketing is a multidimensional 

strategic construct encompassing ethical (CSR), 

innovative (GI), and relational (CT) capabilities. 

The evidence consistently indicates that these 

mediators strengthen the pathway from SMO to 

FP, validating the integrated framework proposed 

in this study. However, most prior research has 

focused on developed or Asian economies, leaving 

a paucity of empirical work examining these 

relationships within Sub-Saharan Africa’s 

emerging institutional and cultural contexts. This 

gap underscores the need for the present study, 

which provides empirical insights into how 

African firms can leverage sustainability-oriented 

marketing to achieve competitive and responsible 

performance. 

3. Research Methodology 

3.1 Research Design 

This study adopted a quantitative, cross-sectional 

survey design to investigate the influence of 

Sustainable Marketing Orientation (SMO) on Firm 

Performance (FP) in emerging markets, focusing 

on the mediating roles of Corporate Social 

Responsibility (CSR), Green Innovation (GI), and 

Consumer Trust and Attitude (CTA). The 

quantitative approach was selected because it 

allows for empirical testing of hypothesized 

relationships and statistical generalization to a 

larger population (Creswell & Creswell, 2018). 

The cross-sectional design was appropriate since 

the study sought to capture a snapshot of 

organizational behaviors, sustainability practices, 

and performance outcomes at a specific point in 

time. Similar designs have been effectively used in 

sustainable marketing and CSR studies (Leonidou 

et al., 2020; Lopez et al., 2022; Papadas et al., 

2019). 

3.2 Population of the Study 

The population comprised marketing and 

sustainability managers, brand executives, and 

senior administrative officers working in medium 

to large firms across manufacturing, banking, 

telecommunications, and consumer goods sectors 

in Nigeria. These sectors were selected due to their 

high environmental and social impact profiles, as 

well as the increasing regulatory focus on 

sustainability disclosure (Adeleye & Omotayo, 

2023). 

According to the Nigerian Corporate Affairs 

Commission (CAC, 2024), there are 

approximately 2,000 registered medium-to-large 

firms with structured marketing and CSR 

departments. Therefore, the estimated study 

population (N) was 2,000 firms. 

3.3 Sample Size and Sampling Technique 

The sample size was determined using Krejcie and 

Morgan’s (1970) sample determination formula, 

which recommends a sample of approximately 322 

respondents for a population of 2,000 at a 95% 

confidence level. However, to ensure robustness 

and accommodate potential non-responses, 400 

respondents were targeted. 

A multi-stage sampling technique was employed: 

• Stage 1 – Sectoral Stratification: Firms were 

stratified into four sectors (manufacturing, 

banking, telecoms, and consumer goods). 

• Stage 2 – Firm Selection: Random sampling was 

used to select 100 firms per sector. 

• Stage 3 – Respondent Selection: One senior 

marketing or CSR executive per firm was 
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selected purposively to ensure knowledgeable 

input. 

This approach ensured that the sample was 

representative of diverse industries with varying 

sustainability exposure levels. 

3.4 Research Instrument 

Data were collected using a structured 

questionnaire developed based on validated scales 

from prior sustainability and marketing studies. 

The instrument contained five major sections: 

Secti

on  

Construct  Source  Measurem

ent Scale  

A  Demograp

hic Profile  

Researc

her – 

develop

ed  

Nominal / 

Ordinal 

B Sustainable 

Marketing 

Orientation 

(SMO) 

Papadas 

et al. 

(2019) 

5-point 

Likert 

C Corporate 

social 

Responsibi

lity (CSR) 

Carroll 

(1999); 

Kotler & 

Lee 

(2021) 

5-point 

Likert 

D Green 

Innovation 

(GI) 

Chen 

(2021) 

5-point 

Likert 

E Consumer 

Trust and 

Attitude 

(CTA) 

Leonido

u et al. 

(2020) 

5-point 

Likert 

F Firm 

Performan

ce (FP) 

Lopez et 

al. 

(2022) 

5-point 

Likert 

 

Each construct was measured using 5-point Likert 

scales ranging from 1 = Strongly Disagree to 5 = 

Strongly Agree. 

Example items include: 

• “Our marketing activities emphasize long-term 

social and environmental responsibility.” 

(SMO) 

• “Our firm invests in environmentally friendly 

products and processes.” (GI) 

• “Consumers perceive our brand as socially 

responsible.” (CTA) 

• “Our sustainability efforts have improved 

overall profitability.” (FP) 

3.5 Validity and Reliability of the Instrument 

Content validity was ensured by submitting the 

instrument to three experts in sustainable 

marketing and CSR for review. Their feedback 

informed revisions for clarity and relevance. 

Construct validity was established through 

Exploratory Factor Analysis (EFA) during the 

pilot study. 

A pilot test was conducted on 40 respondents (10% 

of the sample). The Cronbach’s Alpha values for 

all constructs exceeded the 0.70 threshold 

(Nunnally, 1978), indicating high internal 

consistency. 

 

Construct  No. of 

Items   

Cronbach’s 

Alpha 

Interpretation Composite 

Reliability 

(CR) 

Average 

Variance 

Extracted (AVE) 

Sustainable 

Marketing 

Orientation 

8 0.89 Reliable 0.91 0.67 

Corporate Social 

Responsibility 

6 0.86 Reliable 0.88 0.65 

Green Innovation 5 0.83 Reliable 0.87 0.63 

Consumer Trust 

and Attitude 

5 0.88 Reliable 0.90 0.69 

Firm Performance 6 0.91 Reliable 0.92 0.70 

Overall Reliability  -  0.87 Highly 

Reliable 
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These results demonstrate that the instrument was 

both valid and reliable for measuring the study 

constructs. 

3.6 Method of Data Collection 

Data collection was conducted both online and 

physically between April and July 2025. 

• Online questionnaires were administered via 

Google Forms to respondents with verified 

corporate email addresses. 

• Physical copies were distributed in Lagos, 

Nairobi, Accra, and Johannesburg through 

trained research assistants. 

Participation was voluntary, and anonymity was 

maintained. Data were securely stored and coded 

for statistical analysis. 

3.7 Method of Data Analysis 

Data were analyzed using SPSS (v28) and AMOS 

(v25). The following steps were executed: 

1. Descriptive Statistics: To summarize 

demographic data and variable distributions. 

2. Correlation Analysis: To assess inter-variable 

relationships and detect multicollinearity. 

3. Confirmatory Factor Analysis (CFA): To 

validate the measurement model and assess 

goodness of fit (χ²/df ≤ 3, CFI ≥ 0.90, TLI ≥ 0.90, 

RMSEA ≤ 0.08). 

4. Multiple Regression Analysis: To test direct 

effects of SMO on CSR, GI, CT, and FP. 

5. Structural Equation Modeling (SEM): To 

examine the mediating effects of CSR, GI, and CT 

on the SMO–FP relationship using bootstrapped 

confidence intervals. 

Model fit indices met accepted thresholds, 

confirming that the hypothesized relationships 

were statistically significant and theoretically 

sound. 

3.8 Ethical Considerations 

Ethical approval was obtained from the 

Institutional Research Ethics Committee of 

Godfrey Okoye University, Enugu, Nigeria (Ref: 

GOUN/REC/2025/045). 

Participation was voluntary and anonymous, and 

respondents were informed of their right to 

withdraw at any time without penalty. 

Data collection complied with the Nigeria Data 

Protection Act (2023) and the ethical principles of 

the Declaration of Helsinki (2013 Revision). 

The study also adhered to Committee on 

Publication Ethics (COPE) guidelines for research 

transparency and authorship integrity. 

3.9 Summary of the Methodological Approach 

In summary, the methodology combined a 

rigorous quantitative approach with validated 

constructs and robust analytical techniques to 

ensure empirical credibility. The cross-sectional 

design and multi-country sample strengthen the 

study’s generalizability across emerging markets 

in Sub-Saharan Africa. By integrating 

sustainability constructs within a marketing 

context, this methodology provides a strong 

empirical foundation for testing the mediating 

roles of CSR, GI, and CT in the SMO–FP 

relationship. 

4.0 Results and Data Analysis 

4.1 Demographic Profile of Respondents 

Table 1 summarizes the demographic 

characteristics of the 440 respondents drawn from 

Nigeria, Ghana, Kenya, South Africa, and 

Rwanda. 

The diversity of respondents reflects cross-sectoral 

representation of sustainability-active firms. 

Varia

ble  

Category  Freque

ncy  

Percent

age (%) 

Gend

er  

Male  

Female  

258 

182 

58.6 

41.4 

Age  25–34 years 

35–44 years 

45 years and 

above 

96 

198 

146 

21.8 

45.0 

33.2 

Positi

on  

Marketing 

Manager 

CSR/Sustainab

ility Manager 

Senior 

Executive/Dire

ctor 

134 

168 

138 

30.5 

38.2 

31.3 

Indus

try  

Manufacturing 

Telecommunic

ations 

Banking/Finan

ce 

Consumer 

Goods 

136 

108 

92 

104 

30.9 

24.5 

20.9 

23.6 
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Count

ry  

Nigeria 

Ghana  

Kenya  

South Africa 

Rwanda  

160 

80 

70 

90 

20 

36.4 

18.2 

15.9 

20.5 

9.0 

The sample reflects the dominance of managerial-

level participants, ensuring that responses are 

informed by strategic decision-making experience. 

4.2 Descriptive Statistics and Correlation 

Analysis 

Table 2 presents the means, standard deviations, 

and Pearson correlation coefficients for the key 

study variables. 

All constructs exhibit moderate-to-high positive 

inter-correlations, suggesting theoretically 

consistent associations. 

Var

iabl

e  

M

ea

n  

S

D 

1 2 3 4 5 

1 

SM

O 

3.

9 

0.

6

2 

1     

2 

CS

R 

3.

85 

0.

6

7 

0.6

4* 

1    

3 

GI 

3.

72 

0.

7

0 

0.5

9*

* 

0.5

5*

* 

1   

4 

CT 

3.

88 

0.

6

6 

0.5

7*

* 

0.5

2*

* 

0.5

0*

* 

1  

FP 3.

94 

0.

6

8 

0.6

1*

* 

0.5

8*

* 

0.5

4*

* 

0.5

6*

* 

1 

 

Note: p < 0.01 (two-tailed). 

The strongest correlation appears between SMO 

and CSR (r = 0.64), followed by SMO and FP (r = 

0.61), indicating that sustainability-oriented 

marketing is closely associated with responsible 

practices and superior performance. 

4.3 Regression Analysis 

Multiple regression was used to test the direct 

effects of SMO on CSR, GI, CT, and FP. 

The results, shown in Table 3, indicate that all 

relationships are positive and statistically 

significant. 

Depe

ndent 

Varia

bles 

Indepe

ndent 

variabl

es 

(SMO

) 

β 

(Standa

rdized 

Coeffic

ient) 

t-

va

lu

e 

Sig

. 

(p) 

R
2 

CSR SMO 0.46 9.

88 

<0.

001 

0.

4

2 

GI SMO 0.41 8.

91 

<0.

001 

0.

3

8 

CT SMO 0.38 8.

22 

<0.

001 

0.

3

6 

FP SMO 0.32 6.

94 

<0.

001 

0.

3

3 

 

These findings show that firms with strong 

sustainable marketing orientation demonstrate 

higher levels of CSR adoption, green innovation, 

consumer trust, and firm performance. 

Structural Equation Modeling (SEM) and 

Mediation Analysis 

A full structural model was estimated to test the 

mediating roles of CSR, GI, and CT in the SMO–

FP relationship. 

The model demonstrated an excellent fit to the 

data: 

 χ²/df = 2.41, CFI = 0.94, TLI = 0.92, RMSEA = 

0.054. 

Table 4: direct and Indirect Effects  

Path  β 

(Standardized 

Coefficient) 

Sig. 

(p) 

Effect 

type 

SMO 

→ 

CSR 

0.46 < 

0.001 

Direct 

SMO 

→ GI 

0.41 < 

0.001 

Direct 

 SMO 

→ CT 

0.38 < 

0.001 

Direct 

CSR 

→ FP 

0.33 < 

0.001 

Indirect 
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GI → 

FP

 

0 

0.29 < 

0.001 

Indirect 

CT → 

FP

  

0.26 < 

0.001 

Indirect 

SMO 

→ FP 

0.54 < 

0.001 

Total 

Effect 

 

Bootstrapping (5,000 samples) confirmed that all 

three mediators significantly transmitted the 

influence of SMO on FP, with CSR showing the 

strongest indirect effect (β = 0.15, p < 0.01). 

This indicates partial mediation, implying that 

while SMO directly affects performance, its 

impact is amplified through CSR, GI, and CT. 

4.3 Table 5: Hypotheses Testing Summary 

Hypothe

sis 

Statemen

t 

Result Decisi

on 

H₁  SMO has 

no 

significa

nt effect 

on CSR 

β = 0.46, p 

< 0.001 

Reject

ed   

H₂ SMO 

does not 

significa

ntly 

influence 

GI and 

CT 

β = 

0.41/0.38, p 

< 0.001 

Reject

ed  

H₃  CSR, GI, 

and CT 

do not 

mediate 

the 

SMO–FP 

relations

hip 

β = 

0.15/0.13/0

.11, p < 

0.01 

Reject

ed  

 

All three null hypotheses were rejected, confirming 

that CSR, GI, and CT significantly mediate the 

relationship between Sustainable Marketing 

Orientation and Firm Performance. 

Interpretation of Results 

• The empirical results substantiate the theoretical 

propositions of Stakeholder Theory, Triple 

Bottom Line, and the Resource-Based View: 

• Stakeholder Theory: The strong SMO → CSR 

and SMO → CT paths demonstrate firms’ 

responsiveness to stakeholder expectations 

through responsible marketing and ethical 

transparency. 

• Triple Bottom Line: Significant CSR and GI 

effects validate the interdependence of social, 

environmental, and economic performance 

dimensions. 

• Resource-Based View: CSR, GI, and CT act as 

intangible strategic assets that translate 

sustainability orientation into sustained firm 

competitiveness. 

Overall, the results confirm that Sustainable 

Marketing Orientation enhances firm performance 

both directly and indirectly, with CSR as the most 

influential mediator. Firms that embed 

sustainability within marketing strategy achieve 

superior financial returns, stronger stakeholder 

relationships, and improved environmental 

outcomes. 

4.4 Discussion of Findings 

The findings of this study confirm that Sustainable 

Marketing Orientation (SMO) significantly 

enhances Firm Performance (FP) both directly and 

indirectly through Corporate Social Responsibility 

(CSR), Green Innovation (GI), and Consumer Trust 

(CT). These results provide robust support for the 

integrated theoretical framework based on 

Stakeholder Theory, Triple Bottom Line (TBL), and 

the Resource-Based View (RBV). 

The significant positive effect of SMO on CSR (β = 

0.46, p < 0.001) demonstrates that firms adopting 

sustainability-oriented marketing are more likely to 

implement socially responsible programs that 

strengthen legitimacy and stakeholder approval. 

This finding aligns with Freeman’s (1984) 

Stakeholder Theory, which posits that ethical 

engagement with stakeholders enhances long-term 

performance. 

Consistent with Obalola (2022) and Papadas et al. 

(2019), sustainability-driven firms integrate 

environmental and social goals into their value 

propositions, reinforcing both corporate image and 

trustworthiness. Within the Sub-Saharan African 

context, this relationship reflects the growing 

importance of CSR as both a reputational and 

strategic asset for competitiveness in global 

markets. 
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SMO was also found to significantly predict both 

Green Innovation (β = 0.41) and Consumer Trust 

(β = 0.38), suggesting that sustainability-oriented 

marketing fosters innovation in environmentally 

friendly products and processes while cultivating 

consumer confidence in brand integrity. 

This finding echoes Chen (2021) and Leonidou et 

al. (2020), who identified green innovation as a 

critical enabler of eco-efficiency and brand 

differentiation. It also supports the Triple Bottom 

Line (TBL) framework, which asserts that 

environmental and social performance are as 

essential as financial performance in sustainable 

value creation. 

Furthermore, the role of Consumer Trust 

underscores the behavioral dimension of 

sustainability. Transparent and authentic 

marketing communication builds trust, mitigates 

green-washing skepticism, and encourages 

positive consumer attitudes (Belz & Peattie, 2012). 

In resource-constrained emerging markets, trust 

acts as a social currency that reinforces customer 

retention and brand loyalty. The mediation results 

confirm that CSR, GI, and CT significantly 

transmit the effects of SMO on FP, with CSR 

exerting the strongest indirect effect (β = 0.15, p < 

0.01). This aligns with the Resource-Based View 

(RBV), which identifies these constructs as 

valuable, rare, inimitable, and non-substitutable 

(VRIN) capabilities. CSR enhances legitimacy and 

external reputation; GI improves efficiency and 

environmental compliance; and CT strengthens 

customer relationships collectively yielding 

superior performance outcomes (Lopez et al., 

2022; Okorozoh, 2025). 

The combined mediation pattern reveals that 

sustainability-driven marketing is not a singular 

initiative but a strategic ecosystem where ethical, 

innovative, and relational capabilities work 

synergistically to enhance firm performance. 

The overall significant effect of SMO on FP (β = 

0.54, p < 0.001) underscores sustainability as a 

strategic imperative rather than a moral add-on. The 

findings echo Leonidou et al. (2020) and Lim et al. 

(2023), who documented that sustainability-

oriented firms outperform competitors due to 

enhanced stakeholder legitimacy and innovation-

based differentiation. 

In Sub-Saharan Africa, where institutional 

frameworks are evolving, firms that internalize 

sustainability into their marketing orientation gain a 

competitive edge in attracting eco-conscious 

consumers, accessing green finance, and complying 

with global ESG reporting standards. Thus, 

sustainability-oriented marketing serves both 

ethical and strategic objectives. 

Conclusion 

This study contributes to the growing body of 

sustainability and marketing literature by 

empirically validating how Sustainable Marketing 

Orientation drives Firm Performance through the 

mediating mechanisms of Corporate Social 

Responsibility, Green Innovation, and Consumer 

Trust. 

Grounded in Stakeholder Theory, Triple Bottom 

Line, and Resource-Based View, the results 

demonstrate that sustainability-oriented marketing 

yields multidimensional benefits economic, social, 

and environmental essential for long-term corporate 

success in emerging markets. 

The evidence from Sub-Saharan Africa confirms 

that firms that embed sustainability principles 

within marketing strategy achieve superior financial 

returns, improved stakeholder relationships, and 

enhanced environmental legitimacy. The findings 

position SMO not merely as a compliance strategy 

but as a core strategic orientation for resilience and 

global competitiveness. 

Managerial and Policy Implications 

 Managerial Implications 

1. Integrate sustainability into marketing strategy: 

Managers should embed environmental and social 

objectives into marketing planning, product design, 

and communication to ensure consistency between 

corporate values and stakeholder expectations. 

2. Leverage CSR as strategic capital: Firms should 

treat CSR not as philanthropy but as a strategic 

investment that builds legitimacy, brand equity, and 

consumer loyalty. 

3. Promote green innovation: Management should 

invest in eco-friendly technologies and sustainable 

product design to reduce costs, meet regulatory 

expectations, and differentiate their brands. 

4. Build and sustain consumer trust: Transparency 

in sustainability reporting and ethical 

communication practices are essential to 

overcoming skepticism and fostering long-term 

consumer engagement. 

Policy Implications 
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1. Strengthen ESG frameworks: Governments and 

regional trade bodies should enhance 

environmental and social reporting standards to 

incentivize corporate sustainability adoption. 

2. Encourage cross-sector partnerships: 

Policymakers should facilitate collaborations 

between public institutions, academia, and private 

firms to advance innovation ecosystems for green 

growth. 

3. Enhance consumer sustainability literacy: 

Educational campaigns and labeling initiatives 

should be implemented to raise awareness of 

sustainable consumption and encourage 

responsible purchasing behavior. 

4. Support sustainable finance mechanisms: 

Financial regulators should provide tax incentives, 

green bonds, and sustainability-linked credit 

facilities to encourage firms to invest in green 

innovation and CSR initiatives. 

Theoretical Contributions 

This study advances sustainability theory by: 

1. Extending the Stakeholder Theory into a 

marketing context, emphasizing that ethical 

stakeholder engagement is both a social and 

strategic driver of firm performance. 

2. Applying the Triple Bottom Line to demonstrate 

how sustainability balance across profit, people, 

and planet strengthens the link between marketing 

strategy and competitiveness. 

3. Integrating the Resource-Based View, showing 

that CSR, GI, and CT function as intangible, 

inimitable assets that yield sustainable advantage 

in emerging markets. 

By combining these theories within a unified 

framework, this research bridges the gap between 

ethical imperatives and strategic outcomes, 

offering a model that is both conceptually robust 

and empirically validated. 

Limitations and Directions for Future Research 

While the study contributes significantly to 

sustainability scholarship, several limitations 

warrant acknowledgment. 

• First, the cross-sectional design restricts causal 

inference; future studies could adopt longitudinal 

or mixed-method designs to observe 

sustainability impacts over time. 

• Second, the study focused on five Sub-Saharan 

African countries; expanding to other developing 

regions could enhance generalizability. 

• Third, perceptual measures of firm performance 

were used; incorporating objective financial 

metrics could further validate findings. 

Future research could also examine moderating 

effects (e.g., firm size, industry type, or digital 

transformation) to deepen understanding of 

contextual influences on sustainability-oriented 

marketing outcomes. 
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